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In  the  same  way  that  the  Internet  changed  how  business  works,  wireless  technology  is  about  to  revolutionize  our 
entire  world.  Which  means  that  whether  you're  interested  in  financial  gain,  productivity  increases  or  a  competitive 
advantage,  you  need  the  right  partner  to  help  solidify  your  wireless  strategy.  And  that's  where  we  come  in.  As  a  leading 
wireless  systems  integration  firm,  we  re  devoted  exclusively  to  engineering  solutions  for  a  wireless  and  mobile  planet. 
With  senior  business  consultants  and  engineering  technologists  who  understand  the  dizzying  world  of  emerging 


RULED  BY  WIRELESS  TECHNOLOGY? 


wireless  applications,  service  providers,  devices  and  evolving  networks.  And  experience  working  with 
Fortune  1000  leaders  and  major  Internet  infrastructure  companies  as  both  clients  and  partners. 
For  our  free  in-depth  primer  on  all  things  wireless,  please  visit  www.stellcom.com/primer.  And  to 
learn  all  the  ways  we  can  help  you.  please  visit  www.stellcom.com.  or  call  1-888-554-2024.  You  ll 
see  that  we  have  the  answers  to  tomorrow’s  wireless  questions.  Even  if  they  haven  t  been  asked  yet. 
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engineering  the  way  the  world  works SM 


Is  he  passing  a  kidney  stone? 

About  to  have  a  root  canal? 

Or  trying  to  send  information 
over  a  five-year-old  network? 


IS  THIS  HOW  YOU  IMAGINE  THE  WEB? 


They  don't  come  any  bigger.  Or  any  juicier. 

On  the  Internet,  the  potential  to  grow  and 
succeed  is  enormous. 

Especially  when  it  comes  to  your  company's  online 
initiatives.  With  Allaire,™  we  can  provide  you  with  the 
fertile  ground  for  growing  them  into  something  really 
big  —  a  faster,  more  efficient,  and  more  productive 
offering.  Our  software  platform  —  everything 
from  application  servers  and  visual  tools,  to 
packaged  applications  for  e-commerce,  content 
management,  and  personalization  —  helps  you 
quickly  and  efficiently  bring  your  business  to  the 
Web.  It's  powerful,  productive,  and  easily  integrates 
with  just  about  every  existing  database  and  system 
in  your  enterprise.  Which  means  you'll  deliver  a 
full  crop  of  large-scale  enterprise  and  e-commerce 
applications.  It's  from  Allaire,  and  it'll  have  your 
company  harvesting  huge  success  online. 


<allaire> 

www.allaire.com 

1  888  939  2545 


Allaire  and  the  Allaire  logo  are  trademarks  and  Is  This  How  You  Imagine  the. Web?  is  a  servicemark  of  Allaire  Corporation.  All  other  brands  and  products  are  trademarks  of  their  respective  holders.  ©  2000  Allaire  Corporation.  All  rights  reserved. 
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Welcome  to  RadioShackxa  * 

Shop  Online.  Anytime. 


Your  Shopping  Cart 
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Total  sooo 
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COMMUNICATOR 


AM/FM/CASSETTE/CQ 

BOOMBOX 

Sale  $79.99 

Reg  $99  99 


PANASONIC  KX.TG2660 
2.4GH2  EXTREME 
CORDLESS  WITH 
CALLER  10 

$299.99 


MOTOROLA  FR60  FRS 
$89.99 


PACKARD  BELL  CLUB 
77C  PC 

$1,499.00 


Check  it  out 


www.RadioShack.ca  is  a  comprehensive, 
fully  interactive  site  offering  millions  of 
Internet  customers  access  to  thousands 
of  high  quality  electronic  products  and 
services.  Whether  the  need  is  fulfilling 
customer  orders  or  fielding  support  ques¬ 
tions  —  fast,  reliable  service  is  a  must. 

That’s  why  RadioShack  Canada  uses 
Unicenter  TNG®  to  manage  the  underlying 
resources  and  infrastructure  that  supports 
www.RadioShack.ca.  With  Unicenter  TNG, 
RadioShack  Canada  has  the  most  com¬ 
plete  end-to-end  management  solution 
available,  delivering  a  fully  integrated  management  standard  across  their  entire 
Internet  and  IT  infrastructure.  Unicenter  TNG  assures  RadioShack  Canada  that  their 
online  storefront  is  responsive  and  always  available  to  customers. 

Join  www.RadioShack.ca  and  tune  into  the  rewards  of  eBusiness  with  Unicenter 
TNG.  For  more  information,  visit  us  at  internetsolutions.ca.com. 


Corporate  |  Services  |  Repairs  |  Privacy  1  Satisfaction  Guarantee 

®  Copyright  1990  RadioShack  Canada  Ud.  All  rights  reserved 
Local  Notice:  This  material  may  not  b«  published,  broadcast  rewritten  or  redistributed  in  any  form  without  RadioShack 
Canada's  permission.  The  Images  shown  do  not  necessarily  reflect  the  actual  Image  of  the  product 
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Software  superior  by  design. 


Unicenter  TNG’ 


©2000  Computer  Associates  International,  Inc.,  Islandia,  NY  11749.  All  trademarks,  trade  names,  service  marks,  and  logos  referenced  herein  belong  to  their  respective  companies. 


it’s  the  bad  mamma-jamma 
of  wireless  computing 


SPANworks®  software  with  the  Toshiba 
Bluetooth  PC  Card  allows  network  and 
file  sharing,  presentation  sharing,  chat 
and  business  card  data  exchange. 


Bluetooth  PC  Card  delivers  up  to  20 
times  the  speed  of  a  traditional  V.90 
modem  with  a  range  three  times  farther 
than  other  PC  Cards:  up  to  100  feet. 


Bluetooth  is  standards- 
based,  so  it  works  virtually 
worldwide  and  with  all 
Bluetooth  devices. 


Bluetooth  has  128-bit 
encryption,  which 
ensures  that  every 
connection  is  secure. 


The  Tecra  8100  is  configurable 
from  5.6  lbs.  light  and 
1.5"  thin.  It’s  lean  and  ready 
for  deployment. 


pentium®/// 


Toshiba  recommends  Microsoft ®  Windows ®  2000  Professional  for  business. 


'The  Toshiba  Bluetooth  PC  Card  is  compatible  on  Microsoft  Windows  98  Second  Edition  and  Microsoft  Windows  Me.  2When  products  become  available.  3Data  transfer  rates:  8,112Kbps  max.  (8X  DVD-ROM);  4,104Kbps  max.  (24X  CD-ROM). 
Bluetooth  is  a  trademark  owned  by  its  proprietor  and  used  by  Toshiba  under  license.  SPANworks  is  a  registered  trademark  of  SPANworks,  Inc.  Intel,  the  Intel  Inside  logo  and  Pentium  are  registered  trademarks  and  Intel  SpeedStep 


Introducing  the  totally  new  Tecra  8100.  The  first  ever  Bluetooth  PC  solution. 


The  Toshiba  Tecra ®  8100  with  the 
Bluetooth™  PC  Card1  is  so  fine,  it’s  poetry 
in  motion.  The  Bluetooth  PC  Card  lets 
you  connect  effortlessly  with  other  Bluetooth  PCs,  hand-held 
devices,  LAN  and  Internet  connections — all  without  wires  or 


cables2  Bluetooth  is  the  latest  mobile  computing  innovation 
pioneered  by  Toshiba  through  a  joint  venture  with  industry 
leaders.  Now  you  can  truly  work  without  being  tethered  to 
old  technology.  So  free  yourself  from  the  cables  and  wires 
that  bind.  You  don't  need  them  anymore. 


A  scalable,  single  image  platform 
with  over  60,000  possible  config¬ 
urations,  saving  IT  professionals 
precious  setup  time  and  money. 


Superfast  Mobile  Intel ®  Pentium ®  III 
processors  up  to  850MHz  featuring 
Intel  SpeedStep m  technology,  which 
conserves  your  battery  life. 


Up  to  20  billion  byte 
hard  drive  capable  of 
storing  huge  files. 


14.1"  diagonal  TFT 
active-matrix  color 
display  for  stunning 


views. 


SelectBay®  lets  you  choose  between  a 
diskette  drive,  8X  max.  DVD-ROM?  24X 
max.  CD-ROM 4  secondary  battery  secondary 
HDD  up  to  20  billion  bytes  and  more. 


choose  freedom ,m 

_  TOSHIBA _ 

To  buy  direct,  visit  bluetooth.toshiba.com  or  call  1-800-TOSHIBA 


43.600Kbps  max.  data  transfer  rate.  ©2000  Toshiba  America  Information  Systems,  Inc.  Tecra  and  SelectBay  are  registered  trademarks,  and  choose  freedom  is  a  trademark  of  Toshiba  America  Information  Systems.  Inc.  and/or  Toshiba  Corporation, 
is  a  trademark  of  Intel  Corporation.  All  specifications  and  availability  are  subject  to  change.  All  other  product,  service  and  company  names  are  trademarks,  registered  trademarks  or  servicemarks  of  their  respective  owners.  All  rights  reserved 
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analytical  applications  —  with  the  ability  to 
scale  infinitely. 

Nobody  connects  e-commerce  and  business 
intelligence  the  way  we  do. 

Who  are  we? 
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today  s  financial  companies  want  to 

add  customer  services  and  products  —  while 

keeping  track  of  the  result. 

We  have  uniquely  powerful  solutions. 

Ones  that  give  customers  a  suite  of  personal 

services  —  and  organizations  a  suite  of 


You  can  do  ANYTHING 


It's  an  unusual  sight  all  right:  eBusiness  projects 
not  only  being  approved,  but  embraced.  But  that's 
how  life  is  when  you've  got  a  Black  Rocket.™  The 
world's  first  Network  Services  Platform  for  eBusiness. 

What  is  Black  Rocket? 


GENUITY  is  the  leading 
Network  Services  Provider  for 
businesses  changing  the  world. 


eCommerce  Web  sites. 

Black  Rocket  consists  of 
integrated  Internet  access, 
hosting,  security,  transport 
and  platform  software  like 


Black  Rocket  is  a  fully  managed,  secure  and  comprehen-  operating  systems,  database  and  Web  development  tools  —  all 
sive  platform  for  building  eBusiness  solutions  like  high-end  for  a  single  monthly  fee  with  a  single  point  of  accountability. 


©  Genuity  Inc.  2000.  Genuity  is  a  registered  trademark  and  Black  Rocket  is  a  trademark  of  Genuity  Inc.  All  other  trademarks  are  the  property  of  their  respective  owners. 


with  a  BLACK  ROCKET. 


We  deliver  Black  Rocket  in  1 0  business  days  or  less  so  you  can 
launch  your  eBusiness  project  faster  than  ever.  And,  Genuity  backs 
Black  Rocket  with  the  industry's  first  platform  service  level  agreement. 

eBusiness  leaders  like  IBM,  Cisco  and  Cap  Gemini 
Ernst  &  Young  are  already  joining  together  with  Genuity  to 
offer  eCommerce,  eMarkets  and  other  eBusiness  solutions 
built  on  Black  Rocket. 


See  for  yourself.  You  can  do  anything  with  a  Black 
Rocket.  For  more  information,  check  out  our  white  paper 
at  www.genuity.com  or  call  1 -800-GEN UITY. 

GENUiTY 


102 


Inside 


Columns 

Cyber  Checkout  66 

ASK  THE  EXPERT  Learn  the  current 
Internet  billing  standards  and  read  how 
to  identify  the  online  billing  option  that 
will  be  successful  for  your  company. 

Hazardous  Waste  72 

FINE  PRINT  A  smart  plan  to  dispose  old 
computer  hardware  can  save  your 
company  from  environmental  liability. 
By  Steven  Rowe 

Get  Back  in  the  Game  78 

CAREER  COUNSEL  If  you’ve  stepped  out 
of  the  mainstream  IT  world,  how  could 
you  return  as  a  CTO  or  CIO? 

The  Gildered  Age  86 

BOOK  REPORT  All  economic  theories 
are  based  on  the  presumption  of  limited 
resources.  What  happens  when  that 
presumption  is  no  longer  valid? 

Welcome  to  the  world  of  infinite 
bandwidth. 

By  Michael  Schrage 

Gearing  Up  342 

TIME  PIECE  Gears 
By  Sara  Shay 


Sections 

Trendlines  44 

WASHINGTON  WATCH 

Taxing  Questions 

By  Elana  Varon  48 

OFF  THE  SHELF 

Secrets  and  Lies ;  Learning 
journeys ;  CIO  Best-Seller  List; 

What  They’re  Reading 

Edited  by  Carol  Zarrow  58 

Hot  Seat  94 

Celestica’s  SWAT-team  approach 
to  integrating  acquisitions  takes  no 
prisoners.  By  Erik  Sherman 

HINDSIGHT  Interview  with 

Timothy  Case  100 

HANDS  ON  Well-designed  training 

regimens  By  David  Matthew  104 

Emerging  Technology  288 

Live  networks  give  students 


hands-on  experience. 

By  Heather  Baukney 

PREDICTIONS 

E-Commerce  294 

REVISIT 

Programming  296 

UNDER  DEVELOPMENT 

Storage  300 

COMPANIES  TO  WATCH 

Enterasys  Networks  302 

Life  Science  304 

Managing  your  credit 
By  Perry  Glasser 

HEALTH 

Jet  lag  308 

DESIGN 

Employees’  environment  310 

VACATION  TRAVEL 

Orlando,  Fla.  312 


Opinion 


314 


Crazy  People 

CIO  CONFIDENTIAL  Everyone  has 
a  bad-boss  story:  Could  you  be 
the  central  character  of  one? 

By  Anonymous  314 


The  Price  Was  Wrong 

RE:  Dotcom  Darwinism;  Making  a 
Good  Match  320 


Soft  Skills,  Hard  Times 

SOUND  OFF  Today’s  IS  worker 
needs  a  good  keyboard-side  manner 
when  their  coworkers’  lives  go  awry. 
By  Martha  Heller  326 

Get  a  Clue 

FROM  THE  PUBLISHER 

By  Gary  Beach  330 


Departments 

From  the  Editor  22 

By  Derek  Slater 

InBox  26 

Reader  feedback 

Board  of  Influence  334 

ADVISERS  When  we  don’t  know, 
this  is  who  we  ask. 

Index  338 


14  CIO  NOVEMBER  15,  2000  •  www.cio.com 


©  2000  iVita  Corporation 


www.ivita.com 

1-800-820-0028 

solutions@ivita.com 


Mux 


generated  $271,000  in  new 
value  for  the  company. 


—  located  $60,000  of  misplaced 
telecommunications  equipment. 


—  redeployed  150  servers  and 
16  copiers  from  branch  offices 
to  headquarters  and  stopped 
unneeded  purchases. 


—  merged  our  newly  acquired 
subsidiary’s  assets  into  an 
existing  cost  center. 


—  sold  $100,000  of  duplicate 
equipment  from  the  merger 
on  a  global  marketplace. 


And  I  did  it  all  before  lunch. 


e-procurement 


the  iVita  solution 


e-disposal 


iVita  bridges  the  gap  between  asset  procurement  and  disposal 
with  a  unique  Asset  Value  Creation  solution.  Now  you  can  leverage  the 
power  and  speed  of  the  Internet  to  manage,  redeploy,  sell,  trade, 
and  donate  your  assets  for  optimal  value. 


Today  I 
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No  walls.  No  warehouses.  No  offices. 

No  aisles.  No  elevators.  No  lobbies. 

How  will  you  find  your  way  in  the  e-marketplace? 


PricewaterhouseCoopers  and  i2  combined  have 
created  more  than  125  e-marketplaces  and  added 
billions  of  dollars  of  value  to  our  clients'  businesses. 
Imagine  what  we  can  do  for  your  company. 
www.pwcglobal.com/i2 


Opinion  Online 

David  Simbari  on  E-Tail  Fulfillment 

ASK  THE  EXPERT  David  Simbari,  CEO  of  Optum, 
will  be  available  until  Nov.  30  to  answer  your 
questions  about  e-commerce  and  fulfillment. 
www. cio.com/ Cl  O/ 'expert 
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Wireless  devices  are  changing 


Simbari 


Is  There  Really  an  IT  Worker  Shortage? 

SOUND  OFF  On  Oct.  3,  in  an  effort  to  solve  the 
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crisis”  is  a  sham.  Read  Senior  Web  Editor  Martha 
Heller’s  column  and  join  the  debate. 
comment.cio.com 


And  Don’t  Miss... 


the  way  your  customers, 
employees  and  business 
partners  communicate. 

Are  you  ready  for  wireless? 
This  new  research  center 
provides  the  articles,  reports 
and  resources  you  need  to 
prepare  your  enterprise  for 
the  next  communication 
revolution. 


Movers  &  Shakers 

CIO. corn’s  Movers  &  Shakers  section  lists  more 
than  two  years  of  industry  job  swaps. 
www.  cio.  com/CI  O /mover s.html 


www.cio.com/forums/ 

communications 


Analyst  Corner 

One-stop  shopping  for  the  latest  findings  from  the  IT 
research  community,  www.cio.com/analyst 


The  Reading  Room 

Our  book  reviews,  excerpts  and  author  Q&A’s  will 
keep  you  on  top  of  the  latest  thinking  in  business  and 
information  technology,  www.cio.com/books 


u  For  four  years,  I  laughed 
as  my  friends  toiled  in  college 
while  I  lived  the  ‘good  life.’ 

I  stopped  laughing  when  they 
graduated  and  immediately 
beat  my  salary. 55 

-A  reader  responding  to  a 
Sound  Off  question: 
Do  IT  Professionals 
Need  College  Degrees? 
comment.cio.com 
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"I  don't  know" 

is  probably  not  the  answer  you  were  looking  for. 


Get  the  answers  you've  always  been  looking  for.  Visit 
www.visualnetworks.com/cio  for  free  demos  of  our  solutions. 
Because  the  more  you  know,  the  less  you  don't  know. 


Visual  UpTime® 
Visual  Trinity™ 
Visual  IP  InSight™ 
Visual  eWatcher™ 
Visual  Benchmark™ 


Considering  all  the  things  that  can  go  wrong  with  your  networks 
today,  including  their  impact  on  users  and  business  services 
and  how  much  time  you  have  to  spot  problems  and  fix  them, 
not  knowing  what's  up  is  a  Bad  Thing. 

That's  why  we  offer  network  and  service  management  solutions 
that  let  you  see  far,  wide,  and  deep  into  your  networks,  instantly, 
spotting  root  causes  in  real  time-fixing  them  almost  before  they 
occur.  That  way,  you’ll  never  have  to  worry  about  not  knowing 
what  you  need  to  know.  You'll  just  know,  you  know? 


NETWORKS* 


www.visualnetworks.com/cio 

1-800-240-4010 

UK:  +44  (0)  118  988  0242 
ASIA/Pacific:  65-430  6786 

©2000  Visual  Networks  Technologies,  Inc.  All  rights  reserved.  Visual  Networks  and  Visual  UpTime  are  registered  trade¬ 
marks  of,  and  Visual  Trinity,  Visual  eWatcher  and  Visual  Benchmark  are  trademarks  of  Visual  Networks  Technologies,  Inc. 
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Finally,  a  server  that  not  only  fits  your  company's  needs,  but  also  fits  in  your 
company.  The  Dell™  PowerEdge™  2450,  with  its  ultrathin  2U  form  factor,  allows  up 
to  21  servers  and  42  processors  in  a  42U  Dell  rack.  But  don't  let  its  size  fool  you.  Like 
Dell's  complete  line  of  servers,  it  packs  a  lot  of  power.  With  dual  Intel®  Pentium®  III 
processor  capability  at  up  to  1GHz  and  133MHz  Front  Side  Bus,  the  PowerEdge  2450 
will  give  your  company  all  the  computing  power  (and  elbowroom)  it  needs. 


DELL™  SERVERS: 


DELL™  POWEREDGE™  1400  II  DELL™  POWEREDGE™  2450 


NEW — Small  Business  Value  Solution 

■  Intel®  Pentium®  III  Processor  at  800MHz 
(up  to  1GHz) 

■  Dual  Processor/RAID  Capable 

■  128MB  133MHz  ECC  SDRAM  (up  to  2GB) 

■  9GB5  7200  RPM  Ultra3  (Ultra  160)  SCSI  HD 
(up  to  36GB5 10KRPM) 

■  Up  to  144GB  Internal  Storage  Capacity 

■  Integrated  NIC/SCSI  Controllers;  48X  Max  CD-ROM 

■  Dell™  OpenManage™  Server  Management  Solutions 

■  3-Yr  NBD  On-site  Service3;  7x24  Phone  Support 

I  COO  E-VALUE  CODE 

I  J  x  X  \y  11195-291115 

BUSINESS  LEASE:  $44/MO.,48  MOS." 

■  2nd  9GB5  7200  RPM  Ultra3  SCSI  HD,  add  $219 

■  Small  Business  Upgrade  Bundle,  add  $1879 


DELL™  POWEREDGE™  2450 


Ultra-Slim  (2U)  Rack-Optimized  Server 

■  Intel®  Pentium®  III  Processor  at  733MHz 
(up  to  1GHz) 

■  Dual  Processor/RAID  Capable 

■  128MB  133MHz  ECC  SDRAM  (up  to  2GB) 

■  9GB5 10K  RPM  Ultra3  SCSI  HD  (up  to  36GB5) 

■  Up  to  180GB  Hot-swappable  Internal 
Storage  Capacity 

■  Integrated  NIC/SCSI  Controllers;  24X  Max  CD-ROM 

■  Dell™  OpenManage™  Server  Management  Solutions 

■  3-Yr  NBD  On-site  Service3;  7x24  Phone  Support 

O  AQO  E-VALUE  CODE 

AtfO  #  11195-291124 

BUSINESS  LEASE:  $69/MO.,48  MOS.” 

■  2nd  9GB5 10K  RPM  Ultra3  SCSI  HD,  add  $349 

■  MS®  Windows®  2000  Server,  add  $799 


DELL™  POWEREDGE™  4400 


Ultra-Slim  (2U)  Rack-Optimized  Server 

■  Intel®  Pentium®  III  Processor  at  733MHz 
(up  to  1GHz) 

■  Dual  Processor/RAID  Capable 

■  128MB  133MHz  ECC  SDRAM  (up  to  2GB) 

■  9GB5 10K  RPM  Ultra3  SCSI  HD  (up  to  36GB5) 

■  Up  to  180GB  Hot-swappable  Internal 
Storage  Capacity 

■  Embedded  Single-channel  RAID  with  64MB  Cache 

■  Redundant  Hot-swappable  Power  Supplies 

■  Integrated  NIC/SCSI  Controllers;  24X  Max  CD-ROM 

■  3-Yr  NBD  On-site  Service3;  7x24  Phone  Support 

OOOO  E-VALUE  CODE 

^  x  X  X  11195-291129 

BUSINESS  LEASE:  $83/MO.,48  MOS.” 

■  NEW  Red  Hat®  Linux™  7.0,  NOW  $0 


Dependable  Departmental  Server 

■  Intel®  Pentium®  III  Xeon™  Processor  at  866MHz 
(up  to  1GHz) 

■  Dual  Processor/RAID  Capable 

■  128MB  133MHz  ECC  SDRAM  (up  to  4GB) 

■  9GB5  7200  RPM  Ultra3  SCSI  HD 
(up  to  73GB5 10K  RPM) 

■  Up  to  510GB  Hot-swappable  Internal 
Storage  Capacity 

■  Integrated  NIC/SCSI  Controllers;  40X  Max  CD-ROM 

■  Dell™  OpenManage™  Server  Management  Solutions 

■  1-Yr  DirectLine®  Network  Operating  System  Support 

■  3-Yr  NBD  On-site  Service3;  7x24  Phone  Support 


$4189 


E-VALUE  CODE 
11195-291141 


BUSINESS  LEASE:  $116/MO.,48  MOS.” 

■  2nd  9GB5  7200  RPM  Ultra3  SCSI  HD,  add  $279 


M4.LOCOM 


USE  THE  E-VALUE  CODE  TO  GET  EXACTLY  WHAT  YOU  WANT 


800.873.1460  www.dell.com 


VALUE 


USE  THE  POWER  OF 
THE  E-VALUE  CODE. 

Match  our  latest  technol¬ 
ogy  with  our  latest  prices. 
Enter  the  E-VALUE  code 
online  or  give  it  to  your 
sales  rep  over  the  phone. 
www.dell.com/evalue 


Call:  M-F  7a-9p  I  Sat  10a-6p  I  Sun  1Zp-5p  CT  I  Canada:  800-839-0148 1  Mexico:  001-877-269-3379 1  GSA  Contract  #GS-35F-4076D 

Prices,  specifications,  and  availability  may  change  without  notice.  Taxes  and  shipping  charges  extra,  and  vary.  Cannot  be  combined  with  other 
offers  or  discounts.  U.S.  only.  Service  may  be  provided  by  third  party.  Technician  will  be  dispatched,  if  necessary,  following  phone-based  troubleshooting. 
Availability  varies.  ‘For  hard  drives,  GB  means  1  billion  bytes;  accessible  capacity  varies  with  operating  environment.  "Business  leasing  arranged 
by  Dell  Financial  Services  L.P.,  an  independent  entity,  to  qualified  customers.  Lease  payments  based  on  a  48-month  FMV  purchase  option  lease  and 
do  not  include  taxes,  fees  and  shipping  charges.  Subject  to  credit  approval  and  availability.  Lease  terms  and  pricing  subject  to  change  without  notice. 
Dell,  the  DellHost.com  logo,  the  Dell  E  Com  logo,  and  stylized  E  logo,  E-Value,  DellHost,  PowerEdge  and  PowerApp.web  are  trademarks  of  Dell 
Computer  Corporation.  Intel,  the  Intel  Inside  logo,  and  Pentium  are  registered  trademarks  and  Intel  SpeedStep,  Pentium  III  Xeon,  and  Celeron 
are  trademarks  of  Intel  Corporation.  MS,  Microsoft,  BackOffice,  Windows  NT,  and  Windows  are  registered  trademarks  of  Microsoft  Corporation. 
©2000  Dell  Computer  Corporation.  All  rights  reserved. 


From  the  Editor 

dslater@cio.com 


Milking  the 
Mainframe 


Here’s  an  IT  history  lesson  we  seem  doomed  to  repeat:  Vendors 
killing  their  own  business  to  protect  their  margins. 

The  history:  Once  there  were  Apples,  made  by  Apple,  and 
there  were  Windows  PCs,  made  by  anybody  who  wanted  to 
license  the  operating  system  from  Microsoft.  Apples  carried  a 
premium  price.  Apple  didn’t  let  anybody  else  make  systems  to 
run  its  OS.  After  all,  why  should  the  mighty  Macintosh  maker 
let  a  bunch  of  cheap  clones  come  in  and  start  a  price  war? 

You’ll  also  recall  what  happened  as  a  result.  As  soon  as 
Windows  became  a  remotely  viable  technology  option,  sales  of 
ever-cheaper  PCs  took  off.  Microsoft  got  rich;  Apple  got  niche. 

The  lesson:  Margins  are  not  the  name  of  the  song  in  IT.  If  the 
farmer  wants  100  gallons  of  milk  per  day,  he’d  better  not  try 
to  get  it  all  from  one  cow.  It  irritates  the  cow. 

The  repeat:  The  victim  this  time  is  not  Apple  but  the  main¬ 
frame,  which  has  fallen  further  and  further  from  favor.  Users’ 
biggest  beef?  Exorbitant  software  licensing  costs.  The  worst 
of  it  has  been  that  when  you  buy  a  bigger  mainframe  engine, 
you  pay  more  for  the  same  software,  regardless  of  the  number 
of  applications  or  users  or  copies  or  any  other  rational  mea¬ 
sure  of  software  usage.  Imagine  applying  this  licensing  policy  in 
the  PC  world:  Microsoft  Office  would  cost  $50  if  you  run  it 
on  a  Pentium  II,  but  $150  dollars  if  you  buy  a  Pentium  III. 

There  may  be  all  sorts  of  justifications  for  the  high  cost  of 
mainframe  software.  However,  vendors  should  stop  justifying 
and  look  at  the  bottom  line.  Mainframes  aren’t  extinct  (see  “IT- 
Rex?”  Page  224),  but  they’re  endangered  (at  press  time, 
Amdahl  announced  it’s  dropping  out  of  the  business).  And 
mainframe  purveyors  should  be  kicking  themselves  over  that, 
because  it  didn’t  have  to  happen. 

The  biggest  communal  leap  off  the  mainframe  was  the 


client/server  revolution,  and  early  client/server  was  an  architec¬ 
ture  with  all  sorts  of  manageability,  scalability  and  reliability 
problems.  You  have  to  figure  that  if  the  price  of  mainframes 
had  been  bearable,  the  corporate  world’s  exploration  of 
client/server  would  have  been  much,  much  slower.  And  ulti¬ 
mately  a  lot  more  companies  would  still  be  running  MVS  today. 

In  September,  when  IBM  announced  its  latest  generation  of 
mainframes,  the  wall  finally  came  down  a  bit.  IBM  joined  hands 
with  BMC  Software,  Computer  Associates,  Compuware  and 
hosts  of  other  mainframe  software  vendors  to  declare  “more 
flexible  licensing  policies,”  meaning  that  users  will  get  charged 
for  what  they  use  instead  of  how  big  their  mainframes  are. 

Good,  but  a  bit  late.  And  because  it’s  late,  the  announce¬ 
ment  is  probably  not  radical  enough.  Nobody  is  going  to  con¬ 
fuse  flexible  with  cheap. 

The  so-called  new  economy  is  nothing  if  not  transaction- 
heavy,  and  in  many  respects  mainframes  are  still  the  most  attrac¬ 
tive  platform  for  that  sort  of  processing  work.  If  the  software 
were  to  become  dramatically  cheaper,  I  think  we  would  see  a 
bona  fide  mainframe  revival.  If  not,  well,  I  think  the  remaining 
cash  cows  are  mighty  tired  of  being  milked. 

Audc. 

Derek  Slater 
Executive  Editor 
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World  Wide  Web  or 


How  can  you  extend  your  brand  to  the  ends  of  the  earth?  To  prevail  in  the  Internet  economy,  you  need  an  intelligent  network  that  gives 
you  the  agility  to  flawlessly  facilitate  customer  transactions  at  warp  speed.  An  intelligent  network  that  has  the  QoS  and  security  to  deliver 
Virtual  Private  Network  solutions.  An  intelligent  network  with  bet-your-business  reliability.  How  can  your  network  become  so  intelligent? 
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With  Cisco.  Whether  you're  building  your  enterprise  network  or  extending  it  with  Cisco  Powered 
Network  services,  we  have  the  technologies  and  resources  you  need  to  transform  your  e-commerce 
capabilities.  Discover  all  that's  possible  on  the  Internet  at  www.cisco.com/go/lnternetBusiness. 
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Empowering  the 
Internet  Generation'” 
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Reader  Feedback 


DO  WOMEN  REALLY  HATE  I.T.?  READERS  WEIGH  IN. 

In  “Why  Women  Hate  IT,”  the  cover  story  to  the  Sept.  1  issue  of  CIO,  Senior  Editor  Cheryl 
Bentsen  argued  that  women,  isolated  and  overlooked  in  their  IT  jobs,  are  reconsidering 
their  careers.  I  followed  up  with  a  Sound  Off  column  that  asked  CIO.com  readers,  “Why  do 
women  hate  IT?" 

Bentsen  and  I  received  over  200  responses— from  women  and  from  men— that  ran  the  gamut 
from  outright  denial  that  IT  suffers  from  gender  bias  to  personal  accounts  of  harassment  and 
discrimination.  What  follows  is  a  small  sampling  of  those  letters.  For  this  special  edition  of  InBox, 
we  suspended  our  usual  rule  against  printing  anonymous  letters.  We  thank  all  who  wrote  for  shar¬ 
ing  their  perspectives  on  a  subject  that  clearly  resonated  with  a  wide  range  of  readers. 

Martha  Heller  •  Senior  Web  Editor 


the  years  to  come.  So  I  remain  opti¬ 
mistic.  We  need  to  get  beyond  the  hype 
of  the  current  wave  of  new  technologies 
and  away  from  the  thrill  of  computer 
games.  Once  we  get  serious  again  (and 
we  will)  about  how  technology  can 
and  will  improve  our  lives,  I  think 
women  will  excel,  and  the  numbers  will 
increase. 

Diane  Barbour 

CIO 

Rochester  Institute  of  Technology 
Rochester,  N.Y. 


I  started  my  IT  career  in  1968,  and  I 

am  still  at  it  32  years  later.  I  guess  I 
have  been  enjoying  myself  so  much 
that  I  never  really  stopped  to  think 
about  this  issue  in  any  serious  man¬ 
ner.  True,  the  early  years 
were  lonely — particularly 
once  I  left  the  programming 
pool  and  hit  the  manager 
level.  The  challenges  have 
always  kept  me  too  preoccu¬ 
pied  to  worry  much  about  the 
gender  of  my  teammates. 

Your  article  did  prompt  me  to 
take  a  look  at  my  own  organiza¬ 
tion.  I  have  an  IS  staff  of  87  (not 
counting  administrative  support 
and  other  non-IT  personnel). 
Twenty-eight  of  them  are  women 
(32  percent),  which  is  about  in  line 
with  the  female  IT  workforce  num¬ 
bers  from  the  White  House  study. 
Curiously,  most  of  the  women  are 
in  the  customer  support  and  systems 
development  areas  rather  than  the 
hard-core  technical  areas.  As  the  face 
of  IT  changes  to  become  more  “peo¬ 
ple  friendly,”  thanks  to  client/server 
technologies,  I  think  the  role  of  women 
in  IT  will  become  more  and  more 


important.  Women,  in  general,  seem  to 
have  better  people  skills  when  it  comes 
to  IT,  at  least  in  my  experience.  Add  to 
this  the  increasing  focus  on  matching 
technology 


to  the  needs  of  the 
business,  the  means  to  the  end  but  not 
the  end  itself.  I  think  women  will  be 
seen  as  a  better  match  for  that  role  in 


dhbcio@rit.edu 

Let  me  see  if  I’ve  got  this  straight. 

Men  are  problematic,  restless,  awk¬ 
ward  and  prankish,  with  a  proclivity 
to  tinker.  Rather  than  dance,  we  pre¬ 
fer  to  huddle  in  small,  quiet  packs, 
sucking  bottles  of  beer  (like  that’s  a 
bad  thing).  Women,  on  the  other 
hand,  are  all  about  relationships 
and  practicality,  sorely  needed  to 
bring  their  male  counterparts  back 
to  reality.  Women,  according  to 
“Why  Women  Hate  IT,”  hate  IT 
because  they  believe  the  work  is 
tedious,  sedentary  and  antisocial. 

Wait!  Isn’t  that  why  men  hate 
information  technology? 

Furthermore,  because  girls  are 
more  morally  and  socially 
evolved  than  boys,  they  prefer 
careers  that  “make  a  differ¬ 
ence,”  instead  of  just  “wanting 
to  make  money.” 

Well,  I’m  certainly  glad  we 
cleared  that  up. 

I  haven’t  read  an  article  this  confus¬ 
ing,  disappointing  or  unintentionally 
funny  in  a  long  time.  I  thought  we  had 
finally  said  everything  that  could  be 
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THAT  ACTS  LIKE  A 


MAINFRAME 


Our  goal:  create  the  ideal  server  for 
big  e-business.  A  server  so  tough  it 
would  stand  up  to  the  heaviest  loads, 
So  rock-solid  reliable  you  could  be  open 
for  e-business  round-the-clock.  In  short, 
•a'  server  with  the  best  qualities  of  a 
rtnainframe.  Result?  The  Unisys  e-@ction 

Enterprise  Server  ES7000. 

\  ' 

But  while  it's  a  lot  like  heavy  metal,  our 
JES7000  is  light-years  ahead  of  anything 
else  out  there,  It  allows  workloads  to 


be  partitioned  over 
32  Intel®  Pentium®lll 
Xeon™  processors. 

And  it  can  run  both 
Microsoft®  Windows® 

2000  and  UNIX  at 
the  same  time. 

The  Unisys  e-@ction 
Enterprise  Server  ES7000.  The  kind 
of  mainframe-class  e-business  server 
you'd  expect  from  the  people  who 
invented  the  mainframe  in  the  first  place 
www.unisys.com/ent 


pentium®/// 
xeon JV 


UNISYS 


©2000  Unisys  Corporation,  Unisys  is  a  registered  trademark 
and  e-@ction  is  a  trademark  of  Unisys  Corporation.  Intel,  the 
Intel  Inside  logo  and  Pentium  are  registered  trademarks 
and  Pentium  III  Xeon  is  a  trademark  of  the  Intel 
Corporation.  Microsoft  and  Windows  2000  are 
registered  trademarks  of  Microsoft  Corporation 
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said  about  “loutish  males  versus  virtu¬ 
ous  females  as  victims”  and  were  on  to 
more  constructive  discussions  about 
solving  our  collective  problems.  Appar¬ 
ently  not. 

I  was  particularly  struck  by  the  “10 
Tips  for  Recruiting  Women”  list  and 
the  very  interesting  ideas  for  beefing 
up  female  recruiting  efforts.  My 
favorite  suggestion  comes  from 
Giga  analyst  Kazim  Isfahani, 
who  advises  IT  recruiters  to 
think  beyond  Internet  job  boards 
and  job  fairs  and  scour  night¬ 
clubs  and  cafes  for  talent.  I  can 
only  assume  that  Isfahani  has  a 
very  understanding  wife. 

As  for  the  tips,  I  wonder  if 
Ms.  Bentsen  noticed  that  the  list 
is  completely  interchangeable  with 
any  other  subgroup  of  human 
beings  that  you  can  think  of.  Replace 
the  word  “women”  with  “Albanian 
dwarfs”  (a  woefully  underrepresented 
group  in  most  IS  departments),  and  the 
list  works  just  as  well. 

OK,  so  women  make  up  about  30 
percent  of  workers  in  IT.  Not  bad  when 
compared  with  most  other  engineering 
and  technical  professions.  And  in  spite 
of  what  Ms.  Borg  sees  as  an  alarming 
fall  in  percentage  (11  percent  in  14 
years),  she  neglects  to  mention  (or  has 
fallen  victim  to  a  sublime  selectiveness 
of  memory)  the  explosive  increase  in 


make,  on  average,  60  percent  more  in 
IT  jobs  than  in  other  professions.  This, 
combined  with  the  fact  that  there  are 
currently  more  women  attending  col¬ 
lege  than  men,  means  that  the  percent¬ 
ages  will  soon  even  out. 

Women,  at  least  the  ones  I  know, 
want  the  same  things  as  men, 


namely  challenging  work,  a  fair  salary 
and  an  appreciation  for  what  they  do. 
CIOs  are  not  responsible  for  social 
engineering.  They  are  responsible  for 
delivering  the  goods. 

For  heaven’s  sake,  move  on. 

Jerry  Gregoire 
Former  CIO  (Dell  and  Pepsi) 
Austin,  Texas 

I  am  an  IT  professional  and  have 

been  for  20  years.  I  have  worked  my 
way  up  in  the  organization  starting  as 
a  developer,  and  I’m  now  a  senior  pro¬ 
ject  manager.  I  love  the  IT  field.  I  find 


about  what  IT  really  means.  In  Win¬ 
nipeg,  Canada,  we  have  an  organiza¬ 
tion,  WIT  (Woman  in  Technology), 
that  does  this.  This  group,  started  by 
IBM,  has  opened  its  doors  to  the 
WWW  (Wired  Woman  Winnipeg) 
organization.  We  have  gone  to  several 
schools  in  the  past  year  to  talk  to 
girls  about  what  we  do  and  what 
it  is  like  to  be  an  IT  professional. 
I  believe  we  need  to  do  as  much 
as  we  can  to  really  let  girls  know 
what  it’s  all  about.  I  believe  we 
will  make  a  difference. 

Heather  Charles 
Acting  Director  for 
Application  Services 
Manitoba  Public  Insurance 
Winnipeg,  Canada 
hcharles@mpi.  mb.ca 

Of  all  the  biased  pieces  I’ve  ever 

read,  this  one  takes  the  cake. 

Men  don’t  care,  period.  We  want  to 
work  with  educated,  intelligent,  coop¬ 
erative  and  contributing  professionals. 
Why  is  it  so  important  to  you  that  we 
have  more  women  in  IT?  The  women 
who  want  to  work  in  MIS,  IT  and  engi¬ 
neering  departments  are  working  there. 
The  women  interested  in  IS  curricula 
are  studying  it. 

Want  a  great  story?  Perhaps  you 
should  talk  to  some  of  us  men  and  find 
out  how  threatened  we  feel.  You  won’t 
find  one  man  in  50  point  his  finger  at 
women,  I’d  bet. 


“Of  all  the  biased  pieces  I've  ever  read,  this  on 
takes  the  cake.” 


David  Clark 

Consultant 
TCSG 
Lafayette,  La. 
davidclark  @mindspring.  com 


the  raw  number  of  female  workers  dur¬ 
ing  this  profession’s  unprecedented 
expansion  since  1986.  No  matter.  I  pre¬ 
dict  that  the  marketplace  will  eventu¬ 
ally  take  care  of  itself.  Ms.  Bentsen 
rightly  points  out  that  women  can 


it  very  challenging,  fast-paced  and  with 
never  a  dull  moment.  The  reason  I 
chose  this  career  was  because  I  did  not 
want  to  do  the  same  thing  every  day. 

I  believe  we  women  in  IT  need  to  get 
out  in  the  schools  and  talk  to  girls 


As  a  female  in  upper  management 

(director  of  information  systems 
answering  to  the  CEO),  I  have  a  cou¬ 
ple  of  comments  regarding  women  in 
this  field. 

Recently,  I  have  had  problems  with 
two  other  senior  management  staff 
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members,  both  female.  They  have  com¬ 
plained  about  my  communication  style 
and  how  I  come  across  in  my  messages. 
As  a  female,  they  expect  me  to  be  sup¬ 
portive,  somewhat  indirect  and  not  to 
focus  attention  on  their  abilities  or  their 
confusion  about  problems.  Since  my 
communication  is  very  clear,  direct  and 


laboration  skills  and  the  ability  to  get 
the  larger  job  done.  We  want  to  focus 
on  the  larger  successes  (not  the  one-step 
promotion  or  10  percent  raise). 

I’ve  had  a  varied  career,  working  for 
several  of  the  major  insurance  compa¬ 
nies  in  the  Hartford,  Conn.,  area:  pro¬ 
grammer,  systems  programmer/man¬ 


“Women  want  the  same  things  as  men,  namely 
challenging  work,  a  fair  salary  and  appreciation 
for  what  they  do.” 


to  the  point,  they  have  a  problem  with 
it.  I  firmly  believe  if  I  were  a  male,  they 
would  not  complain  about  my  commu¬ 
nication  but  would  accept  it.  I  would  be 
seen  as  decisive  and  a  good  manager 
instead  of  a  >:-itch. 

Teri  Baskett 

Director  of  Information  Systems 
LifeSpring  Mental  Health  Services 
Jeffersonville,  Ind. 
tbaskett@lifespr.com 


Why  do  guys  like  foosball  and  air 

hockey  and  women  don’t?  It’s  the  com¬ 
petition  for  the  sake  of  competition 
aspect  to  those  games  that  fail  to  interest 
women.  In  male-dominated  IT  shops, 
there  is  a  definite  feeling  of  internal  kick- 
ass  competition,  not  focused  on 
external  competitors,  but  inter¬ 
nal:  team  against  team,  pro¬ 
grammer  against  programmer. 

Most  women  do  not  like  or 
want  to  compete  with  their 
coworkers  over  what  to  them 
are  trivial  rewards.  We  are  not 
interested  in  waging  war  for  per¬ 
sonal  gain  as  much  as  men  are. 

What  we  want  to  do  is  succeed 
as  part  of  a  team,  by  leveraging 
what  we  bring  to  the  table  in  col¬ 


ager  of  systems  programming,  perfor¬ 
mance  analyst/manager,  LAN/server 
performance  engineer,  hardware  plan¬ 
ner  (for  a  Fortune  100  corporation’s 
data  center)  and,  recently,  systems  inte¬ 
grator/architect.  I’ve  been  told  by  my 
superiors  that  I’m  bright,  talented  and 
good  at  what  I  do  and  have  been 
encouraged  to  take  jobs  in  increasingly 
challenging  roles.  But  I’ve  learned  to 
avoid  those  senior  IT  leadership  posi¬ 
tions  for  what  is  to  me  a  very  good  rea¬ 
son:  the  pressure  of  internal  competi¬ 
tion  and  one-upmanship  that  the  male- 
oriented  culture  imposes.  It’s  not  that  I 
can’t  do  it;  I  just  don’t  want  to.  Life  is 
short,  and  I  don’t  need  the  stress  of 
worrying  about  backstabbing,  personal 
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sabotage,  who’s  schmoozing  whom, 
being  accused  of  sleeping  with  the  big 
boss  and  other  accepted  rites  of  male 
work  culture. 

Anonymous 

The  most  discouraging  thing  I  have 

seen  regarding  women  in  IT  over  my 
career  is  how  few  women  have  been 
willing  to  take  on  the  responsibility 
of  management.  The  majority  of  the 
women  I  have  seen  (at  places  like  EDS 
Corp.,  Scientific-Atlanta  and  Springs 
Industries)  do  not  want  the  grief  of  giv¬ 
ing  direction  and  having  responsibility. 
I  have  openly  tried  to  push  women  into 
management  only  to  see  them  turn  it 
down.  So  even  when  a  female  comes  to 
work  in  IT  and  has  proven  skills,  expe¬ 
rience  and  a  drive  for  excellence,  she 
does  not  want  to  run  the  show.  This  is 
perhaps  the  greatest  tragedy. 

David  Lee  Russell 
Director,  Information  Systems 

EIS 
Atlanta 
drussell@eis-inc.  com 

I  read  your  article  with  interest  since  I 

am  a  woman  who  has  been  employed 
in  various  aspects  of  IT  for  24  years. 
I  have  held  several  positions,  includ¬ 
ing  programmer/analyst,  systems  pro¬ 
grammer,  manager,  director,  CTO 
and,  most  recently,  CIO. 

I  have  been  held  back  at  times 
because  I  am  a  woman,  but  I  also  believe 
that  being  a  woman  has  given 
me  some  advantages  and  oppor¬ 
tunities  in  a  male-dominated 
field.  Overall,  there  is  no  substi¬ 
tute  for  hard  work,  and  with  this 
attitude,  I’ve  generated  respect 
for  the  work  I’ve  done.  I  do  feel 
fortunate  and  lucky  to  be  doing 
what  I  am  doing.  However,  at 
this  stage  of  my  life,  I  question 
the  value  of  the  work  that  I 
engage  in  every  day — it’s  all 
about  creating  revenue,  not 
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saving  the  world.  For  years  and  years, 
my  identity  revolved  around  what  I 
did  and  who  I  was  at  work.  It  is  only 
recently,  and  I  hope  not  too  late,  that  I 
have  changed  my  perspective  and  cre¬ 
ated  a  better  life  for  myself  outside  of 
work.  I  won’t  leave  the  IT  field  anytime 
soon  because  it  is  a  great  way  to  make  a 
living  and  it  is  mentally  stimulating.  I 
have  a  great  staff  working  with  me, 
composed  mostly  of  men.  I  do  encour¬ 
age  them  to  find  balance  in  life.  To  my 
surprise,  I’ve  become  a  mentor  for 
younger  people  in  the  field,  and  I  find 
myself  in  a  position  to  help  them  suc¬ 
ceed.  This  provides  me  with  a  new 
source  of  satisfaction. 

Anonymous 

About  “Why  Women  Hate  IT”:  I  have 

been  in  IT  close  to  10  years.  It  is  my 
third  career  and  my  final  one.  I  have 
had  to  make  changes  in  my  approach 
as  a  manager,  as  a  person  and  in  my 
activities  in  order  to  fit  in,  and  I  still 
see  the  doors  closed  to  me  quite  often 
because  of  my  gender.  My  first  name 
is  Christine,  but  I  wasn’t  getting  inter¬ 
views  until  I  changed  it  to  Chris.  I  can 
play  the  political  games  but  am  still 
caught  by  surprise  when  I,  a  director, 


want  to  get  involved  because  of  the 
horrible  hours,  single-minded  focus, 
isolation  and  the  possibility  of  being 
responsible  for  something  they  may 
not  be  able  to  defend.  I  got  involved 
because  I  wanted  to  feel  smarter  than 
my  previous  jobs  allowed  me  to.  I  also 
wanted  to  be  a  leader.  I  love  the  “god¬ 
dess”  status  when  things  actually  work 
out  the  way  they  should,  and  (most  of 
all)  I  love  helping  people  in  a  way  that’s 
unique  and  challenging.  If  internal  dri¬ 
vers  like  these  don’t  motivate  people — 
especially  women — to  enter  this  type 
of  career,  what  can  I  say? 

I  am  glad,  after  all  these  years,  to  see 
more  women  at  conventions;  there  are 
many  more  today  than  there  were  10 
years  ago.  And  perhaps  someday  I  will 
be  introduced  to  other  upper-level  man¬ 
agers  as  the  company  director  of  IT  (as 
my  job  description  title  reads),  but  I 
won’t  hold  my  breath. 

Chris  Trappe 

Director  of  Information  Services 

Portland,  Ore. 

You  have  to  look  a  little  deeper  than  the 

usual  self-reported  pabulum  about 
vocational  differences  between  men 
and  women.  I  found  much  of  “Why 


“Life  is  short,  and  I  don’t  need  the  stress  of 
worrying  about  backstabbing,  personal  sabotage 
and  being  accused  of  sleeping  with  the  boss.” 


am  introduced  as  “the  computer  per¬ 
son  who  takes  care  of  us.” 

Nearly  every  month,  I  counsel  young 
women  who  want  to  get  into  comput¬ 
ing  but  are  afraid  to  take  the  educa¬ 
tional  leap.  Does  the  impact  of  years  of 
engineering  study  frighten  off  potential 
employees?  Yes.  Many  women  don’t 


Women  Hate  IT”  sexist  in  its  contem¬ 
plating  of  “what  men  do”  and  “why 
men  do  it.”  You  could  just  as  easily  say 
that  women  don’t  want  to  work  hard 
and  apply  themselves — in  short,  that 
girls  just  want  to  have  fun.  That  would 
be  equally  sexist  and  unenlightening. 

The  structures  for  what  men  and 


women  do  (as  well  as  the  meanings 
they  attach  to  their  gendered  enter¬ 
prises)  is  deeper  than  that,  in  part  tem¬ 
peramental  and  in  part  conditioned. 
From  my  temperamental  and  condi¬ 
tioned  male  perspective,  women  gener¬ 
ally  spend  too  much  time  bemoaning 
their  environment  (“Make  it  more 
women-friendly”)  and  failing  to  push 
themselves  (“It’s  always  easier  to  get 
others  to  change”),  and  they  seem  to 
lack  the  hardy  capacity  men  often  seem 
to  have  to  be  confronted  and  to  dig  into 
themselves  for  more. 

In  one  sense  it’s  OK  for  women  to 
say  that  what  they  do  (maintaining 
relationships)  is  the  good  work  and 
what  men  do  (tinkering)  is  trivial  (for 
self-esteem  or  promotional  reasons), 
but  it’s  also  sexist,  and  it’s  also  not 
going  to  get  women  what  they  really 
want — equal  treatment — in  those 
power  structures  that  are  male  con¬ 
trolled.  It  is  a  style  of  relating  to  men 
and  gender  issues  that  simply  angers 
too  many  of  those  whose  values  are  dis¬ 
similar  (men).  Isn’t  it  strange  that  the 
“connected”  gender  so  often  seems  to 
find  it  necessary  to  disparage  who  men 
are  and  what  men  do?  Might  there  be 
a  lesson  for  women’s  connection  with 
men  in  such  behaviors? 

Jon  Gilmore 

Manager,  Research  and 
Education  Products 
Goldense  Group 
Cambridge,  Mass. 
jbg@goldensegroupinc.com 

I  graduated  from  the  Illinois  Institute 

of  Technology  in  1978  with  a  bache¬ 
lor’s  degree  in  management  and  a 
minor  in  computer  science.  There  was 
one  woman  two  years  ahead  of  me  and 
three  women  two  years  behind,  so  I  got 
used  to  being  the  “only  girl.”  Today  I 
am  often  still  the  only  girl,  so  I  under¬ 
stand  and  agree  with  almost  everything 
in  “Why  Women  Hate  IT.” 

After  reading  it,  I  turned  to  Comput- 
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erworld  [a  sister  publication  to  C/O’ s 
publisher,  CXO  Media].  On  Page  43 
of  the  Sept.  4,  2000,  issue  is  an  ad  for 
an  e-commerce  outsourcer  featuring  a 
scantily  clad  Victoria’s  Secret  model;  on 
Page  34,  there’s  an  ad  for  a  freelance- 
services  website  featuring  a  techy  guy 


are  advising  their  sisters  and  daughters 
to  consider  what  type  of  future  lifestyle 
they  desire  before  they  choose  a  career. 
Should  we  in  IT  management  advise 
young  women  who  are  good  at  math  to 
go  into  accounting  where  they  can  con¬ 
trol  their  workload  and  work  from 


“Some  managers  are  insensitive  to  women’s 
issues  no  matter  how  much  diversity  training 
they  receive.” 


bent  over  a  PC.  Until  we  as  a  society 
and  culture  stop  sending  messages  that 
the  Victoria’s  Secret  model  is  what  a  girl 
should  aspire  to  be  and  start  sending 
messages  that  girls  can  be  techy,  too, 
the  problems  you  mentioned  will  not 
disappear. 

Debbie  Bettray  Carlsen 

Senior  Technical  Architect 
Illinois  Municipal  Retirement  Fund 
Oak  Brook,  III. 
dcarlsen@imrf.  org 

I  can’t  understand  why  you  didn't  get  it! 

The  reason  the  “bubble”  of  women 
who  went  into  computer  science  in  the 
1980s  has  now  disappeared  is  that  IT 
and  the  “mommy  track”  are  incompat¬ 
ible.  Women  who  choose  to  work  part- 
time  are  generally  looked  down  on  by 
the  full-time  staff,  particularly  the  men, 
and  are  not  perceived  to  be  available 
to  work  long  hours  to  keep  up  with 
projects  that  are  overdue.  Given  the 
strength  of  the  economy,  it  is  possible 
to  support  the  family  with  one  income. 
Former  female  IT  professionals  are 
resigning  from  the  workforce  or  enter¬ 
ing  professions  more  compatible  with 
family  life.  After  dropping  out  to  raise 
a  family,  they  feel  too  obsolete  to  reen¬ 
ter  the  IT  profession.  What’s  more,  they 
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home?  Or  should  we  take  control  of 
our  projects  and  meet  the  needs  of  our 
employees? 

Wayne  Smith 

Director,  Information  Services 
Johns  Hopkins  University 
Baltimore 

I’ve  been  in  the  IT  field  for  almost  15 

years,  and  within  the  past  five,  I  have 
begun  to  research  other  careers  because 
I  resent  the  unprofessional  and  un¬ 
checked  behavior  that  happens  daily. 
When  I  first  started  in  IT,  I  was  just 
“one  of  the  guys.”  As  long  as  I  pulled 
my  weight,  I  wasn’t  viewed  or  treated 
any  differently  than  my  male  counter¬ 
parts.  Recently,  though,  the  atmos¬ 
phere  has  taken  a  change  for  the 
worse,  particularly  since  I  am  both 
female  and  black.  Having  to  shout 
people  down  in  meetings  has  become 
the  norm.  I  am  cut  off,  blatantly 
ignored  and  treated  in  other  ignorant 
ways  whenever  I  make  a  presentation 
or  deliver  a  report. 

I’m  sick  of  kids  just  out  of  school 
thinking  that  (1)  they  need  to  explain 
IT  to  me,  and  (2)  it  is  their  God-given 
right  to  do  so.  (They  get  quite  upset 
when  I  put  them  back  in  their  place.) 
I’ve  had  salesmen  ask  for  my  boss  once 


they  realize  I’m  female,  and  they  truly 
hemorrhage  when  she  walks  out! 

G.E.  Long 

Manager,  Systems  Development 

Chicago 

gelong@usa.net 


I  think  there  is  a  large  misconception 

about  women  in  the  IT  world.  I,  for 
one,  love  it.  The  men-to-women  ratio 
does  not  bother  me;  in  fact,  I  think  it 
is  great  that  women  are  finally  breaking 
into  the  “old  boy’s  club.”  I  do  not  feel 
threatened  or  intimidated  by  men  who 
have  a  problem  working  with  women, 
and  I  do  not  feel  uncomfortable  around 
the  predominantly  male  corporate  cul¬ 
ture.  The  world  of  IT  is  a  wonderful 
place  to  be.  The  possibilities  are  endless. 

Cynthia  Reynolds 
Systems  Interface  Analyst 
ProHealth  Care 
Waukesha,  Wis. 

After  28  years  in  IT,  I  still  get  excited 

about  it.  Yes,  it’s  challenging,  and  yes, 
you  have  to  be  a  continuous  learner. 
But  IT  is  key  to  every  function  in  an 
organization  and  to  all  sites  worldwide. 
Where  else  can  you  enter  any  area  of  a 
company  without  stepping  on  toes?  It 
cuts  through  the  political  barriers.  It 
provides  a  path  to  the  top  of  the  orga¬ 
nization.  How  many  other  fields  will 
do  that  for  a  woman?  Women  in  this 
field  are  especially  adept  at  analysis, 
business  writing,  communication  and 
project  management.  My  advice  is  to 
leverage  these  skills  and  ignore  the  bul¬ 
lying  that  the  guys  are  trying  to  pull  on 
you.  If  they  are  super-sharp  developers, 
let  them  have  at  it.  The  person  who  can 
relate  to  the  customer’s  needs  and 
deliver  the  project  on  time  will  be  the 
one  in  the  limelight.  This  industry  is 
demanding,  but  it’s  a  workers’  market 
right  now.  If  you  don’t  want  to  invest 
time  into  your  work  now,  look  else¬ 
where.  You’ll  probably  be  able  to  find 
a  match.  I’m  a  mother  of  two.  My  chil- 
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dren  respect  that  I  work  hard,  but  I’ve 
also  made  time  for  their  school  pro¬ 
grams,  athletics  and  extracurricular 
activities.  They  will  both  attest  that 
Mom  is  their  biggest  fan! 

Carole  Long 

Vice  President,  Information  Systems 
Flexible  Steel  Lacing  Co. 

Downers  Grove,  III. 
clong@flexco.  com 

I  have  made  a  16-year  career  out  of 

IT  and  have  thoroughly  enjoyed  every 
exciting  year.  From  mainframe  to 
midrange,  from  desktop  to  help  desk, 
from  system  integration  to  consulting, 
from  national  managed  services  to 
international  professional  services, 
from  Fortune  500  to  aggressive  startups 
I  have  found,  as  a  female,  a  world  of 
opportunity  with  constant  change  and 
interesting  and  challenging  work.  I  love 
IT,  but  it  is  not  for  the  faint  of  heart. 

Mary  Bauer 
Director,  IS  Operations 
Express  Scripts 
Minneapolis 

During  the  1980s,  I  worked  with  the 
Association  of  Women  In  Computers’ 
New  York  chapter  to  provide  programs 
that  were  interesting  and  informative. 


ing  like  earlier  generations?  When  the 
cover  of  People  magazine  features  the 
girl  who  won  the  science  prize  of  the 
year  with  a  boyfriend  on  her  arm,  per¬ 
haps  we’ll  see  a  change. 

Joan  A.  Rosenberg 
Senior  Systems  Analyst 
New  York  University 
New  York  City 
joan.  rosenberg@nyu.  edu 

Why  do  women  hate  IT? 

■  The  industry  is  dominated  by  white 
males.  IS  people  of  both  sexes  tend  to 
be  arrogant,  but  when  all  the  managers 
and  policies  reflect  white-male  thinking, 
the  arrogance  is  stifling. 

■  Women  can  be  very  team-oriented, 
but  most  information  technology  man¬ 
agers  reward  only  for  individual  perfor¬ 
mance.  It’s  hard  when  some  jerk  gets  a 
raise  or  a  bonus  for  his  good  work 
when  his  sloppy  coordination  caused 
your  work  to  be  less  good. 

■  Inflexible  hours  coupled  with  enor¬ 
mous  time  demands  make  family  time 
too  scarce. 

■  Most  information  technology  work 
requires  the  individual  to  stand  up 
for  herself  and  tell  the  others  to  back 
off.  This  can  make  most  women  very 
uncomfortable. 


“Women  generally  spend  too  much  time 
bemoaning  their  environment  and  failing  to 
push  themselves.” 


We  demonstrated  through  role  models, 
as  we  were,  how  to  start  a  career  in 
computers. 

I  am  of  the  opinion  that  girls  early  on 
sense  that  computers,  along  with  math 
and  the  sciences,  will  not  make  them 
popular  with  the  boys. 

What  are  the  role  models  for  our 
young  girls?  And  why  are  we  still  think¬ 


■  Men  tend  to  be  hierarchical,  while 
women  tend  to  look  at  relationships  as 
far  more  complex  than  that.  A  woman 
tends  to  want  to  get  the  job  done,  while 
men  tend  to  worry  about  how  presti¬ 
gious  their  part  of  the  effort  is.  This 
causes  friction. 

I’ve  been  in  the  business  a  long  time, 
both  in  information  technology  and  in 


consulting  companies,  and  there  has 
been  little  or  no  improvement. 

Anonymous 
Director,  IT 

There  are  some  managers  who  are  not 

sensitive  to  women’s  issues  no  matter 
how  much  diversity  training  they 
receive.  Several  Connecticut  state  agen¬ 
cies  have  adopted  alternative  work 
schedules,  and  our  IT  professionals  are 
members  of  an  organized  bargaining 
unit  that  specifies  limits  on  working 
hours.  It  is  my  belief  that,  in  the  long 
term,  shorter  working  hours  increase 
employment  and  productivity. 

Lou  Rinaldi 
Data  Processing  Tech  Analyst 
Connecticut  Department  of  Public  Safety 
louis.rinaldi@po.state.ct.us 
Middletown,  Conn. 

From  what  I  have  observed  during 

my  career  in  IT  management,  this  does 
not  seem  to  be  an  issue  any  longer  in 
Germany.  Many  young  women  have 
“gone  computers,”  and  the  industry 
here  is  looking  for  ability,  regardless  of 
gender.  I  never  saw  my  career  through 
the  eyes  of  “a  woman”  but  through  the 
eyes  of  someone  wanting  to  give  her 
best  and  then  some.  A  mind’s  a  mind. 
The  packaging  should  be  irrelevant. 

Kiki  Thaerigen 
Head  of  Project  Management 
Edgar  Medien  AG 
Hamburg,  Germany 
kiki.thaerigen@edgar.de 

If  you  have  more  to  add  to  this 
debate,  contact  Cheryl  Bentsen  at 
cbentsen@cio.com  or  visit  the  Sept.  13 
Sound  Off  column  at  comment.cio.com. 

WHAT  DO  YOU  THINK? 

Send  your  thoughts  and  feedback 
to  letters@cio.com.  Letters  may  be 
edited  for  length  or  clarity. 
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It  started  out  a  normal  day  for 
Enron  employee  Terry  Robinson 
But  then  midway  through  lunch 
he  was  upended  by  a  thought. 
People  like  choices.  Why  should 
I  have  to  get  a  nutty  bar  if  I 
really  want  a  zydecone?  And 
why  should  anyone  be  locked 
into  one  service  level  for  their 
data  network  when  what  they 
really  want  is  a  network  that 
changes  as  their  needs  change? 
Terry's  big  idea  netted  him  a 
promotion,  allowing  him  to 
give  up  his  weekend  job.  Ice 
cream  truck  for  sale:  call  Terry r~ 
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It’s  your  way,  right  away:  Your  own  B2B  Internet  auctions,  up  and  running  in  as  tittle  as  ten 
equipment  to  buy,  no  systems  to  install  or  support.  A  fully-hosted  solution  that  gives  comp; 

Borden  Foods,  Compaq,  EventSource.com,  GM,  Shell  and  their  partners  control  of  every  transaction 
within  their  own  B2B  auction  sites  or  portals.  And  browser-based,  point-and-click  functionality  that  has 
helped  our  customers  run  over  4,000  auctions  in  the  last  eight  months  alone.  Saving  literally. millions 
of  dollars  through  real-time  dynamic  pricing  for  sourcing  and  liquidation.  In  fact,  no  other  company  can 
help  you  harness  the  power  of  B2B  Internet  auctions  faster,  simpler,  or  more  completely.  And  unlike 
other  solutions  around,  we’re  ready  to  do  it  now.  At  your  command. 


See  for  yourself  with  our  online  demo: 

www.commerceone.com/auctions/c3 

or  call:  877.261 .8516 
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We  turn  audiences  into  custom 


ERS. 


You  ALREADY  KNOW  HOW  TO  BRING  PEOPLE  TO  YOUR  SITE.  The  ONLY’THING  YOU  NEED  NOW  IS  SOMETHING  TO  SELL 
THEM.  And  that’s  SOMETHING  WE  CAN  PROVIDE.  We  CAN  HELP  YOU  SELL  PRODUCTS  THAT  ACTUALLY  MATCH  YOUR 
audience’s  interests.  And  we’ll  take  care  of  all  the  details-finding  the  right  suppliers,  PROCESSING  THE 

TRANSACTION,  MANAGING  THE  INVENTORY.  So  YOU  CAN  FOCUS  ON  WHAT  ATTRACTED  THOSE  CUSTOMERS  IN  THE  FIRST  PLACE. 
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Links  to  Yesterday 

By  Meg  Mitchell 


MOST  PEOPLE  think  of  the  Web  as  a 
way  to  greet  the  future.  Colleen  Chapin 
thinks  of  it  as  a  way  to  say  hello 
to  the  past.  As  president  and  founder  of 


Hometown  Favorites, 

Chapin  collects  and 
distributes  more  than 
400  edible  and  potable 
treasures  of  bygone  eras. 

Hating  the  idea  of  living 
without  Howard’s  hot 
pepper  relish?  Dying 
for  Dromedary  pound 
cake  mix?  Going  Bon¬ 
kers  for  fruit  chews? 

Chances  are  you  can 
find  those  elusive  nu¬ 
ggets  of  the  past  on 
www.hometownfavorites 
.com,  which  offers  delec- 
tables  in  the  categories  of 
candies,  sauces,  dessert  mixes 
and  beverages,  among  others. 

The  site  also  offers  regional 
favorites,  big  at  holidays  like  Thanks¬ 
giving,  when  displaced  New  Englanders, 
for  example,  clamor  for  Indian  pudding 
and  B&M  brown  bread  in  a  can. 

Hometown  Favorites  began  as  a  mail¬ 
order  business  in  1996  when  Chapin  polled 
food  editors  to  see  what  treasures  readers 
asked  for  the  most.  Then  she  started  track¬ 
ing  down  the  items  and  selling  them.  She 


took  the 

business  online  in  1998  and  business  has 
cooked  up  as  quick  as  a  batch  of 
Cincinnati-style  Dixie  chili. 

The  most  popular  seller  by  far  is  candy, 
accounting  for  more  than  50  percent  of 
Hometown  Favorite’s  sales.  “A  lot  of  40- 
Continued  on  Page  46 
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Numbers 


843,000:  number  of  vacant  IT  jobs 
nationwide,  leaving  one  in  12  jobs  unfilled 
Source:  Information  Technology  Association 
of  America  38  MILLION:  people  now 
playing  online  games  68  MILLION: 
online  game  players  by  2003  Source:  Jupiter 
Research  11.4  BILLION:  the  esti¬ 
mated  value  of  the  U.S,  training  market  by 
2003,  showing  an  annual  growth  rate  of  83.4 
percent  Source:  IDC 


“IN  THE  OLD  ECONOMY,  WE  SPENT  TIME  TO  GAIN  DOLLARS.  NOW  WE 
SPEND  DOLLARS  TO  GAIN  TIME.  IT?S  THE  SCARCEST  RESOURCE  IN 

THE  NEW  ECONOMY.’'  -Geoffrey  Moore,  author  of  Crossing  the  Chasm,  at  the  CIO-100  Symposium  &  Awards,  August  2000 
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something  parents  want  to  show  their  chil¬ 
dren  what  kind  of  candy  they  grew  up 
with,”  says  Chapin,  who  runs  the  com¬ 
pany  out  of  West  Palm  Beach,  Fla.  Sales 
particularly  boom  around  Halloween  and 
Christmas.  And  plans  are  under  way  to 
offer  decade-appropriate  gift  boxes  to  sat¬ 
isfy  shoppers  who  want  to  celebrate  big 
birthdays  with  a  little  taste  of  the  past.  And 
if  you  get  a  box  of  goodies  like  Karo  syrup 
and  cream  of  mushroom  soup,  but  don’t 
know  what  to  do  with  them,  just  go  to 
Hometown  Favorites  for  some  authentic 
period  recipes.  Bon  appetit! 


INFRASTRUCTURE 


A  Host  of  Worries 

John  J.  Davis  &  Associates,  a  New  York  City-based  IT  search  company,  surveyed 
288  CIOs  about  their  organization’s  infrastructure  concerns.  Presented  with  a  list 
of  issues,  they  replied  whether  or  not  it  was  a  pressing  concern  in  their  compa¬ 
nies.  There’s  been  a  drastic  shift  in  focus  toward  security  in  the  past  three  years. 


Which  of  these  is  a  pressing  concern  for  your 
organization’s  IT  infrastructure? 

Issue  2000  1997 

Improve  security  and  integrity  of  systems/databases  92%  59% 

Bring  in  IT  applications  projects  on  time,  on  budget  88%  82% 

Need  to  expand  communications  bandwidth  71%  66% 

Set  systems  standards  throughout  organization  71%  74% 

Increase  and  justify  new  IT  investment  71%  74% 

Replace  aging  or  incompatible  platforms  42%  68% 


Maynard 


BY  DARRIN  BELL  AND  THERON  HEIR 
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Atlas  Commerce  is  a  trademark  of  Atlas  Commerce,  Inc. 


If  this  is  all 
you’re  focused  on.. 

you’re  missing 
the  big  picture! 
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Tomorrow’s  industry  leaders  are  today’s  eBusiness  innovators. 
Simply  connecting  to  suppliers  and  customers  won’t  guarantee 
your  place  in  the  new  economy. 

You’ll  get  there  by  working  with  your  suppliers’  suppliers. 

You’ll  get  there  by  improving  the  efficiency  of  your  extended 
supply  chain.  You’ll  get  there  by  making  your  organization  more 
profitable.  And  Atlas  Commerce  will  help  you  make  it  happen. 


Get  beyond  the  bubble.  Learn  how  global  organizations  are 
leveraging  their  value  chains  for  increased  competitive 
strength.  Download  What  Everyone  Needs  to  Know  About 
Private  eHubs  at  www.ebusinessevolved.com/cio 


Download 
the  latest 
Atlas  Commerce 
report  on 
private  eHubs 
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Taxing  Questions 

CONGRESS  DIDN’T  do  much  this  year 
to  address  one  of  the  biggest  questions 
confronting  the  digital  economy — how 
(or  whether)  to  tax 
it.  But  lawmakers 
left  plenty  of  bills  on 
the  table  that  will 
define  the  debate 
when  they  reconvene 
in  January. 

Among  the  items 
up  for  discussion  are 
two  that  could  have 
a  big  impact  on 
corporations.  One  is  whether  new  rules 
are  needed  to  govern  how  companies 
write  off  their  IT  equipment.  The  other  is 
how  to  encourage  employers  to  fund 
high-tech  education  and  training  for 
workers.  “Many  of  our  tax  rules  predate 
the  new  economy,”  noted  Rep.  Amo 
Houghton  (R  -N.Y.),  chairman  of  the 
House  Ways  and  Means  Committee’s 
Subcommittee  on  Oversight,  during  a 
September  hearing  that  examined  both 
topics.  “The  strength  of  the  economy 
may  be  masking  underlying  inadequacies 
in  our  tax  laws.” 

Bill  Gale,  a  senior  fellow  with  The 
Brookings  Institution,  says  the  deprecia¬ 
tion  rules  for  IT  equipment  need  to  reflect 
the  useful  life  of  the  technology.  The  high- 
tech  industry  complains  such  equipment 
is  obsolete  before  companies  can  com¬ 
pletely  write  it  off.  But  Michael  Jalbert, 
CEO  of  mobile  radio  manufacturer 
Transcrypt  International,  noted  that  the 
existence  of  50  different  bills  proposing 
different  ways  to  tackle  it  “demonstrates 
how  much  work  is  yet  to  be  done.” 

On  education,  Jeffrey  Eisenach, 


cofounder  and  president  of  the  Progress 
&  Freedom  Foundation,  a  new  economy 
think  tank,  suggests  that  policy  makers 
will  increase  subsidies  for  “lifelong 
learning.”  It  doesn’t  make  sense,  he  says, 
“to  subsidize  K-12  education  but  give  no 
recognition  to  the  value  of  continuing 
education.”  When  Congress  adjourned 
last  month,  lawmakers  archived  about 
five  dozen  bills  proposing  tax  breaks  to 
both  companies  and  individuals  for 
college  tuition,  training  and  wiring 
schools — all  aimed  at  creating  a  more 
tech-sawy  workforce. 

Jonathan  Low,  a  senior  fellow  with  the 
Cambridge,  Mass.-based  Cap  Gemini 
Ernst  &  Young  Center  for  Business 
Innovation,  thinks  Congress  should  take 
its  time  tinkering.  “In  this  Net  speed 
economy,  we’re  not  supposed  to  move  at 
a  snail’s  pace,”  he  says.  “But  we  don’t 
have  a  lot  of  good  information”  about 
what  kind  of  help  companies  really  need. 

Building 
Global 
Business 

REPRESENTATIVES  FROM 

the  G-8  industrialized  nations 
start  work  this  month  on  a 
guide  for  developing  countries 
that  want  to  stake  their  claim 
in  the  Internet  economy.  The 
Digital  Opportunities  Task 
Force  (a.k.a.  the  dot  force)  was 
proposed  at  a  summit  meeting 
in  Okinawa,  Japan,  in  July.  It 
would  promote  e-commerce- 
friendly  policies  in  the  non- 
wired  world  and  help  develop¬ 


ing  countries  build  their  technical 
expertise. 

One  feature  of  the  project  is  to  chan¬ 
nel  private  sector  know-how  to  the 
developing  world.  So  far,  U.S.  companies, 
including  America  Online,  Cisco  Systems, 
Intel  Corp.  and  Microsoft,  have  said 
they’ll  offer  training  programs  in  devel¬ 
oping  nations. 

What’s  in  it  for  them?  For  one  thing, 
“market  development,”  says  Alan 
Larson,  under  secretary  for  economic, 
business  and  agricultural  affairs  with  the 
U.S.  State  Department.  “Ninety  percent 
of  the  world’s  consumers  live  outside  the 
United  States.  A  lot  of  changes  over  the 
next  50  years  will  come  from  the  rest  of 
the  world  catching  up  to  the  developed 
world.  The  action  may  be  in  countries 
that  are  developing.” 

Farson  notes  that  these  contributions 
won’t  produce  widespread  economic 
improvements  without  other  investments 
in  basic  education  and  health  care.  But  he 
thinks  technology  can  help  there  too. 

“We  stress  opportunities  to  use  the 
Internet  for  initiatives  like  distance 
learning,”  he  says.  “I’ve  lived  seven  years 
in  developing  countries,  so  I  don’t  come 
to  this  with  naivete  about  how  difficult  it 
will  be  to  make  the  Internet  accessible  to 
remote  villagers.  But  I  don’t  think  it’s 
impossible,  and  I  do  think  it’s  important.” 

Send  your  ideas  about  what  Congress  should  or 
shouldn’t  do  about  the  digital  economy  via  e-mail  to 
washington@do.com. 


Amo  Houghton 


Sixteen  perrent.of  all 
electric  enelgy  is  being 
used  to  support  e-com¬ 
merce  and  computers.” 


Ted  Vogel,  vice  president,  DTE  Energy  Co.,  arguing  for 
tax  breaks  to  builcf  new  power  plants 
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MERCURY  INTERACTIVE 


Will  your  data  survive 

even  if  your 
building  doesn’t?" 


We  can't  prevent  floods  or  fires.  Nor  can  we  stop  hardware  failures  or  power  outages.  But 
we  do  know  how  to  keep  your  mission-critical  data  available,  through  disasters  big  and  small. 
Double-Take®  software  provides  continuous,  real-time  replication  to  an  offsite  location.  It 
means  data  and  application  failover/recovery.  And  Double-Take  supports  Windows®,  Solaris®, 
and  NetWare®  servers. 


See  for  yourself  why  Double-Take  is  recommended 
by  Compaq ®,  Dell®,  Microsoft®,  IBM®  and  Hewlett- 
Packard®.  We  may  not  be  able  to  save  your 
corporate  headquarters,  but  with  Double-Take, 
your  customers  won't  know  it's  gone. 


Ck  Double -Take 


Call  NSI  Software  at  888-674-9495  or  visit  www.nsisoftware.com 


©2000  NSI  Software.  NSI  and  Double-Take  are  registered  trademarks  of  Network  Specialists.  GeoCluster  is  a  trademark  of  NSI  Software. 
Windows  2000,  Windows  NT,  and  Microsoft  BackOffice  are  registered  trademarks  of  Microsoft  Corporation.  All  other  names  may  be  trademarks 
or  registered  trademarks  of  their  respective  companies. 


trendlines 


INDUSTRY 


CLOSE 


U  P 


Driving  for  Speed 

The  Wednesday  before  Thanksgiving  is  infamous  as  the  heaviest 
travel  day  of  the  year,  and  rental  car  agencies  are  steeling  them¬ 
selves  for  the  wave  of  demand  that’ll  strike  with  Waikiki  force. 

The  IT  they've  come  to  rely  on  to  deal  with  the  everyday  waves 
should  help  them  out. 

The  rental  car  business  is  extremely  competitive,  and 
being  blunt,  all  companies  deal  in  the  same  product. 

Customers  care  most  about  speed  of  rental.  Rickie  Hall, 

CIO  at  ANC  Rental  Corp.  in  Fort  Lauderdale,  Fla.,  says  speed  and  the 
ease  of  the  process  are  the  primary  driver  of  customer  satisfaction. 
"Alamo  has  the  self-service  kiosk,  which  can  be  used  as  an  alterna¬ 
tive  to  the  counter.  We  have  a  goal  of  60  seconds  or  less  to  process  a 
self-service  transaction." 


To  stay  in  the  race,  all  agencies  need  to  accelerate,  not 
their  cars,  but  how  they  manage  their  fleets  and  service  their 
customers.  So  industry  players  are  turning  to  big  servers  to 
help  them  give  good  service.  For  example,  Budget  Group  in 
Daytona  Beach,  Fla.,  has  installed  two  IBM  RS/6000  S80  servers 
and  the  IBM  Shark  Enterprise  Storage  Server  to  get  a  better  grasp  of 
how  many  care  are  available  and  when  they  are  due  back,  which  makes 
customers  happy,  or  at  least  helps  keep  them  from  getting  psychotically 
grumpy.  Forecast  reporting  times  have  dropped  from  100  minutes  for 
generating  a  60-day  report  to  less  than  eight  minutes  for  an  even  more 
in-depth,  90-day  analysis.  That  allows  Budget  to  analyze  car  rental 
needs  and  revenue  rates  at  major  airports  with  supply-and-demand 
economics  faster  and  in  more  detail.  - Thomas  G.  Dolan 


MARKETING 


No  Escape 


BRACE  YOURSELF  for  yet  another  inva¬ 
sive  advertising  blitz  on  the  highway.  While 
billboards  and  car  radios  have  long  bom¬ 
barded  drivers,  now  global  positioning 
system  (GPS)  tools,  wireless  streaming 
video  and  other  technologies  are  enabling 
new  kinds  of  direct  marketing  to  that  cap¬ 
tive  audience. 

For  example,  San  Francisco-based  Auto¬ 
wraps  (www.autowraps.com),  which  sees 
vehicles  as  moving  billboards,  connects 
advertisers  to  the  owners  of  those  blank 
canvases  on  wheels.  It  recruits  drivers  will¬ 
ing  to  drive  around  in,  say,  a  Flead  and 
Shoulders  car,  and  pays  them  $300  to 
$400  a  month  to  wrap  their  entire  car  in 


By  Stephanie  Viscasillas 


a  giant  vinyl  sticker. 

Advertisers  search  Autowraps’  database 
of  potential  drivers  who  have  vehicles  of  a 
certain  type  or  who  are  likely  to  be  in  a 
desired  location  to  bear  their  messages. 
Autowraps  contracts  with  drivers  regard¬ 
ing  the  number  of  miles  they  must  travel 
and  locations  in  which  they  must  park. 
Founder  and  President  Daniel  Shifrin  says 
60,000  people  have  signed  up  so  far  to 
promote  such  names  as  Breyers  ice  cream, 
Head  and  Shoulders,  Lycos  and  Yahoo. 
The  technological  spice  behind  this 
reheated  idea  is  the  use  of  a  GPS  unit 
plugged  into  each  ad-wrapped  car’s  ciga¬ 
rette  lighter.  It  pinpoints  a  car’s  location 
every  four  minutes,  determining  the  exact 
latitude,  longitude  and  speed  of  the  moving 
billboard  to  ensure  that  drivers  are  not 
breaking  laws  and  are  other¬ 
wise  complying  with  their 
contracts. 

Besides  the  road¬ 
ways,  advertisers  are 
using  filling  stations 
to  promote  their 
products. 


Automated  as  the  world 
is,  drivers  still  need  to  put  gas  in  their  tanks, 
and  according  to  BillBoard  Video  President 
and  CEO  William  Hall,  66  percent  of  Amer¬ 
icans  buy  gas  three  times  every  two  weeks. 
BillBoard  installs  networked,  wireless  video 
units  on  gas  pumps  to  display  ads  around 
nuggets  of  news,  weather  and  sports. 
BillBoard’s  server  updates  advertisements 
every  15  minutes,  and  in  doing  so  verifies 
that  screens  are  working.  Pilot  Corp.  and 
The  Pantry  are  two  companies  already  put¬ 
ting  this  technology  to  work  in  return  for 
20  percent  of  ad  revenue. 

Vert  in  Somerville,  Mass.,  has  its  own 
plans  for  roadway  marketing.  Its  service,  still 
in  development  at  press  time,  relies  on  a 
super  bright  video  terminal  attached  to  the 
roofs  of  taxicabs  equipped  with  a  GPS.  A 
wireless  modem  will  send  a  constant  stream 
of  localized  video  ads  to  the  unit.  Based  on 
the  GPS  data,  ads  can  switch  languages 
when  taxis  cross  neighborhood  boundaries 
or  appear  only  during  certain  times  of  day. 
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PHOTO  TOP  BY  PHOTONICA.  PHOTOS  BELOW  COURTESY  OF  AUTOWRAPS.COM 


Over  20,000  Lotus  Business  Partners  can  provide  solutions  for  you  today.  For  more  information,  call  1  800  872-3387  ext.  F112.  In  Canada,  cali  1  800  GO  LOTUS.  ©  2000  Lotus  Development  Corporation,  an  IBM  company.  All  rights  reserved.  Lotus  is  a  registered 
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^  With  Lotus  and  Interliantfa  Lotus  Business  Partner,  Amnesty  International  can  now  | 
respond  to  cases  of  human  rights  violations  in  record  time  via  the  Urgent  Action  Network  I 
I  Instead  of  waiting  days  for  reports,  members  receive  them  in  seconds,  so  they  can  I 
take  lifesaving  action  even  faster.  Plus,  Amnesty  International  can  now  share  case  updates 

[|  among  members  through  a  worldwide  knowledge  base.  It’s  just  one  of  the  ways  | 

Lotus  helps  people  work  together.  To  learn  more,  visit  www.lotus.com/superhumansoftware  | 
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PORTALS 


A  Web  of 

Experience 


By  Meridith  Levinson 


IN  THE  INFORMATION  AGE,  the  Web  serves  as  the  last  fron¬ 
tier  where  humankind  can  try  to  impose  its  rational  order  on  an 
organic  network — of  hyperlinks. 

One  website  company,  QCircuit.com,  claims  to  be  an  “inven¬ 
tory  of  human  experience”  by  organizing  the  cacophony  of 
human  voices  on  the  Internet.  It  sounds  like  a  brilliant  idea  in 
keeping  with  the  Web’s  identity  as  a  utopian  forum  in  which 
all  people  can  connect  and  share.  Unfortunately,  QCircuit.com’s 
mission  is  far  too  ambitious.  The  site  is  too  busy  trying  to  deter¬ 
mine  exactly  what  service  it  provides  by  attempting  to  do  a 
little  of  everything  (it’s  a  knowledge  management  tool,  a  cor¬ 
porate  intranet,  a  booking  agent,  a  resource  for  the  media). 
That’s  a  shame  because  assembling  a  catalog  of  human  experi¬ 
ences  on  the  Internet  is  such  a  cool  idea. 

Fortunately,  four  New  York  City-based  artists  are  having  more 
success  cataloging  people’s  lives.  Lorie  Novak,  Cljlly  Castiglia, 
Betsey  Kershaw  and  Kerry  O’Neill  have  created  Collected  Visions 
(■ cuisions.cat.nyu.edu ),  a  participatory  website  launched  in  1996 
that  explores  human  experience  through  family  photographs  and 
stories  submitted  by  site  visitors — now  more  than  300  people. 
Loading  the  homepage  triggers  an  audio  stream  with  voices  of 
the  individuals  who  have  contributed  to  the  site,  introducing  them¬ 


selves  by  name  and 
rendering  the  site  far  more  personal  than  the 
bland  design  and  functional  execution  of  QCircuit.com. 

What  makes  Collected  Visions  successful  is  that  it  doesn’t  pre¬ 
tend  to  be  something  bigger  than  it  really  is  and  it  delivers  exactly 
what  it  promises.  Collected  Visions  creates  a  much  more  experi¬ 
ential  atmosphere  on  its  pages  because  the  project  focuses  on  indi¬ 
viduals  as  tellers  of  their  own  stories  rather  than  on  individuals  as 
negotiants  in  business  transactions. 

The  best  part  of  Collected  Visions?  It  doesn’t  end  in  dotcom. 


NEW 


VENTURES 


Been  There,  Done  That 

Irene  Saez  has  accomplished  some  major  feats  in  the  past  two  decades:  She  secured  the  Miss 
Universe  title  in  1981,  served  as  mayor  of  Chacao,  Venezuela,  in  the  ’90s  and  for  a  time  was  a  front¬ 
runner  in  the  1998  Venezuelan  presidential  election.  She’s  credited  with  significantly  reducing  crime, 
corruption  and  bureaucracy  in  Chacao.  In  her  spare  time,  she  studied  political  science  and  munici¬ 
pal  government,  and  had  a  baby. 

But  in  June  2000,  Saez  really  got  in  on  the  action  by  joining  a  dotcom.  She  signed  on  with 
Miami-based  Conectadas  and  writes  each  month  for  the  family  and  business  sections  of  the  site, 
which  is  geared  toward  Spanish  and  Portuguese-speaking  women.  At  a  conference  last  summer, 
Sdez  said  the  Internet  offers  the  perfect  platform  to  empower  women  and  maintain  an  open  rela¬ 
tionship  with  the  public.  Doing  her  part  to  maintain  this  openness,  Saez  posted  exclusive  photos  of 
herself  while  pregnant  and  the  baby  boy  she  delivered  just  three  days  after  the  conference. 

This  most  recent  venture  promises  to  be  as  challenging  as  governing  a  midsize  city,  given  that 
many  players  are  entering  the  Latin  American-oriented  market  and  only  2  percent  of  Latin  America 
was  online  at  the  end  of  1999.  -Lauren  Capotosto 
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Not  just  any  CRM  supplier  can  serve  up  real-time  fulfillment,  seamlessly  integrated. 
Only  PeopleSoft  8  CRM  gives  you  robust,  feature-rich,  real-time  solutions  from  a 
single  vendor.  So  your  people  can  track  orders  from  the  point  of  customer 
contact-whether  by  phone,  fax,  e-mail  or  web-through  order  management, 
procurement  and  fulfillment,  to  service  execution  and  delivery.  The  result  is  more 
informed  decisions,  lead-time  reduction  and  cost  savings.  Which  will  help  put  a 
generous  serving  of  success  on  your  company’s  plate. 


www.peoplesoft.com  1 .888.773.8277 


PeopleSoft  CRM  powered  by 
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CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet. 


JDEDWARDS 


APPOINT  YOURSELF 


Let's  talk  about  freedom  to  collaborate.  That's  what  we  stand  for  at  J.D.  Edwards.  Here's  how  we  can  help:  We  offer  software 
to  automate  your  core  business  processes  and  extend  them  outside  your  enterprise.  We  do  this  by  integrating  a  wide 
range  of  our  own  proven  solutions,  plus  hot,  new  e-commerce  applications  from  our  growing  lineup  of  software  partners 
So  now,  you  can  build  a  collaborative  network  that  brings  together  any  customer,  any  supplier  and  any  partner.  Regardless 
of  which  software  they're  running.  You  get  a  solution  that's  open  to  the  future,  open  to  partners  and  open  to  the  genius 
of  many  software  suppliers.  We  call  it  The  Freedom  to  Choose.  The  Power  to  Share.  It’s  what  makes  us  the  leader  in  agile, 
collaborative  solutions  for  the  Internet  Economy.  Interested?  Visit  us  at  www.jdedwards.com/freedom 
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Blown  to  Bits:  How  the  New  Economics 
of  Information  Transforms  Strategy 
by  Philip  Evans  and  Thomas  S.  Wurster 
Harvard  Business  School  Press,  1999 
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Tell  Me  No 
Secrets 


Secrets  and  Lies:  Digital  Security  in  a 
Networked  World 

By  Bruce  Schneier 

John  Wiley  &  Sons,  2000,  $29.99 
Bruce  Schneier’s  latest  book  on  security  is 
a  rare  achievement,  as  it  takes  a  highly 
technical  and  often  deadly  dull  topic  and 
creates  a  surprisingly  accessible  and  often 
fascinating  read  for  even  the  least  techy 
exec.  Secrets  and.  Lies  lays  out  the  current 
landscape  of  network  security — from  the 
challenges  presented  by  hackers  and 
viruses  to  the  often  ineffectual  state  of 
corporate  security  systems.  Schneier  offers 
enough  gritty  history,  cautionary  tales 
and  colorful  explanations  to  keep  readers 
engrossed,  whether  they’re  new  to  the 
security  field  or  seasoned  professionals.  In 
addition,  he  has  managed  to  pepper  his 
text  (especially  the  latter  sections)  with 
plenty  of  useful  tips  and  advice  that  can 
help  companies  battle  their  way  through 
the  dangerous  and  often  confusing  task 
of  securing  their  most 
valued  assets. 

-Daintry  Duffy 


And.. 

Learning 
Journeys:  To| 

Management 
Experts  Share 
Hard-Earned 
Lessons  on 
Becoming  Great 
Mentors  and  Leaders 
Edited  by  Marshall  Goldsmith, 

Beverly  Kaye  and  Ken  Shelton 
Davies-Black  Publishing,  2000,  $24.95 
Fables,  folk  tales,  parables,  midrash — all 
good  stories  have  a  truth  at  their  heart.  In 
Learning  Journeys,  37  management 
thinkers  each  share  a  story  about  an 
experience  that  shaped  their  life’s  work 
and  influenced  their  teachings.  Some 
stories  are  heartfelt  and  self-revealing. 
Others,  disappointing  by  comparison,  read 
as  if  they  were  cribbed  from  a  resume.  As 
anthropologist  Margaret  Mead  did  to  one 
of  the  contributors,  however,  they  all 
deliver  an  elbow  to  the  reader’s  ribs  with 
the  injunction  “Stand  up  and  make 
yourself  heard!”  -Carol  Zarrow 


Leadership  Without  Easy  Answers 
by  Ronald  A.  Heifetz 
Belknap  Press,  1994 

3. 

The  Art  of  Possibility 

by  Rosamund  Stone  Zander  and 
Benjamin  Zander 

Harvard  Business  School  Press,  2000 

2. 

Tipping  Point:  How  Little  Things  Can 
Make  a  Big  Difference 
by  Malcolm  Gladwell 
Little  Brown  and  Co.,  2000 

1. 

When  Genius  Failed:  The  Rise  and  Fall 
of  Long-Term  Capital  Management 

by  Roger  Lowenstein 
Random  House,  2000 

SOURCE:  September  2000  data,  compiled 
by  WordsWorth  Books,  Cambridge,  Mass. 

TELL  IIS  what  you’re  reading  and  why 
at  books@cio.com.  Visit  the 
Reading  Room  at  www.cio.com/books. 


What  They’re  Reading 

Edward  L.  Glotzbach,  executive  vice  president  and  CIO,  SBC  Communications*,  San 
Antonio,  Texas.  Margaret  J.  Wheatley’s  Leadership  and  the  New  Science:  Discovering 
Order  in  a  Chaotic  World  (Berrett-Koehler  Publishers,  1999)  “Her  premise  is  that  if  there 
is  enough  useful  and  honest  information  put  into  the  system,  then  the  organization  will 
determine  the  most  useful  order  for  accomplishing  objectives.  [This]  is  a  book  every  CIO 
could  benefit  from  reading." 

Sherry  Browne,  CIO,  Sprint  PCS*,  Kansas  City,  Mo.  Dale  A.  Dauten’s  The  Max  Strategy: 
How  a  Businessman  Got  Stuck  at  an  Airport  and  Learned  to  Make  His  Career  Take  Off 
(William  Morrow,  1997)  “A  timeless  book  about  a  man  who  meets  a  man  named  Max,  and 
how  Max  helps  him  change  his  way  of  thinking  and  living." 

*2000  CIO-100  honoree 
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Nobody  Is 

Better  Equipped  To  Manage 
High  Pressure 
Internet  Site  Operations 


In  case  you  haven’t  noticed,  your  web  site  is  about  to  explode.  Time-to-market  issues,  combined  with  the  inability 
to  hire  scarce  technical  talent,  have  a  way  of  putting  serious  pressure  on  existing  resources.  Take  a  deep  breath  and  relax:  SiteSmith  has  the  tools, 
the  people  and  the  resources  to  take  responsibility  for  your  web  site  operations.  We’ve  taken  the  pressure  off  more  dot-com  customers  and  industry 
leaders,  than  anyone  else.  Say  the  word  and  we’ll  build  your  site  infrastructure  and  run  your  site.  You  won’t  have  to  worry  about  scalability,  load 
balancing,  site  monitoring  or  security  —  so,  take  the  pressure  off  yourself.  For  fast  relief,  visit  www.sitesmith.com/cio  today. 


SITES  DON'T  WORK  WITHOUT  US 


trendlines 


SALES  CHANNELS 


By  Ben  Wort  hen 

THE  CLAREMONT  Rug  Co.,  purveyor  of  antique  carpets  made  cen¬ 
turies  ago  by  Southwest  Asian  nomads,  has  benefited  doubly  from  the 
great  leap  forward  to  the  Internet.  First  off,  the  California-based  dealer 
has  seen  its  customer  base  of  extraordinarily  affluent  collectors  swell  with 
new  economy  millionaires.  And  then,  ever  since  one  technology-enriched 
client — Adobe  Systems  CEO  John  Warnock — introduced  Claremont 
Rug  owner  Jan  David  Winitz  to  digital  photography,  the  shop  has  used  its 
website  www.claremontrug.com  as  an  electronic  showroom. 

“A  few  years  ago  [Warnock]  asked  me  about  the  Web,  and  I  said, 
‘What’s  that?”’  Winitz  recalls.  But  when  he  saw  an  early  digital  photo¬ 
graph,  “it  was  immediately  obvious  to  me  that  this  technology  would 
be  a  great  help  to  us.”  Now  Winitz ’s  site  has  an  up-to-date  online  cata¬ 
log  as  well  as  a  password-protected  extranet  for  special  collections. 

The  online  presence  allows  Claremont  Rug  to  reach  a  wider  customer 
pool  and  close  deals  faster.  Recently,  a  well-to-do  executive  saw  a 
$125,000  rug  on  the  site,  bought  it  after  viewing  the  digital  photographs 
and  had  it  shipped  to  New  York  in  time  for  a  party  the  next  evening. 

Winitz  is  quick  to  point  out  the  irony  of  using  cutting-edge  technol¬ 
ogy  to  sell  a  distinctly  nontechnical  product  made  by  distinctly  nontech¬ 
nical  people.  And  while  no  one  can  be  sure  what  the  wandering  weavers 
would  have  thought  about  the  Internet,  after  spending  10  yurt-bound 
years  crafting  a  single  rug,  selling  it  in  a  single  click  might  have  felt  a  lit¬ 
tle  anticlimactic. 


HOT  TOPIC 


SERVICE 

PROVIDERS 


Money 

Talks 

By  Emelie  Rutherford 


Despite  the  fact  that  other  O's 
are  still  trying  to  make  sense  of 
ASPs  (only  half  of  the  top 
corporate  officers  surveyed  in 
June  by  I  DC— a  sister  company 
of  CIO's  publisher,  CXO  Media- 
said  they  had  ever  heard  of  application  service  providers), 
the  IT  community  has  accepted  them  and  made  them 
hot.  The  market’s  at  $10  billion  this  year  and  will  soar  to 
$48.5  billion  by  2003,  according  to  Deloitte  Consulting. 

To  make  sense  of  the  myriad  vendors,  we  look  to  how 
they’re  differentiated  by  some  of  the  most  discriminating 
market  watchers— venture  capitalists. 

Finn  Caspersen  Jr.,  founder  of  Gladstone,  N.J. -based 
Bencas  Capital,  says  his  company  steers  clear  of 
horizontal  ASPs,  which  offer  customer  relationship 
management,  enterprise  resource  management  and 
productivity  solutions.  “We’re  looking  at  companies  in 
the  vertical  space,”  he  says,  “because  [they  don’t] 
compete  with  larger  players  and  are  on  their  way  up.” 

Fellow  VC  Mike  Shanahan  groups  ASPs  by  their 
longevity  and  assets.  Shanahan,  managing  partner  at 
Boston-based  Egan-Managed  Capital,  says  his  organiza¬ 
tion  does  not  invest  in  pure-play  ASPs  because  they 
start  from  scratch,  with  no  application  or  existing 
customers,  and  need  too  much  money.  Shanahan 
prefers  ISPs  and  software  vendors  that  have  shifted 
from  shipping  to  hosting  their  applications. 

Tom  Smith,  partner  at  Mid-Atlantic  Venture  Funds  in 
Bethlehem,  Pa.,  says  that  ASPs  are  so  new  (and  he 
hasn't  seen  evidence  of  universal  success  or  failure  in 
the  field)  that  he  takes  them  enthusiastically  on  a  case 
by  case  basis.  “The  real  challenge,”  says  Smith,  "will  be 
in  figuring  out  how  the  ISV  [independent  software 
vendor]  and  ASP  models  will  coexist." 

CIOs  share  similar  concerns,  and  they  indicated  in  a 
May  survey  conducted  by  the  Information  Technology 
Association  of  America  that  they’re  not  ready  to  infuse 
the  entire  crop  of  neophytes  with  post-VC  money.  The 
survey  of  more  than  1,500  CIOs  and  other  executives 
reveals  that  in  one  year,  only  18.7  percent  of  respon¬ 
dents  said  they  plan  to  deploy  ASP  offerings.  They  cited 
integrating  ASPs  with  other  applications  as  a  top 
concern.  Get  ready  for  another  shakeout.  For  more  on 
the  coming  ASP,  see  “Boy,  That  Was  Fast!,”  Page  128. 
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Presenting  Resonate's  /SM  Solution. The  only  way  to  ensure 
optimal  service  levels  for  e-business  applications. 

The  prospect  of  deploying  mission-critical  applications  over 
the  Web  shouldn't  feel  like  a  life  or  death  situation.  That's  why 
some  of  today's  most  successful  corporations  rely  on  Resonate's 
Internet  Services  Management  (/SM)  solution  to  keep  their 
complex  e-business  operations  running  smoothly  —  providing 
maximum  service  levels,  each  and  every  time.  Resonate's  family 
of  distributed  software  products  addresses  all  tiers  of  today's 
e:business  environment:  network,  systems  and  applications.  After 
jal I,  there's  no  reason  to  go  out  on  a  ledge  just  because  you're 
planning  to  run  your  e-business  applications  on  the  Internet. 


‘  Now  available  on  Anteon's  GSA  Schedule  Number  GS-35F-4357D. 
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OPPORTUNITY 

Quality  Time 

Congress  established  the  Baldrige  National  Quality  Program  in  1987  to  recognize  U.S.  organizations 
for  achievements  in  quality  and  business  performance  and  to  raise  awareness  about  the  impor¬ 
tance  of  quality  and  performance  excellence  as  a  competitive  edge.  The  U.S.  Commerce 
Department's  National  Institute  of  Standards  and  Technology  (NIST)  manages  the  program  (named 
in  honor  of  Malcolm  Baldrige,  secretary  of  Commerce  from  1981  until  his  death  in  July  1987)  in 
close  cooperation  with  the  private  sector.  And  that’s  where  you  may  come  in. 

Each  year  the  program  seeks  business,  education,  health-care  and  quality  experts  to  serve  on  its 
400-member  Board  of  Examiners.  Selection  to  the  board  is  competitive,  service  on  the  board  is 
demanding,  and  it  offers  no  financial  compensation.  Well,  why  do  it?  Being  an  examiner  is  a 
prestigious  role  that  offers  opportunities  to  network  with  your  peers  and  enhance  your  professional 
growth,  while  developing  analytical  and  consensus-building  skills  and  a  systems  perspective  that 
can  be  applied  at  your  organization. 

Examiners  are  selected  by  NIST  and  must  be  U.S.  citizens  or  permanent  residents.  Applications 
are  available  this  month  and  are  due  in  January.  For  more  information,  visit  www.quality.nist.gov  or 
www.  baldrige.  org. 


Sequel  Season 

By  La  fe  Low 


THE  MANTRA  among  computer  game  developers  must 
be  something  like,  “If  at  first  you  succeed,  do  it  again.” 

Most  of  this  season’s  new  game  releases  have  the  same 
last  name — 2. 

For  fans  of  all  genres — strategy,  role-playing,  shoot- 
’em-up,  sports  and  simulation — there  are  sequels  to  origi¬ 
nal  favorites  like  Midtown  Madness  2,  Baldur’s  Gate  2, 

Tony  Hawk  Pro  Skater  2,  Command  &  Conquer:  Red  Alert 
2,  Combat  Flight  Simulator  2:  Pacific  Theater  and  Tribes  2. 

These  sequels  all  improve  on  the  originals,  adding  more 
vehicles,  more  weapons,  more  spells  to  cast,  more  tools  for 
building  levels,  more  bad  guys,  better  graphics  and  faster 
algorithms.  As  this  issue  went  to  press,  these  games  were 
scheduled  to  start  showing  up  in  stores  in  time  for  the  holi¬ 
day  rush. 

Being  a  long-time  simulation  freak,  I  am  most  looking  for¬ 
ward  to  hopping  in  the  cockpit  of  a  Corsair  and  taking  off  in 
search  of  the  Imperial  Japanese  Navy.  Combat  Flight  Simulator 
2:  Pacific  Theater  (Microsoft,  $54.95)  lets  you  pilot  any  of  a 
variety  of  wildly  realistic  simulations  of  U.S.  or  Japanese  fighter 
planes  on  more  than  100  preset  missions,  flying  solo  against  your 
PC  or  against  up  to  eight  pilot-players  over  a  LAN  or  the  Internet. 
You  can  also  create  and  edit  your  own  mission  scenarios. 

Sequels  can  be  cool,  especially  when  the  first  was  a  winner,  but 


few  things  can 
make  you  feel  more  out  of  touch  than  seeing  a 
sequel  and  not  even  being  aware  of  the  original.  Midtown  Madness 
2?  I  must  have  been  downtown  when  the  first  edition  ruled.  (Still,  it 
shouldn’t  take  long  to  get  up  to  speed  in  racing  a  taxicab  or  a  fire 
truck  through  3-D  representations  of  London  or  San  Francisco, 
should  it?) 
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Are  your  customers  smiling?  They  will  be  with  SatisFusion.  An  estimated  one-half  of  adults 
using  the  Internet  will  make  an  online  purchase  by  2001.  But  what  happens  after  that 
purchase  can  make  or  break  your  online  sales  efforts.  That's  where  SatisFusion  comes  in. 

Building  on  more  than  20  years  of  experience,  SatisFusion  has  created  the  Internet's 
smartest  product  support  system.  It's  a  guaranteed  good  time  for  everybody,  with  easy-to- 
integrate  technology,  seamless  execution  and  revenue  enhancements  for  your  business. 

Your  customers  will  have  easy  and  immediate  access  to  their  choice  of  online  or  phone 
support.  No  more  customers  waiting  on  hold.  No  more  customers  wondering  if  you  really 
exist.  Nothing  will  make  your  customers  happier  than  responsive,  personalized  24-hour 
product  support.  And  happy  customers  are  repeat  customers. 


Product  Support 

Our  unique  service  is  built 
around  you  and  your  online 
sales  efforts.  Our  sole  job  is  to 
help  you  increase  your  revenue, 
margins,  and  profits  through 
smart  customer  service  and 
product  support.  We  succeed 
when  you  do. 

<3§> 


SatisFusion  logo  and  name  are  trademark  of  SatisFusion,  Inc.  ©2000  All  rights  reserved.  All  other  names  and  logos  are  registered  of  their  respective  owners. 
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Introducing  the  e-marketplace  alliance:  IBM,  i2  and  Ariba.  E-commer 
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pertise,  procurement  and  supply  chain  know-how,  and  global  reach. 

For  everything  from  bridges  to  boats  to  beams.  It's  b2b*3. 


ibm 

\2 

ariba 


Ask  the  Expert 

We  re  Not  Experts  on  This,  but  We  Know  Someone  Who  Is 


Cyber 

Checkout 

Darryl  Dobin,  executive  vice  president  and 
chief  marketing  officer  of  San  Francisco-based 
Avolent,  a  provider  of  B2B  and  B2C  internet  billing 
software,  answers  readers’  questions  about 
Internet  billing  standards  and  billing  options 


Q:  What  should  a  large  traditional  incumbent  corporation  con¬ 
sider  when  trying  to  choose  between  building  its  own  or  buying 
an  electronic  bill  presentment  and  payment  (EBPP)  solution? 

A:  Build  versus  buy  is  a  common  question  today  among  billers 
looking  to  deploy  solutions.  There  are  a  number  of  important 
issues  to  consider  in  this  decision. 

First  is  time  to  market.  Often,  a  packaged  solution  can  give 
you  a  faster  deployment  time  than  building  in-house. 

Another  issue  is  the  ability  to  control  and  enhance  the  appli¬ 
cation.  In-house  construction  will  give  you  ultimate  control  over 
enhances  and  bug  fixes,  though  it  comes  at  a  high  price  to  peo¬ 
ple  and  resources.  A  packaged  solution  allows  you  to  focus  on 
the  customer  experience  rather  than  the  low-level  code. 

A  third  issue  to  consider  is  standards.  Supporting  EBPP 
standards  such  as  open  financial  exchange  and  interactive 
financial  exchange  is  not  a  trivial  task.  Sophisticated  parsers 
and  application  logic  must  be  built  to  accommodate  the  trans¬ 
actions  designed  for  bill  distribution  and  payment. 

Finally,  you  must  also  keep  the  total  cost  of  ownership  in 
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mind.  A  packaged  solution  may  appear  to  cost  more  up  front 
than  a  custom-built  solution,  but  total  cost  of  ownership  will 
be  significantly  lower  over  time.  Software  vendors  invest  mil¬ 
lions  in  addressing  factors  like  support  for  changing  stan¬ 
dards,  availability  of  modern  technology,  periodic  upgrades 
and  high  performance.  Billers  can  leverage  that  expertise 
instead  of  taxing  the  in-house  staff. 


Q:  My  company  is  looking  at  EBPP  for  business  we  conduct 
outside  the  United  States.  We  are  concerned  about  the  legal, 
cultural  and  language  implications.  What  should  we  be  concerned 
with?  Are  there  vendors  that  specialize  in  this  type  of  work? 

A:  International  EBPP  is  a  new  area  for  most  EBPP  vendors 
and  billers  alike,  and  there  are  many  issues  to  consider. 

First,  the  role  of  consolidation  is  unclear.  In  some  countries 
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How  does  eBay ™  detect  and  diagnose 
the  performance  of  their  eBusiness 
infrastructure? 


ProactiveNet. 


With  timely  insight  and  accurate  data,  ProactiveNet  reduces  the 
time  eBay  spends  diagnosing  potential  performance  bottlenecks. 

So  what  are  you  using? 

ProactiveNet 
••••••  •  •  •  •  • 

Insight  so  timely,  it’s  proactive 

For  more  information,  visit  www.proactivenet.com/insight 
or  call  (877)  277-6686. 


Ask  the  Expert 


where  cell  phone  use  is  dominant,  consumer  aggregation  may 
be  performed  on  the  cell  phone  rather  than  on  the  Web. 

Second,  the  business  put  in  charge  of  consumer  aggrega¬ 
tion  seems  to  be  a  random  decision.  In  many  countries,  the 
telephone  company  or  the  postal  service  appears  to  have  as 
much  or  more  traction  with  consumers,  and  as  a  result  they 
can  play  the  role  of  the  consumer  portal. 

Unless  you  are  engaging  in  B2B  e-billing, 
your  ROI  is  going  to  be  slim.  The  primary 
reason  is  slow  consumer  adoption. 


service,  adding  the  ability  for  cross-sell  and  up-sell  and  using  an 
EBPP  service  to  be  competitive  with  similar  companies  in  your 
industry.  A  recent  Gartner  Group  report  indicates  that  many 
billers  are  deploying  EBPP  for  potential  revenue  creation  (sell¬ 
ing  more  products  and  services  to  online  customers  via  an 
interactive  electronic  bill)  and  for  competitive  advantage. 

Q:  I  am  a  student  studying  for  a  master's  in  business 
administration  from  a  Top  20  school,  and  I  used  my  sum¬ 
mer  internship  to  work  on  an  EBPP  rollout  for  a  highly 
respected  e-commerce  company  in  Austin,  Texas.  Where 
do  you  see  the  best  opportunities  for  employment  as  a 
result  of  the  EBPP  revolution?  What  do  you  think  are  the 
most  attractive  areas  of  focus  for  EBPP  startups? 


Third,  payment  systems  are  much  different.  Since  direct 
debit  uptake  is  high  in  many  countries,  the  value  proposition  of 
receiving  and  paying  bills  electronically  is  unclear.  It  may  be 
that  e-billing  is  used  more  as  a  customer  care  tool  than  a  mech¬ 
anism  for  paying  bills. 

Q:  What  are  some  of  the  key  criteria  for  evaluating  an  EBPP  solu¬ 
tion?  What  kind  of  return  on  investment  (ROI)  can  I  expect  to 
report  to  my  CEO?  How  does  EBPP  integrate  with  other  com¬ 
merce  applications? 


A:  The  best  employment  opportunities  appear  to  be  in  tech¬ 
nology  and  service  companies  related  to  the  EBPP  industry.  This 
includes  EBPP  software  players,  service  bureaus  or  ASPs,  and 
banking  spinouts  (such  as  WingspanBank.com)  that  are  invest¬ 
ing  heavily  in  creating  successful  lines  of  business.  The  most 
attractive  areas  for  startups  are,  of  course,  in  the  same  areas. 
There  are  also  going  to  be  opportunities  in  consultancies  spe¬ 
cializing  in  e-commerce  solutions  as  EBPP  becomes  a  recognized 
part  of  an  overall  solution  for  a  financial  services  organization, 
telecommunications  company,  utility  or  manufacturer. 


A:  Some  of  the  key  criteria  for  EBPP  solutions  include: 

■  Support  for  standards — specifically  open  and  interactive 
financial  exchanges. 

■  Ability  to  integrate  to  legacy  systems  via  print-stream 
conversion.  This  is  important  if  you  have  advanced  func¬ 
tion  presentation,  Xerox  Metacode  or  other  print  stream  as 
the  only  way  to  retrieve  billing  data. 

■  Modern  Internet  technology.  Look  for  Java  and  XML- 

based  solutions  because  they 
attract  the  best  developers  and 
are  best  geared  for  scalability 
and  performance. 

Unless  you  are  engaging  in 
business-to-business  EBPP,  your 
ROI  is  going  to  be  slim.  The  pri¬ 
mary  reason  is  low  consumer 
adoption,  which  will  increase 
slowly  over  time.  A  better 
approach  is  to  understand  the 
business  implications  of  imple¬ 
menting  this  type  of  application: 
addressing  the  high-value  Inter- 
net-centric  customer  base,  pro¬ 
viding  better  levels  of  customer 


Ask  the  Expert 

Have  a  question  about  online  ful¬ 
fillment?  David  Simbari,  CEO  of 
White  Plains,  N.Y.-based  Optum, 
will  be  available  to  offer  advice  on 
improving  fulfillment  and  how 
e-tailers  will  handle  this  holiday 
season  as  fulfillment  comes  back 
into  the  spotlight.  Post  your  ques¬ 
tions  for  him  now  until  Nov.  30  at 
www2.cio.com/cio/expert. 

cio.com 


Q:  We  have  55  possible  bill  overlays  on  our  bill  statement.  This 
has  created  a  problem  for  our  EBPP  vendor  to  support.  Our 
vendor  has  solved  the  issue  by  hard  coding  our  bill.  I  view  this 
as  a  maintenance  nightmare  and  have  held  up  the  project.  Is 
this  a  common  problem  for  the  EBPP  vendors?  Or  is  our  bill 
statement  too  complex  for  EBPP  to  work? 

A:  Complexities  in  the  print  stream  are  often  difficult  to  tackle. 
This  is  one  of  the  reasons  that  both  vendors  and  billers  prefer 
to  get  billing  data  farther  upstream  if  at  all  possible,  where 
the  billing  data  has  not  yet  been  merged  with  the  printer  for¬ 
matting  content.  Good  billing  solutions  that  provide  print- 
stream  conversion  provide  a  function  called  flattening  whereby 
all  the  overlays  in  the  print  stream  are  processed  and  the  result¬ 
ing  output  looks  like  the  printed  bill.  From  there,  data  elements 
are  defined.  By  flattening  the  print  stream  prior  to  manipula¬ 
tion,  you  can  avoid  many  of  the  challenges  around  overlays. 
There  is  never  a  good  reason  to  hard  code  a  bill,  which  will 
cause  significant  problems  in  maintaining  and  enhancing  the 
bill.  Look  for  functionality  in  your  EBPP  solution  that  encom¬ 
passes  these  capabilities.  BI3 


If  you  would  like  to  recommend  an  expert  or  suggest  a  topic  for  this  col¬ 
umn,  e-mail  Senior  Writer  Daintry  Duffy  at  dduffy@cio.com. 
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BLUE  MARTINI 

SOFTWARE 

GET  TO  THEM  THROUGH  US. 

Customers  are  a  moving  target.  They're  likely  to  show  up  anywhere.  So  prepare  yourself.  Blue  Martini  lets  you 
meet  them  head-on  at  the  point  of  sale,  wherever  that  may  be.  For  example,  it's  not  unusual  for  someone 
to  research  a  product  on  the  Web,  meet  with  a  sales  person,  then  later  contact  the  call  center  to  check  on 
the  order.  Now,  at  any  point  of  interaction,  Blue  Martini  is  there,  delivering  a  highly  personalized,  branded 
experience.  To  find  out  more  about  Blue  Martini's  total  e-business  solution,  visit  www.bluemartini.com/target. 

_ _ _ _ _  _  --  - — — _ _ — - - - 

<D  20oo  8lue  Martini  Software.  AH  rights  reserved. 
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ECONOMY. 

(YOU  KHOllll. 

THE  PROFITABLE  OWE.) 


The  promise  of  e-business  is  every  bit  as  robust  today  as  it  was  when  the 
“new  economy”  was  declared.  It’s  just  that  things  that  were  labeled  passe  and 
irrelevant  when  IPOs  were  soaring  have  returned  with  a  vengeance  —  planning, 
infrastructure,  even  profitability  are  back  in  fashion.  Welcome  to  the  new  “new 
economy.”  No  company  is  better  suited  for  this  world  of  value-oriented  e-business 
than  SAP.  We  have  the  best  solutions  for  collaboration,  supply  chains,  improving 
customer  relationships  and  generally  adding  value  to  a  company’s  business  proposition. 
Out  with  the  “new.”  In  with  the  “new  new.”  Type  in  www.sap.com 


THE  BEST-RUN  E-BUSINESSES  RUN  mySAP.com 
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What  You  Don’t  Know  Can  Hurt  You 


Hazardous 

Waste 

A  smart  plan  to  dispose  of  old  computer 
hardware  can  save  your  company 
from  environmental  liability 

BY  STEVEN  ROWE 

IMAGINE  SITTING  IN  YOUR  office  absorbed  in  the  logistics  of  your  ERP 
implementation  when  the  telephone  jars  you  out  of  your 
reverie.  Your  CEO  is  on  the  line,  your  general  counsel  is  sit¬ 
ting  by  his  side,  and  they  demand  to  see  you  right  away.  The 
U.S.  Environmental  Protection  Agency  (EPA)  has  classified  a 
local  landfill  as  a  contaminated  site  and  has  just  fingered  your 
company  as  a  potentially  responsible  party  in  a  massive  $20 
million  cleanup. 

So  what’s  this  got  to  do  with  you?  Well,  hazardous  materials 
found  at  the  site  include  the  stuff  you’d  typically  find  in  com¬ 
puter  hardware,  and  your  CEO  wants  you  to  account  for  every 
piece  of  discarded  equipment  you’ve  shipped  to  the  dump.  Talk 
about  a  headache.  You  not  only  have  to  take  time  to  deal  with 
this  situation,  but  you  may  have  caused  your  company  hundreds 
of  thousands  of  dollars  in  liability — not  to  mention  the  bad 
publicity  it’ll  receive  when  it’s  deemed  to  be  a  polluter. 

Not  many  CIOs  wear  hard  hats.  But  every  CIO  is  responsi¬ 
ble  for  the  wastes  his  company  generates,  and  there  are  real 
i  nvironmental  dangers  associated  with  discarded  electrical  and 
electronic  equipment.  (See  “IT’s  Dirty  Secret,”  CIO,  Aug.  1, 


2000.)  Obsolete  PCs,  monitors,  keyboards  and  mice  may  seem 
harmless,  but  they  contain  such  hazardous  substances  as  lead, 
cadmium,  mercury,  asbestos  and  beryllium.  In  fact,  the 
Minnesota  Office  of  Environmental  Assistance  (www.moea 
. state.mn.us )  reports  that  cathode  ray  tubes — commonly  found 
in  computer  monitors — have  become  the  second-largest  source 
of  lead  in  the  state’s  waste  stream,  after  auto  batteries.  And  as 
early  as  1986,  the  EPA  estimated  that  almost  a  quarter  of  lead 
in  municipal  waste  streams  came  from  consumer  electron¬ 
ics — a  percentage  that’s  increasing  as  the  electronic  age 
expands.  Meanwhile,  the  life  span  of  a  typical  PC  is  shrink¬ 
ing  to  the  point  that  by  2005,  we’ll  need  approximately  170 
million  cubic  feet  of  space — or  roughly  one  acre  piled  4,000 
feet  high — to  accommodate  obsolete  hardware,  according  to 
a  recent  Carnegie  Mellon  University  study. 

This  means  that  while  you’re  managing  the  abundance  of 
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They  said  you  were  too  slow. 

Didn't  understand  the  new  economy. 
But  you  waited. 

Surveyed  the  scene  like  a  field  general. 
And  waited. 

Saw  the  shakeout. 

Maneuvered  the  troops. 

They  won't  know  what  hit  them. 

This  is  the  power  of  business  webs. 

This  is  Bowstreet. 
www.bowstreet.com 


bowstreet 
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high-speed  information  going  out  your  company’s  front  door, 
you’d  better  be  managing  the  hardware  going  out  the  back.  You 
don’t  want  to  find  yourself  getting  grilled  in  a  deposition  on 
what  you  did  or  didn’t  do  to  properly  dispose  of  your  electronic 
waste  stream.  So  you  need  to  develop  a  waste-disposal  plan  today 
that  can  protect  your  company  from  liability  tomorrow. 

Legal  Pitfalls 

Your  major  source  of  potential  waste-disposal  liability  is 
1980’s  Comprehensive  Environmental  Response,  Com¬ 
pensation  and  Liability  Act  (CERCLA),  otherwise  known  as 
the  Superfund  law.  Under  CERCLA,  the  EPA  identifies  con¬ 
taminated  sites,  arranges  for  cleanup,  identifies  responsible  par¬ 
ties  and  seeks  compensation  for  the  cleanup  costs.  Many  of 
these  sites  are  landfills  where  you’d  typically  send  your  trash, 
including  obsolete  computer  equipment.  Once  you’ve  been  tar¬ 
geted,  you  can  always  choose  to  fight  the  EPA  in  federal  court 


instead  of  paying  what  it  has  assessed.  But  more  likely  than 
not,  you’ll  find  yourself  embroiled  in  costly,  expert-intensive  lit¬ 
igation  over  your  company’s  environmental  impact  on  soil, 
drinking  water,  surface  and  groundwater,  and  the  toxicity  of  its 
waste.  And  unless  you  can  prove  you  never  deposited  so  much 
as  a  printer  cartridge  or  a  half-empty  bottle  of  nail  polish  at 
that  site,  you’ll  be  on  the  hook. 

Worse  yet,  the  Superfund  law  states  that  all  contributors  to 
a  contaminated  site  are  jointly  and  severally  liable  for  the  entire 
cost  of  the  cleanup.  This  means  that  you  may  only  be  respon¬ 
sible  for  part  of  the  contamination,  but  if  your  company  is 
the  only  deep  pocket  that  can  afford  to  pay,  it  can  be  stuck 
with  the  entire  tab. 

Of  course  Superfund  isn’t  where  it  ends.  You  also  need  to 
stay  on  top  of  state  laws  and  regulations  that  affect  what  you  can 
do  with  old  hardware.  For  example,  as  of  April  1,  2000,  you’re 
no  longer  permitted  to  send  computer  monitors,  TV  sets  or  other 
cathode  ray  tubes  to  landfills  or  incinerators  in  Massachusetts.  In 
addition,  South  Carolina  is  considering  the  establishment  of  a 
likely  mandatory  statewide  electronic-equipment  recycling  pro¬ 
gram.  And  several  other  states  are  actively  discussing  disposal 
limitations  and  take-back  requirements  on  certain  equipment. 

But  just  because  you  shouldn’t  simply  dump  your  stuff  in  the 
local  landfill  without  a  second  thought  doesn’t  mean  you 


should  hang  onto  it  forever,  either.  If  you  do  that,  your  equip¬ 
ment  will  become  more  obsolete  than  it  already  is.  Then  you’ll 
lose  any  value  the  equipment  may  have  still  had.  You  won’t 
get  tax  deductions  for  donating  it  to  charity,  and  it’ll  be  use¬ 
less  for  training  future  workers.  Strangely  enough,  however, 
this  is  the  choice  most  companies  are  making.  Nearly  80  per¬ 
cent  of  the  15  million  computers  retired  last  year  are  in  storage, 
according  to  a  1999  report  from  the  National  Safety  Council. 
And  with  the  high  cost  of  office  space  these  days,  that  is  sim¬ 
ply  a  bad  investment. 

What  You  Can  Do 

So  what  does  this  mean  for  CIOs?  It  means  you  should  imple¬ 
ment  a  well-thought-out  disposal  plan  now.  You  should  first 
look  to  an  attorney  or  an  environmental  consultant  to  help  you 
develop  a  deeper  understanding  of  the  legal  pitfalls  and  busi¬ 
ness  opportunities.  They  can  help  you  track  regulatory  changes; 

develop  methods  for  achieving 
your  business  goals  in  an  envi¬ 
ronmentally  and  legally  sound 
manner;  determine  the  point  at 
which  your  waste  volume  puts 
you  in  a  more  restrictive  cate¬ 
gory  of  regulation;  evaluate  tax 
liabilities  and  incentives;  and 
preserve  the  confidentiality  of 
legal  and  business-critical  information. 

The  right  professional  can  also  help  you  find  alternative 
options  for  reusing  and  recycling  your  equipment.  Maybe  your 
city,  state  or  county  has  a  program  in  place  like  the  one  in 
King  County,  Washington  (the  county  where  Seattle  is  located). 
King  County  recently  established  a  network  of  local  computer 
repair  and  resale  shops,  nonprofit  groups,  computer  retailers 
and  government  agencies  where  businesses  and  residents  can 
donate,  upgrade  or  recycle  used  computer  equipment.  Finally, 
such  a  professional  can  develop  supplier  and  disposal  agree¬ 
ments  that  shift  the  burden  and  financial  risk  up  or  down  the 
supply  chain  to  others  who  may  be  better  situated  to  manage 
the  issue.  For  example,  maybe  you  should  be  leasing  com¬ 
puter  equipment  instead  of  buying  it.  Then  at  the  end  of  the 
day,  it’s  in  the  manufacturer’s  hands  to  dispose  of  the  equip¬ 
ment.  And  remember:  Your  ultimate  goal  is  to  develop  a  plan 
that  looks  forward  in  time  but  drives  action  now.  With  a  small 
time  investment  today,  your  rubbish  can  end  up  smelling  like 
a  rose  tomorrow.  BE] 


Steven  Rowe  is  a  partner  at  Preston  Gates  &  Ellis  in  Seattle,  where 
he  specializes  in  land  use  and  environmental  law.  E-mail  us  about 
legal  matters  at  fineprint@cio.com.  Rowe  can  be  reached  at  srowe@ 
prestongates.com. 


While  you’re  managing  the  abundance  of  high-speed 
information  going  out  your  company’s  front  door,  you’d 
better  be  managing  the  hardware  going  out  the  back. 
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Truth  is,  it  can  be  a  lot  of  fun. 

Especially  when  you’re  creating 
breakaway  opportunities.The  kind 
that  transforms  companies  and 
launches  careers.  At  Acxiom, 
we  help  you  invent  exciting  new 
ways  to  build  more  meaningful 
customer  relationships  every  day. 

We  do  it  through  innovative  data 
services  and  technologies  such  as 

4  ® 

SolvitursM,  InfoBase  ,  the  Acxiom 

SM 

Data  Network  and  our  exciting, 

TM 

newAbiliTec.  The  Customer  Data 
Integration  software  that  gives 
your  entire  organization  the  most 
accurate  picture  of  your  customer 
ever  assembled. 

Join  us  in  a  very  bright  future. 

One  where  we  reach  the  top 
together  and  just  keep  climbing. 

Acxiom.  innovations  through 
Customer  Data  Integration. 


ACXIOM 


mission: 


before  akamai  could  reinvent  the  way  web  content  is  delivered,  they 
first  needed  a  bulletproof  plan  to  ensure  solid  performance  and  reliability, 
akamai  chose  inter-based  servers,  they  not  only  gave  them  massive 
scaling  capacity,  they  provided  the  performance  and  reliability  that 
content  providers  bank  on.  today,  “akamaized”  websites  provide  richer 
content  faster  and  more  reliably  than  other  sites,  companies  around 
the  world  have  considered  their  platform  options  and  have  come  to  the 
same  conclusion,  that  intel 5  architecture  is  the  ideal  technology  for  powering  a 
robust  network,  because  when  your  mission  is  flawless  delivery,  intel-based 
servers  are  critical,  (more  case  studies  -» intel.com/go/akamai ) 


forge  a  better  way  to  deliver 
web  content  across  the  globe. 
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Career  Counsel 

Mark  Polansky  Offers  Advice  to  Aspiring  CIOs  and  IT  Managers 


Get  Back  in 
the  Game 

Q:  I  have  held  senior  management  positions  in  technology  for 
some  time  now  and  had  the  experience  of  going  through  an  IPO. 
As  a  result,  I  am  in  a  good  position  financially,  so  when  oppor¬ 
tunities  to  do  something  different  came  along  I  tried  them— in 
the  IT  recruiting  space,  business  development  and  even  a  posi¬ 
tion  in  the  trades. 

However,  I’ve  found  that  I  don’t  really  like  anything  better  than 
information  systems  and  senior  technical  management,  and  I 
would  like  to  get  back  in  the  game  as  a  CTO  or  CIO.  How  do  I 
best  represent  my  career  moves  while  trying  to  move  back  into 
the  mainstream  IT  world?  Have  I  made  an  unrecoverable  career 
error? 

A:  No,  I  don’t  believe  that  your  quest  for  challenges  and  your 
desire  to  evaluate  what’s  outside  of  traditional  technical  man¬ 
agement  are  career  stoppers.  Any  interviewer  who  would  reject 
your  candidacy  based  on  the  fact  that  you  tried  a  few  things 
outside  the  box  is  probably  jealous  or  intimidated  by  your 
success  and  good  fortune,  so  just  move  on. 

Pay  attention  when  you  find  yourself  facing  an  interviewer 


who  genuinely  feels  good  about  what  has  happened  for  you 
in  your  career.  In  fact,  I  really  like  the  idea  that  you  have  got¬ 
ten  the  wanderlust  out  of  your  system  and  have  learned  a  lot 
about  yourself  and  what  you  want  to  do  with  your  profes¬ 
sional  life.  That  should  make  you  a  very  focused  and  perhaps 
passionate  addition  to  someone’s  staff. 

As  for  your  resume,  it  should — as  always — be  as  direct  as 
possible  while  presenting  the  truthful  chronology  spun  in  its 
best  light.  Although  I  don’t  usually  recommend  an  “objective” 
statement,  it  would  be  appropriate  to  include  one  at  the  top  of 
your  resume,  stating  your  desire  to  return  to  information  tech¬ 
nology  leadership.  From  my  perspective,  the  most  important 
question  is,  What  level  are  you  qualified  for,  given  your  previous 
IT  track  record  moderated  by  your  time  away  from  the  tech¬ 
nology  and  managing  positions?  The  answer  is  impossible  to 
tell  from  your  question.  But  I  advise  that  you  not  be  dogmatic 
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So  even  the  middle  of  nowhere 
can  be  the  hub  of  activity. 


The  idea  of  working  in  an  office  has  just  become  antiquated.  Now  that  Alcatel  has  delivered 
the  full  potential  of  voice-data  convergence,  ideas  such  as  single-line  Internet  access  to  e-mail, 
voicemail,  fax,  and  PBX  services;  a  single  number  that  reaches  you  wherever  you  are;  and 
complete  teleworker  integration  are  changing  the  way  people  get  their  work  done.  As  well  as 
where  they  get  it  done.  Alcatel.  Pioneer  in  enterprise  network  convergence.  www.OmniPCX.com/ads 


ARCHITECTS  OF  AN  INTERNET  WORLD 


Career  Counsel 


about  reentering  IT  as  a  CIO  or  CTO.  You  may  have  to  step 
back  and  work  your  way  back  up  the  ladder,  at  least  a  rung 
or  two. 


CTOs  in  the  B2C  space. 

HAIL  TO  THE  CHANCELLOR 


WHOSE  RESPONSIBILITY? 

Q:  I  am  an  applications  development  manager  who  has  been 
given  the  assignment  by  the  CIO  to  author  and  develop  func¬ 
tional  standards  for  our  organization’s  intranet.  I  am  eager  and 
excited  about  this  assignment,  but  currently  the  marketing  serv¬ 
ices  manager  is  managing  and  responsible  for  the  intranet.  I  feel 
like  I  may  be  setting  myself  up  for  some  problems  later  on. 
Where,  in  your  opinion,  should  management  of  the  intranet  fall? 

A:  Technology  responsibility  for  your  company’s  intranet  must 
be  the  domain  of  IS,  while  content  responsibility  remains  with 
the  cognizant  department,  be  it  marketing,  sales,  human 


Technology  responsibility  for  your  company's  intranet 
must  be  the  domain  of  IS,  while  content  responsibility 
remains  with  the  cognizant  department,  be  it  marketing, 
sales,  human  resources  and  so  on. 


resources  and  so  on.  The  variable  issue  in  practice  at  many 
companies  is  the  middle  ground  of  content  entry  and  quality 
assurance.  Why  not  charge  and  empower  the  originator  with 
that  accountability  and  control,  with  an  oversight  responsibil¬ 
ity  in  IS  for  ensuring  that  the  standards  that  you  will  develop — 
in  concert  with  the  corporate  communications  function — 
are  observed? 


Q:  What  differences  in  job  functions  can  I  expect  when  moving 
from  a  CIO  to  vice  chancellor  of  information  technology/CIO 
(dual  position)  in  a  university  environment? 

A:  It’s  very  hard  to  answer  you  without  knowing  precisely  what 
the  titles’  semantics  imply.  My  experience  has  been  that  chan¬ 
cellor  and  related  (associate,  assistant)  titles  generally  refer  to 
responsibility  at  the  university-system  level — usually  at  the 
state  level  of  public  universities  such  as  the  State  University  of 
New  York,  the  University  of  California  or  Penn  State 
University.  These  statewide  systems  of  higher  education  are 
actually  comprised  of  numerous  state  university  campuses,  col¬ 
leges  and  institutions,  each  of  which  usually  has  a  resident 

CIO  or  IT  director  reporting 
to  the  local  president  or 
provost,  and  also  has  a  dot¬ 
ted  reporting  line  to  the 
chancellor’s  office.  In  the  lat¬ 
ter  case,  the  reporting  chain 
of  command  is  often  to  the 
vice  chancellor  of  informa¬ 
tion  technology — very  much 
like  divisional  chief  information  officers  and  the  corporate  CIO 
in  a  typical  large  Fortune  500  company. 

So  perhaps  the  dual  role  you  have  cited  has  both  statewide 
oversight  and  individual  campus  line  management 
responsibilities.  Alternatively,  another  question  is:  Does  the 
vice  chancellor  role  you  refer  to  have  an  academic  responsi¬ 
bility  tied  to  it? 


CAREER  IS  ONGOING 

Q:  What  is  the  average  life  span  of  a  CIO  in  today’s  fast-paced 
business  environment? 

A:  This  has  been  the  subject  of  so  many  jokes,  and  we  all  know 
that  CIO  stands  for  career  is  over,  right?  Actually,  the  num¬ 
bers  contradict  the  notion  that  CIOs  don’t  or  can’t  hold  on  to 
their  jobs.  Recent  surveys  conducted  by  CIO  and  the  Society 
for  Human  Resource  Management,  among  several  others, 
point  to  an  average  CIO  longevity  in  the  four-and-a-half  to  six- 
year  range.  And  in  the  research  report  “The  Changing  Role 
of  the  CIO,”  conducted  and  published  by  Korn/Ferry 
International  and  the  Financial  Times  (www.cio.com/fornms/ 
executive/kornferry.html),  the  majority  of  the  CIOs  polled 
said  they  expected  to  remain  in  their  current  position  from 
three  to  seven  years.  Judging  from  the  resumes  that  land  on 
my  desk  these  days,  I  think  that  we  could  transfer  the  joke  to 


SEEKING  FAME  AND  FORTUNE 

Q:  I  am  an  IS  executive  with  a  solid  background  in  various  fields 
of  technology  and  business.  Right  now  I  would  like  to  supple¬ 
ment  my  experience  and  reputation  by  writing  articles  and  white 
papers  for  leading  technical  publications.  How  should  I  get 
started  making  a  name  for  myself  outside  my  company  in  order 
to  get  articles  published?  Will  this  improve  my  reputation  and 
marketability? 

A:  I  think  that  depends  on  what  you  are  trying  to  accomplish. 
If  you  want  to  establish  yourself  as  a  subject-matter  expert  or 
a  thought  leader  in  a  particular  facet  of  technology  or  an  IT- 
driven  business  function,  then  a  white  paper  or  case  study  of 
your  company — or  several  companies  that  have  undertaken 
and  accomplished  a  common  breakthrough — might  be  appro¬ 
priate.  Start  by  submitting  an  unsolicited  abstract  to  the  pub¬ 
lications  that  are  most  appropriate  to  the  subject.  And  don’t 
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overlook  not-for-profit  journals  and  periodicals  from  organi¬ 
zations  such  as  the  Society  for  Information  Management,  the 
Data  Processing  Management  Association,  and  the  Institute 
of  Electrical  and  Electronics  Engineers.  Additionally,  many 
IT  conferences  publish  invitations  to  submit  presentation 
abstracts  and  proposals. 

On  the  other  hand,  if  you  are  attempting  to,  as  you  said, 
improve  your  reputation  and  marketability,  then  I  think  you 
would  be  best  served  by  getting  yourself  quoted  or  even  fea¬ 
tured  in  newspaper  and  magazine  stories  written  about  the 
kind  of  things  in  which  your  department  has  excelled.  Every  IT 
publication  has  a  list  of  its  editors  and  their  areas  of  coverage 
such  as  enterprise  systems,  communications  and  e-commerce. 
Let  them  know  what  you’re  doing  in  your  shop  that  is  spe¬ 
cial.  Perhaps  you  will  find  yourself  highlighted  in  print  or  in 
cybercontent. 


Have  a  career  question? 


Visit  our  website  at  www.cio.com/ 
forums/executive/cou  nselor.htm  I 
pose  your  own  questions  to  Mark  Polansky. 


and 


COMPROMISING  POSITION 

Q:  I  work  in  an  international  company  as  a  senior  IS  manage¬ 
ment  executive.  I  moved  to  this  position  specifically  to  get  the 
opportunity  to  work  at  a  multinational  organization  after  hav¬ 
ing  been  a  CIO  at  another  company.  I  have  lots  of  freedom,  my 
views  are  respected,  and  I  have  been  able  to  update  myself  well 
and  get  supporting  roles  in  really  challenging  issues  and  proj¬ 
ects.  The  effort  has  also  been  to  drive  the  company  to  the  top 
position  in  the  use  of  IT. 

But  I  consistently  miss  being  the  CIO,  as  my  strength 
directly  relates  to  performance  at  that  level.  How  long  can  I 
compromise? 

A:  It  sounds  like  your  head  and  heart  are  really  back  in  the 
corner  office  running  your  own  shop.  As  I  have  said  in  this 
column  before,  “To  thine  own  self  be  true.”  I  don’t  know  how 
long  you  have  been  working  at  your  current  employer,  but  as 
long  as  you’ve  spent  at  least  a  couple  of  years  there  and  can 
list  on  your  resume  a  few  significant  and  successfully  com¬ 
pleted  projects  and  other  accomplishments,  go  out  and  get 
yourself  back  into  a  top  IT  position  where  you  will  truly  thrive. 
First  try  your  current  company.  Are  there  divisional  or  business 
unit  CIO  positions  available  from  time  to  time?  If  these  possi¬ 
bilities  exist,  then  prepare  and  position  yourself  to  selectively 
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evaluate  external  CIO  opportunities,  and  move  on  when  you 
find  the  right  one  for  you.  The  combination  of  your  prior  CIO 
experience  and  your  newfound  international  big  company 
experience  should  play  well  in  today’s  robust  IT  market. 

CREDIT  CHECK 

Q:  I  had  a  Chapter  7  bankruptcy  discharge  in  1997.  My  credit 
before  and  after  that  has  been  excellent.  Since  then  I  have 
worked  for  two  of  the  largest  banking  organizations  in  the  coun¬ 
try  as  an  IT  systems  administrator  and  analyst.  I  recently  inter¬ 
viewed  with  a  large  consumer  finance  corporation.  They  were 
very  interested  in  me  and  had  started  the  pre-offer  background 
checks.  However,  they  changed  course  and  told  the  executive 
search  agency  that  I  would  not  be  a  “good  fit”  in  that  area.  They 
did  not  reject  my  candidacy  but  thought  I  would  be  better  for 
some  other  position  that  probably  did  not  deal  with  credit  pol¬ 
icy  (my  analysis). 

How  should  I  handle  this?  I  obviously  did  not  lie  on  the  appli¬ 
cation,  but  at  the  same  time,  I  did  not  think  it  was  appropriate 
to  tell  them  up  front. 

A:  There  really  isn’t  much,  if  anything,  that  you  can  or  should 
do  if  the  bankruptcy  in  your  history  is  limiting  your  employ¬ 
ment  options,  especially  in  an  area  like  credit  where  it  can  be 
a  real  issue.  The  bankruptcy  is  a  legitimate  factor  in  a  com¬ 
plete  evaluation  of  you  as  a  candidate.  The  worst  part  of  the 
scenario  you  described  is  that  your  potential  employer  was 
“surprised”  by  the  revelation  of  a  bankruptcy  in  a  background 
check — rather  than  hearing  about  it  from  you  or  the  recruiter 
beforehand.  It  may  have  been  your  lack  of  fortitude,  rather 
than  the  bankruptcy  itself,  that  turned  them  off. 

Your  best  bet,  as  with  any  potentially  negative  issue  in  your 
background,  is  to  get  it  onto  the  table  and  deal  with  it  up  front. 
First,  you  will  usually  score  points  for  your  candor  and  direct¬ 
ness.  Second,  the  search  consultant  will  appreciate  your  not 
blindsiding  her  and  will  work  diligently  for  you  in  light  of  your 
being  frank  and  considerate.  Third,  the  recruiter  won’t  waste 
your  time  and  hers  promoting  you  at  firms  that  will  only  prove 
to  be  dead  ends  because  of  the  bankruptcy.  And  last,  and  most 
important,  more  often  than  not  you  can  defuse  an  anticipated 
objection  by  exposing  a  negative  issue,  in  the  context  of  your 
candidacy’s  overall  qualifications,  early  on  in  the  process.  BEI 


Mark  Polansky  is  a  managing  director  and  member  of  the  advanced  tech¬ 
nology  practice  of  Korn/Ferry  International  in  New  York 
City.  He  is  also  the  chairman  of  the  Greater  New  York 
Chapter  of  the  Society  for  Information  Management.  The 
Web-based  Executive  Career  Counselor  column  is  edited 
by  Web  Research  Manager  Kathleen  Kotwica.  She  can 
be  reached  at  kkotwica@cio.com. 
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Introducing  CAP! 

(Collaborative  Analytical  Processing) 


Today's  data  warehouse  solutions  provide  corporations 
with  nearly  infinite  data  storage  capacity.  To  get  the 
most  from  them,  you  need  sophisticated  yet  simple 
tools  that  let  anyone  in  your  organization  access 
and  analyze  the  critical  information  -  and  share  the 
results  with  others.  You  need  Collaborative  Analytical 
Processing.  And  the  only  way  to  get  CAP  is  with 
MIS  DecisionWare,  the  suite  of  planning,  reporting, 
consolidation  and  analysis  tools  that  communicate 
with  all  leading  data  warehouse  architectures. 

Our  business  analysis  tool  MIS  DeltaMiner,  for 
instance,  merges  traditional  evaluation  techniques 
with  intuitive  processes.  Its  active  search  agent 
instinctively  locates  valuable  information,  and 
automatically  performs  complex  analytical  tasks  - 
whether  or  not  the  user  has  any  IT  experience. 

As  more  than  15,000  decisionmakers  in  many  of  the 
world's  largest  companies  have  already  discovered, 
MIS  DecisionWare  provides  all  the  speed  and  flexibility 
you  need  to  be  top  dog  in  a  competitive  world. 

For  a  free  demo  CD, 

see  us  at:  WWW. ID  isag .COIT1 

or  call  us  at:  800-647-3177. 

To  find  out  about  partnering  with  us,  visit  us  at 
www.misag.com/partners. 
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The  Gildered 

Age 

All  economic  theories  are  based  on  the 
presumption  of  limited  resources.  What  happens 
when  that  presumption  is  no  longer  valid? 
Welcome  to  the  world  of  infinite  bandwidth. 

BY  MICHAEL  SCHRAGE 

Buying  a  condo  in  the  Cayman  Islands  from  your  living  room 
in  Cairo.  Converting  a  car  stuck  in  a  Philadelphia  traffic  jam 
into  a  physics  class  at  Caltech  or  a  bay-window  view  of  the 
North  Sea  into  a  three-dimensional  Rio  beachfront.  Having 
dinner  with  your  daughter  at  Dartmouth  College — and  your 
wife  at  home  in  Massachusetts — while  sitting  in  an  office  in 
Sausalito  overlooking  San  Francisco  Bay.  You’ve  heard  the 
bandwidth  “fantasies”  before.  But  there’s  nothing  fantastic — it 
will  happen. 

-George  Gilder,  Telecosm:  How  Infinite 
Bandwidth  Will  Revolutionize  Our  World 
(Free  Press,  Sept.  2000,  $26) 

Should  Telecosm  become  the  runaway  business  best-seller  it 
deserves  to  be,  its  author,  George  Gilder,  is  sure  to  become 
the  man  most  hated  by  CIOs  worldwide.  Why?  Because  CEOs, 
boards  of  directors  and  management  committees  will  read 
this  book,  look  twice  at  their  IT  architectures  and  start  pep¬ 
pering  their  CIOs  with  questions  about  whether  this  Gilder 
fellow  is  right  about  infinite,  unlimited  bandwidth  coming  to 


define  and  characterize  tomorrow’s  infostructures. 

The  overwhelming  majority  of  CIOs — who  better  have  a 
firm  and  articulate  grasp  of  Gilder’s  arguments — will  be 
reduced  to  giving  one  of  two  answers: 

“No.  I  mean,  the  guy’s  brilliant,  but  he’s  a  crackpot.  He  takes 
perfectly  legitimate  trends  in  technology — which,  by  the  way, 
I  want  you  to  know  we’re  completely  on  top  of — and  pushes 
them  way  beyond  the  point  of  absurdity.  Here’s  why  what 
we’re  doing  now  is  the  right  thing.  ” 

or 

“Well,  yes,  kind  of,  but  it’s  not  a  good  idea  to  confuse  a  clear 
view  with  a  short  distance.  We're  not  getting  free  infinite 
bandwidth  anytime  within  the  next  five  years,  OK?” 


86  CIO  NOVEMBER  15,  2000  •  www.cio.com 


ILLUSTRATION  BY  BEPPE  GIACOBBE 


2,000  CUSTOMERS 

AT  CHECKOUT 

AND  THE  CASHIER  IS 

BUTY. 


I  Every  time  your  eBusiness  network  goes  down,  you  lose  money.  Probably  millions.  Now  you  can  predict" 
downtime  with  FlameThrower™  from  ANTARA.net.  It's  the  new  standard  for  testing  the  capacity  and  vulnerability 
of  eBusiness  systems.  And  it’s  done  by  emulating  high-volume,  real-world  Internet  traffic.  To  find  out  more,  and 
get  a  FREE  DRAGON  T-SHIRT  (while  supplies  last),  register  at  www.ANTARA.net/enterprise.  And  do  it  soon, 
j  Before  your  online  cashier  checks  out. 

Flamethrower™  Network  Limit  Stressing 

www.ANTARA.net 


Book  Report 


In  other  words,  Gilder’s  telecosmic  visions  will  make  life  a 
living  hell  for  CIOs  already  struggling  to  align  technology 
infrastructures  with  business  goals.  Less  than  10  years  ago, 
most  Fortune  1000  companies  could  effectively  manage  tele¬ 
com  and  IT  as  largely  separate  business  entities.  Tomorrow, 
says  Gilder,  enterprise  computing  will  be  both  the  spectral 


Gilder’s  telecosmic  visions  will  make  life  a 
living  hell  for  CIOs  already  struggling  to  align 
technology  infrastructures  with  business  goals. 


and  fibrous  subset  of  whatever  (largely)  dumb  networks  run 
the  business.  By  many  orders  of  magnitude,  Gilder  asserts, 
sheer,  raw,  unadulterated  bandwidth  overwhelmingly  trumps 
intelligent  processing  in  terms  of  enabling  cost-effective  com¬ 
putational  performance.  “This  is  the  law  of  the  telecosm,” 
Gilder  proclaims.  “Use  bandwidth  to  simplify  everything  else.” 

Ain’t  that  a  kick  in  the  ASP?  The  network  truly  is  the  com¬ 
puter,  but  in  ways  unimagined  by  Sun  Microsystems. 

Conventional  open  systems  interconnection  networking 
standards  and  architectures  are  thus  as  anachronistic  as  Morse 
code.  Gilder  says  the  old  model  in  which  “a  Brahmin  class  of 
engineers”  presides  “over  the  center  of  the  system  telling  all 
of  the  Untouchable  users  what  they  can  and  cannot  do”  is 
about  to  be  destroyed. 

“Ultimately,”  Gilder  writes,  “the  Brahmins  are  no  match  for 
the  revolution  of  the  Untouchables.  The  latter  will  become 
free  agents,  and  their  intelligence,  distributed  around  the  end 
points  of  the  network,  will  take  control.”  The  new  network 
will  be  “faster,  dumber,  unlayered.”  Messages  will  “careen 
around  on  their  own.  Let  the  end  user  machines  take  respon¬ 
sibility  for  them.” 

The  Shock  of  the  Infinite 

Mass  multimedia  madness?  Maybe,  but  Gilder  makes  a  per¬ 
suasive  case.  Ignoring  for  the  moment  that  he  writes  very  well 
and  that  his  anecdotes  and  asides  enhance  the  credibility  of 
his  technical  claims,  understand  that  Gilder’s  core  argument 
is  economic.  In  fact,  his  grasp  of  the  economics  of  technologi¬ 
cal  abundance  and  scarcity  will  command  the  attention  of  the 
global  business  community.  CEOs  may  not  appreciate  why 
low-Earth  satellites  should  be  used  for  wireless  networking 
instead  of  cells,  but,  by  God,  if  there’s  one  thing  they  do  get 
it’s  supply  and  demand.  Gilder,  better  than  anyone,  can  artic¬ 
ulate  meaningful  business  scenarios  describing  what  happens 
when  infinity  invades  a  marketplace. 


“Every  age  defines  itself  by  the  resources  it  wastes,”  Gilder 
keenly  observes.  “Our  agrarian  forefathers  wasted  human 
time.  The  Victorians  wasted  coal  and  iron,  and  the  20th  cen¬ 
tury  wasted  electricity.  During  the  past  decade,  the  world  had 
to  learn  to  waste  transistors.  Now  it  needs  to  learn  how  to 
waste  bandwidth  and  begin  rebuilding  the  world  yet  again.” 

That  scenario  will  spawn  daily  manage¬ 
ment  nightmares  for  CIOs.  They  won’t  have 
to  artfully  manage  constraints;  Telecosm 
proffers  a  future  where  CIOs  (should  we  now 
call  them  CBOs  for  chief  bandwidth  officers?) 
are  continually  called  on  to  find  innovative 
ways  to  productively  waste  bandwidth. 
Managing  infinity  requires  a  radically  differ¬ 
ent  mind-set  than  managing  scarcity.  Just 
how  many  CIOs  are  designing  and  implementing  architec¬ 
tures  based  on  the  premise  and  promise  of  infinite  bandwidth? 
Today’s  rhetorical  question  becomes  tomorrow’s  business 
imperative.  What  the  Internet  is  to  the  telegraph,  the  telecosm 
must  be  to  the  Internet.  This  next  decade  will  be  even  crazier 
than  the  last. 

Masters  of  the  Infinite 

If  Gilder  is  to  be  believed — or  even  taken  seriously — then  it’s 
as  clear  as  a  fiber-optic  strand  that  CEOs  and  their  boards  have 
little  choice  but  to  prod,  poke  and  push  their  technical  people  to 
reconcile  tomorrow’s  telecosms  with  today’s  enterprise  resource 
planning  systems,  ASPs  and  netcentric  and  mobile  computing. 
There’s  nothing  quite  like  having  to  conduct  a  comprehensive 
strategic  and  capital  budgeting  review  because  the  boss  who 
barely  uses  e-mail  has  read  a  pop  technology  book,  is  there? 
Good  luck! 

But  even  as  CIOs  curse  his  name,  they  can’t  help  but  admire 
the  craft  Gilder  brings  to  describing  the  revolutions  that  have 
concurrently  and  convergently  occurred  in  the  realms  of  fiber, 
frequencies,  lasers  and  satellites.  Just  as  he  did  in  his  earlier 
book  The  Meaning  of  the  Microcosm ,  Gilder  tracks,  identi¬ 
fies  and  credits  the  people  and  teams  that  made  telecosmic 
innovations  possible.  People  like  Elias  Snitzer,  Will  Hicks  and 
Charles  Kao — who  has  heard  of  them? — made  commercializ¬ 
ing  fiber  optics  possible  by  figuring  out  how  to  manipulate 
photons  as  adeptly  as  the  microcosm  boys  manipulated  elec¬ 
trons.  Gilder’s  tale  of  the  coevolution  of  fiber  optics  and  semi¬ 
conductor  lasers  is  truly  a  multibillion-dollar  story  of  disruptive 
technology.  Gilder  has  found  dozens  of  such  visionaries;  they 
deserve  the  attention. 

In  fact,  one  of  Gilder’s  greatest  strengths  is  just  how  skillfully 
he  blends  his  techno-tales  with  the  business  side  of  the  equa¬ 
tion.  I’ve  heard  ex-Bell  Labs  Nobel  laureate  Arno  Penzias  once 
backhand  a  compliment  to  Gilder  by  describing  him  as  a  poet 
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The  great  e-business  shakeout  is  well  under  way.  For 
those  who  didn’t  make  it,  our  condolences.  At  least 

the  end  was  quick. 


For  those  who  have  made  it,  who  broke  the  code  and 
figured  out  how  to  build  a  truly  viable  e-business,  our 

heartiest  congratulations. 


As  it  turns  out,  many  of  these  successful 
companies-including  the  majority  of  the  Fortune 
e-50-have  built  their  e-businesses  on  an 
exceptionally  strong  foundation. 


The  BEA  WebLogic®  E-Business  Platform.™ 


This  award-winning  set  of  innovative  software  and 
services  is  uniquely  designed  to  help  businesses 
rapidly  develop  and  launch  advanced  e-commerce 
initiatives.  It’s  an  end-to-end  solution  that  includes 
rich  personalization  and  complete  B2B  integration. 

In  fact,  it’s  now  the  global  standard  by  which  all 
e-commerce  software  is  measured. 


Which  explains  why  it’s  BEA’s  market-leading  platform 
that  powers  Chase  Manhattan,  FedEx,  Amazon.com, 
United  Airlines,  Wells  Fargo,  E*TRADE  and  over  6,500 
other  successful  e-businesses.  Find  out  how  we  can 
help  yours.  Visit  us  at  www.bea.com. 
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who  understands  essential  truths  about  technology  without 
quite  understanding  the  technology  itself.  However,  few  poets 
have  as  strong  a  sense  of  marketplace  narrative  as  Gilder. 

This  comes  across  particularly  strongly  in  Gilder’s  discourse 
on  an  engagement  with  Ethernet  inventor  Bob  Metcalfe.  It  is 
no  small  irony  that,  in  most  respects,  Gilder  the  poet  has  done 
a  better  job  of  predicting  the  Ethernet’s  evolution  than  its 
MIT-Harvard-trained  creator.  To  grotesquely  oversimplify, 
Metcalfe — as  a  truly  brilliant  and  insightful  engineer — believed 


that  greater  intelligence  leads  to  greater  networks;  that  was 
the  essence  of  how  he  transformed  the  Aloha  protocol  into 
the  breakthrough  Ethernet  innovation.  By  contrast,  Gilder 
looked  at  Ethernet  and  recognized  that  the  brilliance  of  the 
innovation  relied  more  on  its  dumb  qualities  than  on  its  intel¬ 
ligence.  Think  about  it:  How  many  world-class  engineers  value 
“dumbth”  over  “smarts”?  What  we  have  here  is  not  so  much 
a  clash  of  intellects  but  a  fundamental  difference  in  values. 
What  gives  you  more  bang  for  the  buck:  souped-up  simplic¬ 
ity  or  elegant  complexity? 

Engineers  Versus  Poets 

Indeed,  if  you  look  at  Metcalfe’s  collection  of  his  InfoWorld 
[a  sister  company  to  C/O’ s  publisher,  CXO  Media]  columns, 
Internet  Collapses  and  Other  InfoWorld  Punditry  (IDG  Books 
Worldwide,  May  2000,  $19.99),  you’ll  find  a  remarkable  array 
of  well-reasoned  and  well-written  but  ultimately  flawed  pre¬ 
dictions  about  the  telecosmic 
future  (such  as  the  collapse 
of  the  Internet).  Why?  Are 
poets  smarter  than  engineers? 
Of  course  not,  but  it’s  not 
unfair  to  observe  that  engi¬ 
neers  have  a  greater  emo¬ 
tional  investment  in  rational 
analysis  and  intelligent  design 
than  most  poets  do.  More¬ 
over,  we  don’t  want  “reli¬ 
able”  networks  designed  by 
wild-eyed  radicals  and  dream¬ 
ers;  we  want  them  designed 
by  folks  who  err  on  the  side 


of  robustness  and  conservativeness.  The  result?  Engineers  are 
probably  going  to  be  better  at  identifying  the  threat  of  top- 
down  risks  rather  than  the  opportunities  from  bottom-up 
rewards.  That’s  culture. 

To  wit:  Is  the  Internet  the  product  of  top-down  planning  or 
the  by-product  of  bottom-up  (r)evolution?  The  fact  that  the  Net 
reflects  both  imperatives  reaffirms  a  profound  truth: 
Technological  innovation  depends  as  much  on  how  individu¬ 
als  and  institutions  interpret  market  forces  as  it  does  on  how 
engineers  interpret  scientific  equations.  Now, 
when  you’ve  got  market  forces  investing  in 
interpretations  of  scientific  equations,  well, 
then  you’ve  got  something. 

So  is  Moore’s  Law  (computational  power 
doubles  every  18  months)  really  a  law?  Or  is 
it  an  ideology,  a  self-fulfilling  prophecy, 
because  so  many  smart,  creative  and  mar¬ 
ket-driven  people  are  investing  in  its  prom¬ 
ise?  You  can’t  cheat  the  laws  of  physics.  On  the  other  hand, 
human  beings  can  be  quite  clever  at  arbitraging  physical  laws 
to  their  advantage. 

Telecosm  does  an  impressive  job  of  exploring  and  explain¬ 
ing  how  the  physics  of  the  telecosm  are  being  transformed  into 
the  business  of  the  telecosm.  However,  it’s  fair  to  say  that 
this  is  as  much  a  polemic  and  manifesto  as  it  is  a  history  of 
telecosmic  dynamics  and  a  portrait  of  a  possible  future.  I  don’t 
agree  with  many  of  Gilder’s  assertions  and  predictions.  I  don’t 
believe,  for  example,  that  simply  because  we  can  throw  cheap 
bandwidth  at  a  problem  that  that  is  inherently  going  to  be 
the  way  problems  will  be  solved.  But  there  is  undeniably  a 
“there”  there.  You’ll  read  this  book  not  because  it’s  “true,” 
but  because  Gilder  has  captured  a  few  fundamental  truths 
that,  sooner  or  later,  will  have  to  be  reckoned  with. 

This  is  passionate  propaganda  based  on  a  credible  synthe¬ 
sis  of  current  trends  and  deeply  held  personal  and  political 
beliefs.  The  most  provocative  analogy  I  can  come  up  with  for 
Gilder’s  Telecosm  is  Thomas  Paine’s  Common  Sense,  Both 
works  simultaneously  predict  and  call  for  a  revolution.  Both 
authors  loved  being  best-selling  radical  provocateurs.  I  doubt 
Telecosm  will  endure  as  well  as  Common  Sense  but,  unfortu¬ 
nately  for  today’s  CIOs,  there’s  a  genuine  chance  that  Gilder’s 
work  will  be  seen  both  as  tomorrow’s  common  sense  and 
business’s  next  agenda.  Gilder  has  the  rare  gift  of  using  both  his 
bandwidth  and  his  processing  power  to  simultaneously  be  both 
an  inspiration  and  a  pain  in  the  butt.  MM 


Michael  Schrage  is  codirector  of  the  MIT  Media 
Laboratory’s  eMarkets  Initiative  and  the  author  of 
Serious  Play:  How  the  World’s  Best  Companies  Simulate 
to  Innovate  (Harvard  Business  School  Press,  2000). 


I  don’t  believe  that  because  we  can  throw  cheap 
bandwidth  at  a  problem  that  that  is  inherently 
going  to  be  the  way  the  problem  is  solved. 


Telecosm,  by  George  Gilder. 
(Free  Press,  2000,  $26) 
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In  five  years,  Getty  Images  has 
soared  from  start-up  to  leader¬ 
ship  in  the  international  image 
market.  In  the  process  of  inte¬ 
grating  25  brands  and  emerging 
as  a  major  e-commerce  player, 
they’ve  become  the  definitive 
picture  of  a  fast-track  company. 
With  ever-evolving 
business  strategies, 
and  multiple  develop¬ 
ment  projects  in  the 
works  at  once. 

That’s  why  Getty 
Images  counts  on  Project 
Office  from  Pacific  Edge. 

It  helps  them  to  continu¬ 
ally  prioritize  projects, 
assess  skill  levels,  and 
manage  sweeping 
organizational  change. 

Project  Office  gave  Getty  Images: 

Focused  Oversight  -  a  global  view 
of  thousands  of  individual  tasks  to 
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Disciplined  Collaboration  -  easy 
web-based  access  for  geographi¬ 
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Efficient  Implementation  -  ease  of 
use  to  help  them  get  up  to  speed 
quickly. 
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(425)  897-8800  ext.  #0  or  visit 
www.pacificedge.com/fasttrack. 
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Tour  de  Force 

Celestica’s  SWAT-team  approach  to  integrating  acquisitions 
takes  no  prisoners  BY  ERIK  SHERMAN 


Got  a  great  management  story 
to  tell?  Send  it  via  e-mail  to 
Management  Editor  Edward 
Prewitt  at  hotseat@cio.com. 


CELESTICA,  AN  IBM  SPINOFF 
that  has  become  a  leading  con¬ 
tract  electronics  manufacturing 
company  with  $5.3  billion  in 
1999  revenues,  has  been  on  an 
acquisitions  tear.  In  the  time 
between  its  IPO  in  1996  and 


last  August,  the  company  has 
absorbed  20  organizations  with 
34  facilities.  And  it’s  still  on  the 
prowl.  But  as  those  new  manu¬ 
facturing  sites  appear  under  the 
company  name,  Celestica  has 
had  to  integrate  their  operations 


with  its  own. 

To  achieve  that  end,  the 
Toronto-based  company  has 
developed  what  can  only  be  con¬ 
sidered  a  SWAT-team  approach, 
in  which  trained  personnel  bring 
the  acquired  facility  up  to  speed. 
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e  knew  that  the  overhead  costs  lor  handling  documents  in  our  office  were 
high.  But  when  I  showed  my  boss  the  actual  numbers,  he  wept  openly. 


The  hard  costs  of  keeping  hard  copies. 

“How,  for  the  love  of  Mike,”  he  asked,  “could  we  spend 
$1 06,000  a  year  on  document  handling?”  So  I  showed  him: 
Employee  hours — $57,000.  Maintaining  and  housing 
file  cabinets — another  $18,600.  Off-site  storage 
add  $4,400.  Materials — roughly  $5,000.  And 
throw  in  $2 1 ,000  to  re-create  lost  documents. 


eCabinet  saves  thousands  a  year. 


Unsightly  and  costly. 
These  space-hogs 
had  to  go! 


Fortunately,  I  discovered 
a  bold  new  solution:  the 
eCabinet  from  Ricoh.  The 
eCabinet  automatically 
captures  every  document  that  runs 
through  our  networked  office.  Every 
fax,  photocopy,  PC  file,  scan,  and 
email.  And  eCabinet’s  advanced 
Optical  Character  Recognition  (OCR) 


and  indexing  let  us  find  documents 
too — instantly  from  the  browser 
on  our  PCs.  We  don’t  spend  time — 
which  is  money — chasing  and 
storing  paper  anymore. 
And  we’ll  never  lose  a 
document  again. 


eCabinet  paid  for 
itself  in  three  months. 
That's  great  ROI. 


] 


My  colleagues  now  sing 
Hofbrau  songs  celebrating 
my  heroic  eCabinet  vision. 


We  have  more  time,  space,  and  money. 
Thanks,  eCabinet. 

Since  I  brought  in  eCabinet  I’ve  heard  talk;  “Brian 
Callahan  is  a  genius.”  Well,  I’m  not  a  genius.  I’m  just 
incredibly  intelligent. 

Imagine  what  eCabinet  can  do  for  your  office. 

eCabinet  is  especially  valuable  to  document-intensive  businesses. To 
learn  more  about  eCabinet,  visit  rsv.ricoh.com  or  call  1-877-580-3030. 
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Inside  Celestica 

The  Company:  Celestica,  an  IBM  spinoff  and  leading  con¬ 
tract  electronics  manufacturing  company  with  $5.3  billion 
in  1999  revenues. 

The  Challenge:  Between  going  public  in  1996  and  August, 
Celestica  absorbed  20  organizations  with  34  facilities.  The 
company  needed  to  integrate  the  operations  of  the  new 
manufacturing  sites  with  its  own. 

The  Solution:  A  SWAT  team  with  IT  and  supply  chain 
members  that  within  four  to  six  months  brings  employees 
at  the  acquired  facilities  up  to  speed  using  customized 
templates  for  business  processes,  employee  training  and 
software  configurations. 


That  includes  installing  wide 
area  network  connectivity  as 
well  as  SAP’s  enterprise  resource 
management  system  and  prod¬ 
uct  data  management  software, 
including  Matrix  from  Matrix- 
One  and  eSource  from  Aspect 
Development  (recently  pur¬ 
chased  by  i2  Technologies).  Re¬ 
markably,  this  all  is  typically 
brought  live  within  four  to  six 
months.  Doing  this  once  would 
be  impressive;  repeating  it  time 
and  again  seems  just  shy  of 
impossible. 

It  is  a  feat  managed  with  pre¬ 
cision  and  driven  by  necessity, 
combining  learning  from  the 
past  and  planning  for  the  future. 
Over  time,  the  IT  department, 
working  with  the  supply  chain 
group,  has  developed  a  series  of 
templates  for  different  types  of 
acquisitions,  including  business 
processes  and  employee  training 
as  well  as  software  configura¬ 
tions.  “We  had  a  bit  of  an  inte¬ 
gration  task  force  with  people 
from  M&A  [mergers  and  acqui¬ 
sitions],  myself  and  supply  chain 
people,”  says  Lisa  Colnett,  CIO 
and  senior  vice  president  of 
worldwide  process  manage¬ 
ment.  In  Celestica’s  experience, 
standard  business  processes  and 
vanilla  implementations  of  the 
software  with  as  few  modifica¬ 
tions  as  possible  are  vital.  “It 
makes  your  upgrades  to  new 
versions  much  easier  than  if  you 
have  a  heavily  modified  sys¬ 
tem,”  says  Harvinder  Sembhi, 
director  of  supply  chain  man¬ 
agement  integration. 

The  approach  also  helps 
manage  clients.  “One  of  the 
main  business  drivers  for  that  is 
to  have  one  face  to  our  cus¬ 
tomers,”  says  Colnett.  Celestica 
gives  customers  such  as  Sun, 


Lucent  and  IBM  information 
about  the  production  process. 
Since  many  are  global  concerns, 
the  company  wants  to  provide 
a  unified  look  and  feel. 

Fast  absorption  smoothly 
moves  acquired  employees  into 
the  company,  which  is  also 
good  for  the  bottom  line.  As 
soon  as  possible,  Celestica  puts 
more  business  through  the  loca¬ 
tion,  spreading  fixed  expenses 
over  more  products  and  driving 
down  unit  cost.  Uniform  sys¬ 
tems  also  make  procurement 
more  efficient  and  drive  down 
costs  of  materials,  because  pur¬ 
chasing  by  all  locations  can  be 
aggregated.  Another  benefit  of 
uniform  processes  is  promoting 
intercompany  communication. 

According  to  Tom  Cook,  a 
senior  analyst  at  Boston-based 
AMR  Research,  working  well 
with  new  facilities  is  important 
to  a  company’s  stock.  “In  order 
to  fulfill  the  promises  of  grow¬ 
ing  not  only  revenue  but  income 
going  forward,  they’ve  got  to 
put  in  systems  that  enable  the 
collaboration  and  cost  savings 
that  an  optimized  supply  chain 

LEADERSHIP 


will  provide  them,”  says  Cook. 
“You  want  to  show  it’s  a  valu¬ 
able  stock  where  you’re  not 
only  building  equity,  but  you’re 
building  the  cash  flow  to  keep 
going  forward.” 

Before  starting  any  imple¬ 
mentation,  Celestica  meets  with 


staff  from  the  newly  acquired 
facility  to  discuss  the  task  and 
to  explain  what  is  negotiable. 
“Over  time,  we  have  been  more 
prescriptive  about  those  more 
nonnegotiable  pieces,”  says 
Colnett.  “It’s  not  up  for  discus¬ 
sion.”  The  reasons  are  practical. 


Although  at  first  Celestica 
would  discuss  best  practices 
with  new  acquisitions,  the  num¬ 
ber  of  manufacturing  sites  con¬ 
nected  to  the  corporate  systems 
makes  any  change  difficult.  In 
addition,  by  maintaining  a  fixed 
approach,  the  company  can 


leverage  its  experience  to 
quickly  integrate  the  new  site. 
The  uniformity  also  allows 
Celestica  to  rapidly  bring  its 
clients’  new  products  into 
worldwide  production.  “If  you 
don’t  have  the  same  bill  of 
material  systems,  the  same  ERP 
system  to  support  the  supply 
chain,  you  can’t  introduce  the 
new  product  quickly  in  multiple 
places  and  meet  their  market 
schedules,”  Colnett  says.  Out¬ 
side  the  necessary  software  and 
business  process  elements,  each 
acquisition  also  has  a  transition 
plan  that  is  tailored  to  the 
specifics  of  the  situation.  “It’s 
not  a  fixed  answer  for  every¬ 
thing,”  she  says. 

Dedicated  and  experienced 
managerial  staff,  including  a 
project  leader  from  IS  and  an 
expert  on  business  processes 
from  the  supply  chain  group, 
travel  to  each  newly  acquired 


WITHOUT  short-term  wins,  too  many 

EMPLOYEES  GIVE  UP  or  actively  join 

vt 

the  resistance.  -john  p.  hotter,  leading  change 

(HARVARD  BUSINESS  SCHOOL  PRESS,  1996) 
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WORLD  —  reshaped  by  the  Internet,  e-commerce,  global  mergers  and 
alliances.  Borders  continue  to  be  redrawn  or  virtually  erased  — 
between  countries;  between  cultures;  between  companies  and  their  customers,  partners 
and  competitors;  between  IT  and  the  rest  of  the  organization.  Explore  the  intersection 
of  IT  with  legal,  ethical,  cultural,  human  resources,  business  philosophies,  and  organi¬ 
zational  structures.  Envision  what’s  next  —  and  prepare  for  it. 
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location  for  the  software  and 
business-process  implementa¬ 
tion.  The  IT  representative  actu¬ 
ally  starts  on  the  project  during 
the  merger  and  acquisition 
process,  so  someone  on  the 
Celestica  implementation  team 
knows  the  details  of  the  deal, 
since  it  may  affect  how  the 
implementation  must  occur. 

Both  the  IT  and  supply  chain 
project  leaders  can  use  addi¬ 
tional  Celestica  personnel,  but 
most  of  the  work  is  done  by 
staff  at  the  new  site.  “We  bring 
their  people  in  so  they’re  a  full 
partner  in  the  transition,”  says 
Colnett.  This  strategy  helps  gain 
necessary  employee  support  and 
buy-in,  and  simultaneously  en¬ 
ables  Celestica  to  continue  its 
acquisition  strategy  without  hir¬ 
ing  more  staff  to  manage  the 
integrations.  Choosing  the  right 
people  to  send  to  the  new  site  is 
critical,  however.  “You  have  to 
put  the  right  people  from  the 
acquisition  on  the  implementa¬ 
tion  team  that  is  going  to  work 
with  our  corporate  team,”  says 
Sembhi.  “They  are  the  connec¬ 
tion  to  the  local  people.  Minds 
and  culture  go  hand  in  hand.” 
So  the  new  employees  must  be 
brought  into  the  Celestica  cul¬ 
ture  as  much  as  the  new  site 
must  be  integrated  into  the 
Celestica  infrastructure. 

Another  reason  for  having 
experienced  Celestica  employ¬ 
ees  on  site  is  to  help  the  new 
employees  understand  a  busi¬ 
ness  model  that  is  foreign  to 
them.  “For  some  of  them,  it’s 
a  major  cultural  shift  to  go 
from  an  OEM  environment  to 
a  contract  manufacturing  envi¬ 
ronment,”  says  Colnett.  “We 
realized  that  [the  help]  could 
not  be  someone  who  was  drop¬ 


ping  in  for  a  week.  It  had  to  be 
someone  who  was  in  for  a  sus¬ 
tained  period  of  time.”  The 
project  managers  can  leave 
when  the  newly  acquired  site 
is  self-sufficient  in  its  new  busi¬ 
ness  and  the  business  and  IT 
teams  have  completed  most  of 
their  work. 

Celestica  employee  presence 
is  especially  critical  when  the 
acquired  facility  was  originally 
owned  by  a  customer  and  will 
continue  to  manufacture  for 
that  company.  After  all,  the  peo¬ 
ple  at  that  plant  still  must  deal 
with  their  old  management. 
“Sometimes  it  helps  to  have 
some  distance.  Having  an  expe¬ 
rienced  Celestica  person  help 
them  through  that  change  in  the 
relationship  we  found  is  impor¬ 
tant,”  Colnett  notes. 

With  two  project  managers, 
it  may  seem  that  accountability 
for  the  upgrade  of  an  acquisi¬ 
tion  is  difficult  to  assign,  but 
Colnett  has  no  problems  with  it. 
“They  own  it  jointly,”  she  says, 
“but  I  hold  my  IT  project  man¬ 
ager  responsible  for  delivering 
the  functions  in  the  budget.” 
For  very  large  acquisitions,  the 
company  appoints  an  executive 
to  oversee  the  project;  in  these 
situations,  the  representatives 
from  IS  and  the  supply  chain 
group  both  have  dotted-line 
reporting  relationships  to  that 
person.  In  some  cases,  multiple 
groups  from  Celestica,  includ¬ 
ing  HR  and  marketing,  may 
want  to  travel  to  the  new  site. 
Under  those  circumstances,  the 
project  executive  can  referee 
any  conflicts  between  the  goals 
of  one  department  and  another. 

Celestica’s  phased  approach 
is  also  crucial.  The  first  techni¬ 
cal  step  is  to  connect  the  new 


site  to  the  company’s  WAN, 
then  to  install  Lotus  Notes  to 
enable  office  communications 
and  collaboration.  During  this 
period,  business  processes  are 
being  hammered  out  and  new 
employees  are  trained  on  the 
software  suite.  Unlike  many 

LEADERSHIP 


companies,  Celestica  puts  staff 
from  the  supply  chain  group 
as  well  as  experts  from  vari¬ 
ous  departments  in  charge  of 
training. 

“The  other  thing  we  find 
with  the  businesspeople  manag¬ 
ing  the  implementation  is  not 
only  do  they  bring  the  business 
process  experience  and  knowl¬ 
edge,  but  they  bring  the  appli¬ 
cation  knowledge,”  says  Sem¬ 
bhi.  From  the  company’s  view, 
it’s  like  having  superusers  pro¬ 
vide  training.  Because  the  train¬ 
ers  are  not  IT  personnel,  the 
new  employees  are  left  with  a 
sense  that  “if  they  can  do  it,  we 
can  do  it,”  as  Sembhi  puts  it. 

So  by  the  time  the  software 
is  installed,  the  business  is  ready 
to  begin  using  it.  “Strong  buy- 
in  is  definitely  key,”  says  David 
Cefai,  director  of  IT  strategic 
solutions.  “After  you  standard¬ 
ize  [business  processes  and  re¬ 
quirements],  the  technological 
issues  become  straightforward.” 

Changing  the  factory  floor 
controls  and  software  would 
be  a  much  harder  task,  so 
Celestica  doesn’t,  opting  to  roll 


out  a  data  warehouse  to  pull 
information  into  the  ERP  sys¬ 
tem  “and  have  one  neutralizing 
layer,”  says  Colnett.  Project 
leaders  stay  as  long  as  neces¬ 
sary  to  get  the  new  site  stabi¬ 
lized;  then  they  are  off  to  their 
next  assignment. 


Notwithstanding  its  recent 
conquests,  Celestica  still  faces 
challenges.  One  is  replacing  its 
former  standard  ERP  system 
with  SAP’s  version.  But  since  it 
has  already  installed  the  new 
software  a  number  of  times 
in  newly  acquired  offices,  this 
should  be  manageable.  Poten¬ 
tially  more  difficult,  according 
to  Cook,  will  be  the  company’s 
move  into  manufacturing  fiber¬ 
optic  products.  “They’ve  got  to 
make  a  change  in  what  the  sys¬ 
tems  will  do,  because  there  is  a 
different  manufacturing  process 
involved,”  he  says.  “I  think  it’s  a 
challenge  for  the  whole  indus¬ 
try  but  especially  for  Celestica, 
where  it  takes  advantage  of  hav¬ 
ing  a  certain  business  model  for 
acquisitions.” 

Still,  smart  money  might  bet 
on  Celestica’s  approach  to  new 
acquisitions.  “They’re  on  target. 
They’re  going  to  be  a  $20  bil¬ 
lion  company  in  another  year 
and  a  half,”  says  Cook.  “That’s 
amazing.”  ■ 


Erik  Sherman  is  a  freelance  writer 
who  lives  in  Marshfield,  Mass. 


INNOVATION  is  not  ‘flash  of  genius’; 
it  is  HARD  WORK.” 

-PETER  DRUCKER,  MANAGEMENT  CHALLENGES  FOR  THE 
21ST  CENTURY  (HARPERBUSINESS.  1999) 
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to  watch  over  your  e-business? 
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.one  to  help  guide  you 

through  the  e-Security  maze. 
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Introducing  METASCS 
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Only  MFTASeSr/  gives  you  the  peace 
of  mind  you  need  when  facing  the 
challenges  of  securing  your  IT  infrastructure 
and  e- Foundation. 


'W. 


Our  worldwide  team  of  industry  leading  security  and 
e-commerce  experts,  are  committed  to  helping  you  meet  the 
challenges  of  tomorrow  -  today,  Whether  you  are  a  small,  medium  or 
large  business  we  are  committed  to  helping  organizations  like  yours  harness 
the  power  of  the  Internet. 

Our  revolutionary  enterprise-wide  security  solutions  and  approach  to  threat  and  vulnerability 
management,  intrusion  detection,  security  policy  and  procedure  development  and  compliance,  incident 
response  and  computer  forensics,  make  securing  your  IT  infrastructure  easy.  We  apply  the  best  minds  in  the  industry 
to  ensuring  you  that  your  network  and  e-commerce  solutions  are  prepared  for  the  inevitable,  not  to  mention  the  unexpected. 


For  more  information  on  how  METASeS  can  assist  you  in 
securing  your  e-Foundation  visit  our  website  at  www.metases.com, 
or  call  877. 908. META 


2000  I'll  TA  becur  e  COM  Solution-,,  Inc.  All-fights  reserved. 
CI0A0B00 


Securing  the  e-Foundation  for  Today's  Business  Enterprise 


HOT  Seat 

HINDSIGHT  |  TIM  CASE 

Friendly 

Persuasion 


A  VETERAN  OF  corporations 
like  Clairol  and  Bristol  Myers, 
Timothy  Case  is  now  CIO  of 
Combe,  a  privately  held  White 
Plains,  N.Y.-based  consumer 
products  company  with  600 
employees  and  brands,  such  as 
Just  for  Men  hair  coloring  and 
Lanacane  skin-care  products. 
Case  realized  Combe  needed  a 
successful  Internet  strategy  to 
remain  competitive,  and  that 
meant  getting  corporate  man¬ 
agement  involved. 


CIO:  How  has  management 
reacted  to  the  Internet? 

Case:  In  this  company  and  in 
others  I’ve  been  in,  technology 
has  always  been  seen  as  a  nec¬ 
essary  evil.  The  Internet  is  the 
first  thing  in  my  40  years  of 
working  that  has  spanned  all 
disciplines  and  departments. 

It's  the  first  time  technology’s 
hit  the  creative  minds— the 
sales  and  marketing  types. 
They’ve  just  never  had  to  deal 
with  it.  And  executives  don’t 
like  to  make  decisions  about 
things  they  don’t  understand. 


Was  involvement  necessary? 
Why  not  just  get  approval? 

An  Internet  strategy  affects 
everybody,  and  it  can't  be  done 
without  everybody  chipping  in. 
Having  managerial  and  user 
champions  is  OK  when  some¬ 
thing  is  project  based.  When 
looking  at  the  Internet,  if 
there’s  no  high-level  executive 
champion,  it  becomes  difficult 


with  the  executives  targeted  at 
the  Internet.  They  look  at  com¬ 
petitors’  sites,  look  at  a  news 
wire,  learn  to  do  searches. 
We've  also  converted  all  our 
daily  management  reporting  to 
digital  media  and  pump  it  out 
to  them  via  our  intranet.  Then 
we  brought  in  a  lot  of  outside 
groups  to  expose  them  to 
what’s  going  on  in  the  world  of 
advertising  on  the  Web.  I’ve 
brought  all  my  executives  to  a 
Giga  executive  briefing,  where 
we  talked  about  technology,  as 
it’s  beginning  to  infiltrate  busi¬ 
ness  processes,  and  the 
Internet. 


Are  you  satisfied  with  your 
efforts? 

It’s  netted  out  as  education 
and  exposure— we  try  to  take 
the  fear  out  of  it.  We  have 
executive  management  that’s 
not  sure  how  the  Internet  will 
fit  into  all  business  processes 
(and  neither  is  the  Internet), 
but  sees  the  value  and  fun  in 
using  it.  That’s  all  you  can 
ask.  It’s  still  maturing. 

-E.  Sherman 


Have  a  favorite  example  of  how  man¬ 
agers  shouldn't  behave?  Send  it  to 
Management  Editor  Edward  Prewitt  at 
hotseat@cio.com. 


for  the  IT  department  as  well 
as  some  of  the  functional  user 
groups  to  explain  and  justify 
either  diverting  current  budget 
expenditure  or  adding  incre¬ 
mental  dollars. 


Can  you  make  executives  com¬ 
fortable  with  the  Internet? 

You  cannot  shove  education  at 
anybody.  Somewhere  there  has 
to  be  desire  and  need.  That’s 
coming  through  their  peers 
outside  the  company,  through 
their  families.  Everybody  from 
the  president  down  takes  14 
hours  of  IT  courses  a  year. 
We've  run  one-on-one  training 
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One  day  you  wake  up  and  realize  that  your  e-commerce  site  is,  well,  all  your  commerce. 


CISCO  has. 

Ninety  percent  of  Cisco  orders  are  processed  through  a  critical  e-commerce 
application  called  Cisco  Connection  Online.  It  brings  together  over  400  content 
developers,  700,000  data  files,  and  175  applications  to  generate  $55  million 
in  revenue  every  day.  Needless  to  say,  as  CCO  goes,  so  goes  Cisco. 

Cisco  asked  Kintanfffor  help  in  technology  chain  automation  for  this 
e-commerce  side  of  their  business.  By  providing  secure,  systemized  processes 
with  increased  visibility,  self-service  reviews  and  approvals,  and  automated 
deployment  of  new  site  features,  we  have  delivered  in  spades.  Revenues  through 
CCO  have  quadrupled  from  $4  billion  to  $17  billion  a  year,  while  the  team 
required  to  manage  the  site  has  decreased  by  25%. 

Believe  it  or  not,  results  like  these  can  be  achieved  almost  overnight.  We  can 
radically  accelerate  the  speed  at  which  your  business  can  evolve.  Do  it  in  Kintana  time. 

■  ■  call  1-877-KINTA'NA  to  find  out  how. 


Have  you  heard  of  Kintana? 


—  £■* 


*  F 


KINTANA  we  make 

>200*.  All  ncjhts  r«?ver.v&cd  All  other  trademarks  are 


Mark  Tonnesen,  Vice  President  Information  Technology 

Cisco  Systems 


SOMETIMES  EMPLOYEES  find  quirky  benefits  a  kick.  At  BigStar 
Entertainment  it’s  more  like  a  kick,  jab  and  punch.  The  online 
movie  store  in  New  York  City  offers  Thai  boxing  lessons  three 
days  a  week  before  work,  and  CEO  David  Friedensohn  picks  up 
the  tab.  Although  there  are  limits— no  biting,  for  example— the 
sport  has  few  rules  and  participants  hit  pads  with  their  hands,  elbows  and  knees.  So  far  there 
have  been  no  casualties.  “We’re  not  punching  each  other  in  the  head;  you’re  not  sparring,"  says 
Friedensohn.  There  are  also  plenty  of  calisthenics  and  rope  jumping  for  a  general  workout. 

Friedensohn  took  up  Thai  boxing  at  his  previous  company  and  started  exercising  on  a  nearby 
pier  before  the  BigStar  office  opened  in  the  morning.  Employees  showed  interest,  so  he  began 

teaching  what  he  knew  before  hiring 


EMPLOYEES’  BEST  FRIENDS 

CAN’T  TAKE  your  dog  to  the  office,  but  don’t  want  to 
leave  him  home  alone?  Qpass,  an  e-commerce  soft¬ 
ware  company  in  Seattle,  offers  its  employees  day 
care  or  taxi  services  for  furry  friends.  Using 
ServiceStop,  a  Web-based  employee  incentive  pro¬ 
gram,  the  company  found  local  service  providers.  Can 
“Take  Your  Goldfish  to  Work  Day”  be  far  behind? 


BigStar  Entertainment’s  CEO 
David  Friedensohn 


a  professional  Thai-style  boxer  to 
train  the  group. 

“There  are  many  different 
things  you  have  to  be  aware  of 
at  once  [in  Thai  boxing  and 

business],  both  on  the  attacking  front  and  the  awareness  front,"  Friedensohn 
says.  Then  there’s  just  getting  physical.  “As  long  as  they're  producing  endor¬ 
phins,  it  makes  them  happier  employees,”  he  says.  “There’s  all  sorts  of  crazy 
things  going  on,  and  anything  that  mellows  people  out  is  a  positive." 


HOT  Seat 

BENEFIT  FRINGE 

Kick,  Don’t  Bite 


Leave  the  Keys 

BESIDES  ITS  headquarters  in  Campbell,  Calif., 
Portera  has  facilities  in  Berkeley,  a  city  known 
for  its  parking  challenges.  To  that  end,  the  com¬ 
pany  rented  a  nearby  parking  lot  and  retains  a 
valet  service  to  ferry  the  cars  for  two  hours  in 
the  morning  and  again  in  the  afternoon.  “It  is 
actually  very  cost-effective  if  you  think  about 
what  you  pay  an  engineer  to  be  driving 
around  the  block  to  find  a  parking  place," 
says  CIO  Bob  Quinn,  who  previously  served 
in  the  same  position  at  eBay  and  Sun 
Microsystems.  Similarly,  Portera  keeps 
motorized  scooters  inside  the  front  doors. 
Growth  has  forced  the  business  to  spill  over 
into  additional  buildings  in  both  cities.  A 
couple  of  engineers,  tired  of  driving  from  one 
to  the  other,  brought  in  the  devices.  Within  a 
few  days,  they  had  gained  converts,  and  the 
company  bought  some  for  other  employees  to  use. 
Gimmick?  Perhaps,  but  the  cumulative  effect  is  goodwill  among  employees.  If  a  benefit  gets  stale, 
Portera  replaces  it  with  something  new.  A  popular  perk,  judging  by  use,  is  each  employee’s  personal 
bridge  conference  line.  IT  types  who  dislike  early  mornings  are  particularly  enamored.  “When  we 
have  a  9  a.m.  status  meeting,  about  half  of  those  people  are  dialed  in,"  Quinn  says. 


Speaking  of  pets,  accord¬ 
ing  to  Rod  Tekowitz  of 
executive  search  firm 
Bialla  &  Associates,  the 
first  choice  for  a  senior  IT 
position  with  a  San 
Francisco-area  company 
demanded  that  his  new 
employer  relocate  his 
flock  of  about  two  dozen 
geese  from  the  East 
Coast.  The  candidate  had 
obviously  laid  an  egg,  as 
the  company  declined 
and  settled  for  choice  No. 
2.  Hopefully  that  egg  was 
golden;  the  position  had 
an  equity  stake  and  cost 
the  man  about  $100,000 
per  goose. 
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It’s  Time  to  Take  Control. 
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I  SAID 

COGNIFY! ! 


When  your  technology  isn’t  working,  you’re  not  in 
control.  And  when  you’re  not  in  control,  you  can’t  exe- 
cute  strategy.  But  now  you  can  eliminate  the  distractions 
and  focus  on  strategy.  The  power  of  Cognification  makes 
it  possible.  Stop  being  frustrated  and  start  taking  control. 


cog*ni«fy  Aog’-nT-fT/  v.  -ied.  1.  To  transform  chaos  into  order 
2.  To  synchronize  technology  with  the  needs  of  the  business  or 
organization  3.  To  take  control  of  the  technology  platform  4.  To 
remove  technological  distractions  that  prevent  execution  of  strat¬ 
egy.  I <codify ,  to  arrange  or  systematize]  -  Cog’ni*fi*ca’-tion  n. 


TO  LEARN  MORE  ABOUT  COGNET’S  PROPRIETARY  PROCESS,  COGNIFICATION,  CALL  1 .866. COGNIFY  TOLL  FREE  OR  VISIT  WWW.COGNET.COM 
Funded  by  C.E.  Unterberg,  Towbin  and  S!  Ventures,  a  GartnerGroup  affiliate. 
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HOT  Seat 

HANDS  ON  |  DAVID  MATTHEW 

Get  Fit  for  the  Next  Round! 


Well-designed  training  regimens,  without  steroids,  can  land 
your  company  a  medal  in  the  Net  Business  Olympics 


Your  company’s  prosperity  in  the  next  four  years  will  be  directly 
tied  to  its  ability  to  compete  in  the  Internet  economy — leaping  past 
half  a  trillion  dollars  at  an  annual  rate  of  more  than  60  percent. 
Meaning:  If  you  aren’t  competing,  or  at  least  intensively  training, 
for  the  Net  Business  Olympics,  your  company  will  soon  lose  total 
economic  relevance  in  the  rapidly  shifting  global  economy. 

Lay  into  the  Powerbars.  Chug  Gatorade  till  you  burst.  You’ve 
got  to  get  the  entire  company  into  Net  condition,  ready  to  qual¬ 
ify  for  Olympic-level  performance.  But  where  the  losers  face  obso¬ 
lescence,  gold  awaits  the  winners.  The  efficiencies  and  opportuni¬ 
ties  available  via  the  Web 


and  related  technologies  are  dictating  an  unprecedented  level  of 
achievement. 

Infinite  bandwidth,  Web-based  entertainment  linked  to  employee 
education  and  a  new  generation  of  communication  devices  are  only 
some  of  the  stunning  changes  on  the  horizon.  Collectively,  they  will 
turn  your  industry,  and  your  job,  upside  down  and  inside  out. 

To  help  you  cope  with  the  looming  seismic  shifts,  here  are  six 
training  regimens  I  suggest,  based  on  discussions  with  scores  of 
insightful  CIOs. 


Nutrition 

New  business  environments  emerge 
daily.  Yesterday’s  competitors  are 
today’s  partners.  Geographies  disap¬ 
pear.  New  marketing,  manufactur¬ 
ing  and  fulfillment  capacities  have  to 
be  grown  instantly.  Your  team  must 
integrate  a  rapid  learning  capability 
into  its  function.  Customer  service 
and  technical  support  staff  must 
have  a  significant  percentage  of  their  time  set  aside 
for  new  proficiency  education  and  testing. 

The  Net  offers  learning  on  fast  forward.  Cisco 
has  transferred  50  percent  of  all  organized  edu¬ 
cation  to  e-learning.  But  the  new  goal  is  80  per¬ 
cent.  To  make  the  goal  real,  business  unit  heads’ 
bonuses  depend  on  achieving  it.  Net  learning 
allows  employees  to  schedule  at  will  and  saves 
employers  travel  and  downtime.  Most  important 
in  the  fast-changing  environment  of  technological 
revolutions,  it  enables  the  technical  and  sales  work¬ 
forces  to  maintain  currency  despite  location. 

Like  steroids,  though,  e-learning  has  been  sub¬ 
ject  to  hyperbolic  ratings,  which  can  lead  some  IT 
leaders  down  a  primrose  path.  Teach  your  organiza¬ 
tion  to  approach  training  carefully.  Here  are  some  tips. 
■  Education  is  not  cheap.  Effective,  relevant  educa¬ 
tion  in  anything  other  than  generic  fundamentals  requires 
skilled,  company-specific  customization.  Interaction,  along 
with  materials  specially  designed  for  your  company,  products 
and  work  flows,  accelerates  learning  and  raises  retention  rates — 
and  requires  unusually  talented,  rare,  expensive  professionals. 
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AN  OUT  OF  BALANCE  CONTINUITY 
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MDISCO 


How  do  you  achieve  balance?  First,  you  need  some  answers.  What  are  your  peers  doing?  How  do  you  get  the  best  return  on  your  investments? 


And  exactly  how  available  do  your  business  units  need  to  be?  To  find  out,  contact  Comdisco  for  Business  Continuity  Benchmarking.  We  have 


the  personnel,  the  tools  and  the  experience  to  get  the  answers.  1-800-272-9792.  www.comdisco.com.  Delivering  the  promise  of  technology. 


HOT  Seat 


■  Face-to-face  encounters  are 
and  always  will  be  mandatory 
for  certain  communications. 
New  hires  need  to  get  the  mis¬ 
sion  and  values  of  a  company 
from  top  management  in  early 
orientation  sessions.  That’s  why 
Vividence’s  CEO  Artie  Wu 
insists  on  personally  presenting 
the  Web  market  research  start¬ 
up’s  100-year  plan  to  all  new 
staffers.  And  why  either  CEO 
John  Chambers  or  Gary  Dai- 
chent,  vice  president  of  world¬ 
wide  operations,  addresses  Cis¬ 
co’s  corporate  culture  class. 

Flexibility 

Especially  in  the  rapidly  chang¬ 
ing  ecosystem  of  e-business,  the 
CIO  must  create  a  culture  of 
agility.  Using  cross-functional 
teams  with  shifting  compositions 
to  attack  projects  is  an  excellent 
way  to  cultivate  this  vital  talent 
across  the  organization.  Note 
Jack  Welch’s  “Destroy  Your 
Business”  effort,  which  assem¬ 
bled  cross-functional  teams  in  all 
of  General  Electric’s  business 
units  to  benchmark  competitors’ 
business  models,  their  products, 
services  and  Web  economics. 
The  result:  a  new,  Web- 
optimized  operating  model  for 
each  GE  business  unit.  Such 
reinvention  efforts  can  jump- 
start  any  company’s  self-canni¬ 
balization  efforts  and  simulta¬ 
neously  limber  up  organization¬ 
al  attitudes. 

Reflexes 

In  Internet  business  relationships, 
you’re  as  close  to  the  customer  as 
a  fencer.  Your  organization’s 
powers  of  observation  and 
response  have  to  be  that  good. 
Especially  as  more  companies 
embrace  one-to-one  marketing 


and  presentation,  and  mass  cus¬ 
tomization.  But  be  aware  that 
your  competitors  are  closer  than 
ever  to  your  customers  too. 
They’re  all  talking — at  online 
auctions  and  in  B2B  market¬ 
places  in  which  you  may  share  or 
compete.  Responding  to  industry 
exchange  PlasticsNet,  GE 
Plastics  quickly  maximized  cus¬ 
tomer  information  on  its  own 


proprietary  site,  enriching  the 
customer’s  design  experience  and 
cutting  out  competitive  suppliers. 

Tai-Chi 

Cultivate  the  ability  to  use  the 
efforts  of  others — internally  and 
externally.  Internally,  let  em¬ 
ployees  serve  themselves.  Maxi¬ 
mize  shopping  cart  convenience 
so  that  they  can  participate  in 
cafeteria  (self-choice)  smorgas- 
bords.  Get  your  human  resource 
staff  out  of  the  business  of 
administrivia  and  let  them  con¬ 
centrate  on  the  strategically  sig¬ 
nificant  areas  of  recruitment, 
retention  and  development  of 
your  intellectual  capital. 

Externally,  let  customers 
serve  themselves.  Web-based 
ordering  offers  more  accuracy, 
faster  delivery,  fewer  returns  and 
more  accurate  fulfillment.  Web- 
based  self-service  for  customer 
service  leads  to  greater  customer 
vision  of  your  processes,  a  famil¬ 
iarity  that  can  breed  satisfaction 
and  trust — if,  of  course,  your 


processes  can  stand  up  to  the 
scrutiny.  Using  others’  efforts 
creates  a  virtuous  circle  of  effort. 

It’s  not  just  tactical  functions 
like  HR.  Cisco’s  success  in  part 
also  stems  from  being  a  virtual 
manufacturer;  of  its  36  manu¬ 
facturing  sites,  it  owns  three. 
Others,  like  Solectron,  supply 
the  physical  plant  and  the 
employees. 


Heavy  Lifting 

IT  is  the  moving  muscle  behind 
business-to-consumer,  business- 
to-business  and  business-to-gov- 
ernment  commerce  as  well  as 
emerging  marketplaces  and 
exchanges.  This  weight  training 
requires  practice  in  business 
process  reengineering  so  that 
your  company  isn’t  the  one  that 
drops  the  baton  in  the  relay.  If 
you’ve  done  your  ERP  gym 
work,  great;  that  should  have 
sculpted  some  of  the  needed  new 
business  process  definitions.  If 
you  haven’t,  your  improvement 
regimen  is  cut  out  for  you.  And 
remember,  with  the  new  self- 
service  interface  with  your  cus¬ 
tomers,  any  failure  or  disconti¬ 
nuity  in  any  of  your  processes 
will  be  painfully  obvious. 

Lung  Capacity 

Endurance  is  key.  We  are  at  the 
beginning,  not  the  middle,  of  a 
technical  revolution,  and  it’s  not 
about  to  curve  out  anytime 
soon.  Many  companies  have 


just  finished  the  ERP  implemen¬ 
tation  hurdles.  Now  the  Internet 
dashes  are  being  run.  Optical 
pole  vaults  are  just  around  the 
turn.  On  the  horizon  are  the 
wireless  high  jumps.  Over  the 
horizon  are  still  more  events  to 
challenge  the  CIO  and  his  IS 
organization.  An  ability  to  ven¬ 
tilate  is  the  key  to  competing  in 
this  IT  iron  man  challenge. 

Cultivate  ventilation  by  delib¬ 
erate  exposure  to  other  organi¬ 
zations’  ideas,  challenges  and 
solutions — especially  those  out¬ 
side  your  industry.  At  The 
Research  Board,  we  have  culti¬ 
vated  a  “Noah’s  ark”  diversity 
of  members’  companies  for  27 
years,  because  great  ideas  are 
easily  identifiable  and  travel 
quite  well  between  keen  CIOs 
outside  the  stuffy  atmosphere  of 
industry-specific  trade  confer¬ 
ences.  Participate  in  peer  group 
organizations  and  have  your 
staff  do  the  same.  Cultivate  rela¬ 
tionships  with  universities — fac¬ 
ulties  and  students — which  are  a 
good  source  of  fresh  ideas  and 
a  great  way  to  ease  recruiting. 

The  IT  Games  are  not  a  four- 
year  contest.  They  are  an  ongo¬ 
ing  rivalry  wherein  the  CIO  and 
her  team  are  coaches  as  well  as 
contestants — teaching  the  or¬ 
ganization  the  rules  of  the  game 
and  striving  to  achieve  the  fast¬ 
est  response  to  the  next  global 
challenge.  BE] 


David  Matthew  is  a  partner  at  The 
Research  Board,  an  international  IT 
think  tank  that  provides  trend  analy¬ 
sis,  strategic  re¬ 
search  and  net¬ 
working  services 
to  CIOs  of  100  of 
the  world's  leading 
corporations. 


LEADERSHIP 

IT’S  WHAT  you  learn  after  you 
KNOW  IT  ALL  that  counts.” 

-EARL  WEAVER, 
FORMER  BALTIMORE  ORIOLES  MANAGER 
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Aethers  wireless  end-to-end  solutions 
are  revolutionizing  e-mail.  Now  you  can 
send  and  receive  messages  on  the  go. 
It's  just  what  you  would  expect  from  a 
company  that  has  helped  improve 
healthcare,  education,  commerce, 
finance,  public  service  and  safety. 
Welcome  to  the  wireless  age.  It's  here. 
It’s  now.  And  it’s  powered  by  Aether. 


ETHER 

Wireless  Solutions  for  a  Portable  Planet 


www.aethersystems.com 


1  .800.854.0473 

NASDAQ^  AETH  ©  Aether  Systems,  Inc.  2000  CD4 


Your  business  is  exciting  enough — you  don't  need  the  adrenaline  rush  of  wondering  if  your  business-to-business 
Web  sites  and  corporate  portals  all  have  timely,  accurate  information.  Or  if  everyone  will  be  able  to  get  the 
information  they  need,  when  they  need  it. 


With  Xpedio™  Content  Management  from  IntraNet  Solutions,  you  can  publish  business  content  from  any  data 
source  to  the  Web,  automatically.  Your  users  can  access  personalized,  secure  content  from  any  Web  client — 
including  mobile  and  wireless  devices.  And  you'll  deploy  in  days,  rather  than  months.  It's  why  more  than  1,250 
companies  and  350  partners  rely  on  IntraNet  Solutions'  products  to  make  managing  Web  business  content  so 
routine  it's  a  bit...  well,  boring. 


www.intranetsolutions.com 


IntraNet 

SOLUTIONS 


Business  Content  Management™ 


IntraNet  Solutions  is”a  registered  trademark  and  Xpedio  Is  a  trademark  of  IntraNet  Solutions,  Inc: 


Cover  Story 


E-Commerce 


The  company  that  set  the  American  corporate 
dress  code  for  the  last  century  fell  out  of  favor  in 
the  casual  ’90s.  The  Web  may  help  it  come  back. 
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you’re  online  looking  for  some  new 


clothes  for  work,  and  you  surf  to  the  website  of 
a  famous  retailer.  Up  pops  the  image  of  a 
striking  young  man  wearing  a  spread-collar 
dress  shirt  in  sage  green— one  of  fall’s  hot  colors. 
His  top  button  undone;  he’s  the  picture  of 
business  casual.  Another  image  flashes  at  you— a 
stack  of  women’s  shirts  in  apple  green  and 


hot  pink.  The  latest  from  Banana 
Republic?  Nope.  You’re  shopping  at 
stodgy  old  Brooks  Brothers’  online  site. 


Reader  ROI 

Find  out  how  e-com¬ 
merce  is  helping  an 
old  company  update 
its  image 

Learn  which  tech¬ 
nologies  this  brick- 
and-mortar  retailer  is 
adopting  to  compete 
online 
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Cover  Story 


E-Commerce 


Yes,  the  company  still  sells  those  famous  button- 
down  white  shirts,  if  that  s  what  you  want.  But  the 
venerable  retailer  has  designed  its  website  to  attract 
young  customers,  the  demographic  that  abandoned 
the  company  in  droves  for  the  more  fashionable, 
casual  attire  of  competitors.  Brooks  Brothers  wants 
these  customers  back  and  once  it  gets  them,  it  wants 
to  keep  them  for  life,  like  it  did  in  the  days  when  Wall 
Street  bankers  brought  their  sons  to  the  store  to 
be  measured  for  their  first  pinstripe  suits. 


Information  technology — and  the  Web  especially — plays  a  criti¬ 
cal  role  in  Brooks  Brothers’  strategy  to  rekindle  that  tradition  and 
boost  its  flagging  profits.  The  casual  ’90s  were  an  up-and-down 
decade  for  Brooks  Brothers  as  it  struggled  to  remake  its  buttoned- 
up  image  and  bolster  profits  that  slumped  by  38  percent  from  1999 
to  2000.  As  part  of  its  push  to  improve  the  bottom  line,  the  com¬ 
pany  is  in  the  middle  of  a  two-year  plan  to  integrate  its  Web,  in¬ 
store  and  catalog  operations  to  provide  a  single  view  of  each  cus¬ 
tomer  that  its  sales  force  can  use  to  market  new  clothes  and  pro¬ 
vide  personalized  services  in  all  three  sales  channels. 

Been  measured  in  the  store  for  a  custom-made  shirt?  Then  order 
some  more  from  your  Palm  Pilot  while  you’re  waiting  in  the  air¬ 
port.  Want  to  buy  your  brother  another  tie  but  can’t  remember 
which  one  you  bought  him  last  Christmas?  Brooks  Brothers  will  look 
it  up,  no  matter  which  channel  you  bought  it  from.  The  Web  won’t 
save  Brooks  Brothers.  No  amount  of  technology  can  help  a  retailer 
make  money  unless  it  sells  products  that  people  want  to  buy.  But  if 
the  company  solves  that  problem — and  it  remains  to  be  seen  whether 
it  will — then  the  way  the  organization  uses  IT  can  distinguish  it  from, 
or  at  least  allow  it  to  keep  up  with,  the  competition.  Brooks  Brothers’ 
online  push  is  coming  at  a  time  when  it  has  curbed  plans  to  open  new 
stores  and  abandoned  an  effort  to  spin  off  separate  stores  for  women. 
Last  fall,  six  executives,  including  those  in  charge  of  men’s  clothing 
and  online  and  catalog  sales,  left  in  a  management  reorganization 
sparked  by  the  company’s  losses.  Marcia  Aaron,  a  retail  analyst 
with  Deutsche  Banc  Alex  Brown  in  San  Francisco,  says,  “People 
shouldn’t  look  at  the  Internet  to  be  the  main  growth  driver”  for  any 
retailer.  But  she  thinks  online  stores  are  necessary  for  the  convenience 


they  offer  customers. 

Online  sales  don’t  vet  add  much  to  retail- 

J 

ers’  profits.  According  to  The  NPD  Group,  a 
Port  Washington,  N.Y.,  market  research 
company,  Internet  purchases  accounted  for 
less  than  1  percent  of  total  clothing  sales  last 
year.  Mark  Friedman,  Brooks  Brothers’ 
executive  vice  president  for  e-commerce  and 
direct  mail,  says  his  company  did  somewhat 
better  than  average — in  the  low  single  dig¬ 
its  as  a  percentage  of  all  sales  (though  he 
wouldn’t  share  specific  numbers).  Until 
recently,  “the  Internet  has  tended  to  be 
skewed  toward  male  [shoppers],  and  we 
have  tended  historically  to  be  a  predomi¬ 
nately  male  business,”  he  says.  “So  our 
demographics  have  matched  up  well  with 
who  is  shopping  online.” 

Now  that  investors’  enthusiasm  for  dot¬ 
coms  has  waned,  retailers  are  under  less 
pressure  to  race  online.  Companies  are 
advised  instead  to  hone  in  on  the  way 
e-commerce  complements  their  existing  business  model,  says  Julian 
Chu,  director  of  retailing  and  consumer  goods  for  the  Cambridge, 
Mass.,  Internet  consultancy  Mainspring. 

Big-spending  customers  of  brand-name 
catalogs  and  full-price  stores  are  more 
likely  to  shop  online  than  patrons  of  dis¬ 
count  stores,  says  Chu.  So  it  makes  more 
sense  for  a  company  like  Brooks  Brothers, 
whose  customers  have  high  incomes,  to 
get  online  quicker  than  a  discounter  like 
Marshalls,  whose  customer  base  isn’t  as 
tech-sawy. 

Joseph  Gromek,  Brooks  Brothers  pres¬ 
ident  and  CEO,  says  he  has  no  desire  to 
be  an  online  pioneer,  but  he  doesn’t  want 
to  be  a  laggard,  either.  Chu  says  there’s 
wisdom  in  such  a  moderate  approach. 

“There’s  a  lot  of  hype  that  click-and- 
mortar  is  the  way  to  be,  but  there’s  not  any 
clear  understanding  of  what  that  really 
means — what  do  you  integrate,  what  do 
you  not  integrate  and  what  do  customers 
[want].  You  have  to  tread  carefully.” 

Brooks  Brothers  President  and  CEO 
JOSEPH  GROMEK  is  using  the  store’s 
new  casual  wear  and  online  offerings  to 
reel  in  young  customers. 
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Reinventing  an  Old  Standby 


TIME  WAS,  IF  YOUR  OFFICE  WAS  IN  THE  EXECUTIVE  SUITE,  OR  YOU 


Executive  Vice  President  MARK  FRIEDMAN:  Business  is  booming 
on  the  Internet. 


aspired  thus,  you  had  a  few  Brooks  Brothers  suits  in  your  closet. 
The  182-year-old  company  set  the  trend  in  American  corporate  dress 
for  much  of  the  last  century  with  its  single-breasted  wool  suits,  blue 
and  white  Oxford  shirts  and  silk  repp  ties.  But  in  the  past  decade, 
as  the  workplace  has  become  even  more  casual,  Brooks  has  strug¬ 
gled  to  keep  pace  with  changing  tastes  to  pump  up  its  profits.  Last 
year’s  38  percent  loss  came  on  the  heels  of  a  21  percent  drop  between 
1998  and  1999. 

It’s  not  that  it  hasn’t  tried  to  get  with  it.  British  parent  Marks  & 
Spencer  brought  more  sportswear,  leather  jackets  and  hipper  suits 
into  Brooks’  repertoire  after  purchasing  the  company  for  $750  mil¬ 
lion  in  1988.  When  that  didn’t  work,  Marks  &  Spencer  shook  up 
Brooks’  management,  bringing  in  Gromek  in  1995  from  Ann  Taylor, 
a  retailer  that  sells  casually  tailored  business  clothing  for  women.  The 
company  also  added  men’s  shirts  in  nontraditional  puce  and  purple. 
Revenues  rebounded  for  three  years  before  the  most  recent  fall. 
Though  the  company  and  its  parent  have  attributed  the  latest  decline 
to  expenses  incurred  from  installing  an  enterprise  resource  planning 
system  and  the  economic  downturn  in  Japan,  where  Brooks  Brothers 
has  70  stores,  Deutsche  Banc’s  Aaron  says,  “Usually  when  an  apparel 
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Among  the  many  companies  using  BackWeb:  Cisco,  Ericsson,  Robertson  Stephens,  Siemens,  ICG  Communications 


Ensure  mission-critical  data  is  not  just  delivered  to  your  sales 
organization,  but  noticed —  with  BackWeb®  It  automates 
targeted,  time-sensitive,  rich  media  messages  to  let  you 
send  what’s  crucial  to  sales.  BackWeb  delivers  any  type  of 
data —  sales  presentations,  price  lists,  or  executive  videos — 
on  any  network  connection,  without  network  impact.  Plus, 

What  Pushes  e-business 


BackWeb’s  patented  Polite  ”  Push  technology  downloads  large 
files  to  remote  users  easily  and  efficiently.  Which  is  one  reason 
it’s  used  throughout  Global  2000  companies.  Download  a 
white  paper  that  details  how  BackWeb  can  advance  your 
sales  organization:  www.backweb.com/eaccelerator2.html 
or  call  usat  1-800-863-0100. 


- -  in  e-business 

SURVIVAL  MEANS  MORE  THAN  JUST 


SENDING  THE  MESSAGE. 


©2000  BackWeb  Technologies.  All  rights  reserved  8ackWeb  is  a  registered  trademark,  and  Polite  is  a  trademark  of  BackWeb  Technologies  All  other  trademarks  are  the  property 
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pentium®!// 
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Dell  offers  a  complete  line  of  Inter-based  systems.  Expand  your  e-business  with  robust  Dell  PowerEdge® 
servers  based  on  the  Intel  Pentium®  III  Xeorf  Processor,  including  the  PowerEdge  8450  with  up  to  eight 
processors  and  expandable  to  32GB  RAM. 


Intel,  the  Intel  Inside  logo  and  Pentium  are  registered  trademarks,  and  Pentium  III  Xeon  Is  a  trademark  of  Intel  Corporation.  Dell.  PowerEdge  and  the  Dell  logo  are  registered  trademarks  of  Dell 
Computer  Corporation.  Dell  E  Com  and  How  E  Works  are  trademarks  of  Dell  Computer  Corporation.  These  devices  have  not  been  approved  by  the  Federal  Communications  Commission  for  use  In 
o  residential  environment.  These  devices  ore  not,  and  may  not  be,  offered  for  sale  or  lease,  or  sold  or  leased  for  use  In  a  residential  environment  until  the  approval  of  the  FCC  has  been  obtained. 
©2000  Dell  Computer  Corporation.  All  Rights  Reserved. 


Building  an  e-business  isn’t  easy.  But  Dell  can 
make  it  a  lot  easier. 


We’ve  had  the  experience 
of  growing  to  $15  billion  a 
year  in  e-commerce. 

PowerEdge •  2450  That’s  why  we  know  what  it  takes: 

Front-end 

space-saving  server  infrastructure  like  our  reliable,  rack- 

mountable,  scalable  Dell  PowerEdge® 
servers.  They  can  grow  as  easily  as 
your  e-business  grows. 


PowerEdge  6450 

Mission-critical 
e-business  server 


b-business  made  easy. 


Power  A  pp* 

Web  and  cache  for 
turnkey  Internet 
applications 


We  also  make  it  easier  with  everything 
from  custom  integration  of  your  operating 
system  options  online  to  service 
centers  that  let  you  test  your  solution 
before  you  buy.  Not  to  mention  our 
on-site  service  and  pre-fdilure  alert 
program. 

All  of  which  is  why  companies 
like  Monster.com  and  NaviSite  are 
powered  by  Dell  PowerEdge  servers  with 
Intel  Pentium®  III  Xeon™  processors. 

Why  not  make  the  care  and  feeding  of 
your  e-business  a  lot  easier? 

800.50I.DELL  WWW.dell.COID 

D0LLOCOM 


PowerEdge  8450 

Back-end 
database  server 


that  image,  she  says.  While  store  windows  offer  passersby  a  lesson 
in  new  business  casual  looks — displaying  those  men’s  colorful  shirts 
and  ties  or  women’s  bright  sweaters  with  relaxed  trousers — inside, 
most  stores  evoke  the  staid  past.  On  the  first  floor  of  Brooks’  oldest 
store — housed  in  a  grand,  10-story  building  constructed  in  1915  on 
New  York  City’s  Madison  Avenue — the  beige  carpets,  Corinthian 
columns  and  dark  wood  trim  look  worn  and  tired.  Piped-in  jazz 
music  doesn’t  succeed  in  setting  a  clubby,  intimate  mood. 

Likewise,  Brooks’  website  isn’t  exactly  hip  and  flashy.  Click 
through  to  the  page  for  men’s  shirts,  and  the  first  items  you  see  are 
still  those  pale  Oxford  shirts.  But  the  presentation  makes  it  easy  to 
find  some  of  the  trendier  clothes,  like  men’s  fine-knit  Italian  wool 
sweaters  or  a  woman’s  stretchy  silk  shirt  in  rich  burgundy.  The  com¬ 
pany  has  deliberately  eschewed  cutting-edge  bells  and  whistles,  focus¬ 
ing  instead  on  making  the  site  easy  to  navigate. 


MICHELLE  GARVEY, 

Brooks  Brothers  former 
CIO,  says  the  Web  can 
help  change  the  store’s 
stodgy  image. 


retailer  doesn’t  do  well  it’s  because  it  doesn’t  have  the  right  fash¬ 
ion.”  (Marks  &  Spencer,  which  has  been  experiencing  its  own  finan¬ 
cial  turmoil,  now  reportedly  wants  to  sell  Brooks  Brothers.) 

Yet  business  is  booming  on  the  Internet.  Since  Brooks  launched 
its  online  store  in  time  for  the  watershed  1998  Christmas  season, 
it’s  been  sewing  up  profits  from  its  Web  operations,  according  to 
Gromek.  He  wouldn’t  provide  any  numbers,  but 
insists  the  online  store  makes  money.  Even  established 
retailers  haven’t  all  found  a  winning  online  formula, 
according  to  industry  analysts,  while  dotcoms  rou¬ 
tinely  perish.  What’s  more,  says  Gromek,  half  of 
Brooks’  online  business  comes  from  new  customers. 

As  is  generally  true  of  online  shoppers,  these  cus¬ 
tomers  are  younger  than  the  clientele  that  shops  from 
catalogs,  Brooks  has  found.  And  Gromek  says  this 
younger  crowd  is  buying  the  same  products  that  older 
catalog  customers  purchase,  suggesting  that  Brooks’ 
clothing  does  have  some  youthful  appeal. 

“People  have  an  outdated  and  inaccurate  view  of 
the  company,”  says  Michelle  Garvey,  who  was  Brooks 
Brothers’  CIO  until  September,  when  she  accepted  the 
CIO  position  at  MemberWorks,  a  Stamford,  Conn., 
direct-marketing  company.  The  Web  can  help  change 


Moving  Clicks  to  Bricks 

BROOKS  AIMS  TO  USE  THE  WEB  TO  STRENGTHEN  ITS  BRICK-AND- 
mortar  roots.  Its  goal  is  to  convert  online  customers  into  walk-in 
shoppers  and  vice  versa.  “When  we  talk  to  retailers  who  work  in 
more  than  one  channel,  they  tell  us  [that]  customers  who  shop  with 
them  in  more  than  one  channel  spend  dramatically  more  than  those 
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Is  your  network  infrastructure  ready 


Are  you  sure? 


The  best  e-business  strategy  is 
only  as  good  as  the  network  it 
runs  on.  When  your  competition 
is  just  a  click  away,  you  need  to 
be  absolutely  certain  that  your 
network  can  deliver  a  positive 
experience  to  your  customers 
every  time. 


Predictive  Systems  has  built 
fast,  reliable,  and  secure  net¬ 
works  for  many  of  the  world’s 
most  demanding  clients.  Data 
providers,  brokerage  firms, 
and  other  companies  whose 
network  is  their  business.  And 
we  have  a  proven  methodology, 
BusinessFirst™  that  can  quantify 
the  business  value  of  your 
network  investment. 


With  Predictive  Systems, 
your  network  infrastructure 
will  support  your  e-business 
strategy  one  hundred  percent. 
We’re  sure. 

For  more  information 
ii  about  our  firm,  contact 
800-770-4958  ext.  3454 


www.  p  rcdicti  ve.  co  1 1 1 


PREDICTIVE  SYSTEMS 


Business-critical  networks: 

Fast,  reliable,  secure 
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rience  shopping  with  us.  We  should  understand  customers  well 
enough  that  we  can  drive  them  from  one  channel  to  another.” 

To  reach  that  goal,  the  company  is  cautiously  deploying  new  tech¬ 
nologies  for  use  by  both  the  customers  and  Brooks’  sales  force  in 
in-store,  online  and  catalog  operations.  Garvey  says  the  failure  of 
online  fashion  site  Boo.com,  which  offered  cutting-edge  3-D  model¬ 
ing  software  for  viewing  its  clothes  but  drove  customers  away 
because  the  bandwidth-hogging  feature  made  access  too  slow,  indi¬ 
cates  customers  aren’t  clamoring  for  the  latest  virtual  gizmos.  She 
says  Brooks  Brothers  has  been  doing  a  lot  of  soul-searching  internally 
about  whether  or  not  to  offer  online  shoppers  a  virtual  dressing  room 
in  which  to  model  how  clothing  would  look  on  someone  with  their 
measurements  or  body  type.  But  it  will  probably  be  a  year  before 
Brooks  canvasses  customers  about  whether  they  want  this  service. 

Instead,  the  haberdasher  known  best  for  selling  conventional 
clothing  is  working  on  some  technical  basics.  Brooks  initially  threw 
its  website  together  without  integrating  its  online  order-entry  sys¬ 
tem  with  inventory  management  software  already  in  place  at  the 
company’s  Raritan,  N.J.,  catalog  fulfillment  center.  Online  orders 
had  to  be  entered  manually  into  the  fulfillment  center’s  system.  Not 
only  has  this  practice  cost  Brooks  time  and  money,  it’s  forced  the 
company  to  forgo  some  sales  because  it  couldn’t  give  online  cus¬ 
tomers  accurate  in¬ 
formation  about  pro¬ 
duct  availability,  says 
Garvey. 

Integrating  the  two 


who  don’t,”  says  Cathy  Hotka,  vice  president  for  information  tech¬ 
nology  with  the  National  Retail  Federation  in  Washington,  D.C. 
That’s  because  such  customers  are  more  familiar  with  the  merchan¬ 
dise  and  less  likely  to  be  shopping  on  impulse. 

Anecdotal  reports  from  Brooks’  sales  force  suggest  customers 
aren’t  looking  to  abandon  brick-and-mortar  stores.  Since  Brooks 
went  online,  salespeople  have  reported  customers  coming  into  their 
stores,  Internet  printouts  in  hand,  to  buy  sale  items  promoted  online 
or  to  return  things  they  had  purchased  on  the  Web.  Many  shoppers 
still  want  to  try  on  new  clothes,  feel  fabrics  and  see  what  colors  really 
look  like,  or  else  they  find  some  transactions,  like  returns,  to  be 
more  convenient  in  person.  According  to  a  recent  report  by  Forrester 
Research,  online  shopping  technology  like  3-D  images  and  accurate 
color  reproduction  isn’t  advanced  enough  to  simulate  the  experiences 
customers  have  shopping  at  the  local  mall. 

“It’s  hard  for  any  clothing  site  to  dispel  the  notion  that  I  really 
want  to  try  something  on,”  says  Brad  Jealous,  who  recently  wan¬ 
dered  into  Brooks’  Fifth  Avenue  store  looking  for  sport  shirts. 
Jealous,  a  27-year-old  law  student,  says  he’s  bought  “computer  stuff” 
online,  but  buying  clothes  isn’t  like  buying  a  new  hard  drive.  When 
it  comes  to  what  he  wears,  he  says  he’s  more  likely  to  scope  out 
sales  on  the  Web  and  go  to  the  store  to  buy. 

To  Friedman,  such  comments  support  the  company’s  decision  to 
integrate  its  Web,  catalog  and  in-store  operations  to  create  a  single 
view  of  each  customer,  an  approach  many  other  retailers  are  also  tak¬ 
ing.  “We’re  not  moving  the  business  to  be  an  online  retailer,”  says 
Friedman.  “We’d  like  to  be  able  to  give  someone  a  consistent  expe¬ 
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THE  INTERNET  IS  EVOLVING 


It  began  with  simple,  online  brochureware  and 
eb  servers.  Next  came  stand-alone  Web  applications  and  application 
servers.  Now,  e-business  demands  a  new  level  of  intelligence  for  your 
:ompany  to  compete:  The  Internet  must  be  used  to  improve  your  mission- 
:ritical  business  processes.  That  means  you  need  to  bridge  the  Internet  world 
/vith  your  corporate  data.  Introducing  ,  the 

next  phase  of  Internet  infrastructure.  And  it's  brought  to  you  by  Cerebellum  . 


For  more  information  on  Cerebellum's  Internet  data 
integration  capabilities  for  customers,  partners  and 
resellers,  please  contact  us  at  888.862.9898,  email 
smart@cerebellumsoft.com  or  visit  us  on  the  web. 


We're  the  Brains  Behind 


Internet  Data  Integration 


systems,  which  is  scheduled  to  be  completed  by  next  month,  means 
online  orders  can  be  instantly  checked  against  available  inventory. 
It  also  means  Brooks  won’t  be  caught  short  by  surprise  orders, 
because  it  will  be  able  to  maintain  real-time  updates  to  the  inven¬ 
tory  from  both  catalog  and  Web  orders.  Garvey  says  that  right  now, 
the  company  can’t  manage  its  inventory  to  accommodate  the  single 
customer  who  decides  to  order  a  dozen  shirts  at  once.  With  an  inte¬ 
grated  inventory  system,  those  shirts  “can’t  be  sold  out  from  under 
you  if  a  catalog  customer  calls  looking  for  the  same  merchandise,” 
she  says. 

Brooks  is  also  building  a  single  customer  database  that,  among 
other  functions,  will  track  information  about  individuals’  purchases 
from  each  channel.  Like  other  retailers  that  are  delving  into  customer 
relationship  management,  Brooks  plans  to  use  the  data  to  tailor 
e-mail  promotions  to  each  shopper.  “If  [they]  know  you  have  a  blue 
houndstooth  and  a  gray  solid  suit,  [they]  could  recommend  some 
ties,”  says  Garvey,  or  suggest  another  suit  in  a  different  color. 

She  admits  that  customers  might  find  it  creepy  that  Brooks  is  col¬ 
lecting  data  on  their  buying  habits  or  storing  their  measurements  in 
a  database.  But  Garvey  says  the  company  plans  to  keep  the  infor¬ 
mation  it  collects  private,  as  it  has  done  with  databases  it  now  keeps 
separately  about  catalog  shoppers  and  credit  card  customers.  The 
organization  doesn’t  share  or  sell  customer  data,  she  says. 
Meanwhile,  the  database  of  measurements  Brooks  collects  for  cus¬ 
tom  shirts  and  suits  aren’t  linked  to  purchasing  history,  so  employ¬ 
ees  don’t  routinely  have  access  to  personal  size  information. 

Nevertheless,  the  company  has  replaced  an  e-mail-based  form 
for  recording  customers’  measurements  for  custom-made  shirts  with 
a  Web-enabled  version  that  can  be  stored  as  part  of  a  customer’s 


profile.  That  way,  customers  can  reorder  shirts  online.  Garvey  says 
that  information  can  be  transmitted  to  its  suppliers’  manufacturing 
systems  without  any  person  being  able  to  see  whose  data  it  is. 

Meanwhile,  like  many  retailers,  the  company’s  website  already 
provides  customers  with  commonplace  personalization  tools. 
Register  with  Brooks,  and,  along  with  customized  promotions,  you’ll 
get  services  such  as  the  capability  to  review  past  purchases  or  save 
what’s  in  your  shopping  bag  if  you  aren’t  yet  ready  to  buy.  Of  course, 
if  you’ve  also  shopped  at  a  Brooks  store,  none  of  that  data  is  cap¬ 
tured  in  the  system.  Garvey  says  that  next  spring,  Brooks  will  test  out 
new  point-of-sale  systems  that  will  do  more  than  ring  up  purchases 
and  adjust  the  store’s  inventory  as  the  current  cash  registers  do.  The 
new  machines  would  collect  information  about  customers’  buying 
history  and  e-mail  addresses  and  let  salespeople  review  that  infor¬ 
mation,  as  well  as  give  them  access  to  the  corporate  intranet.  With 
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Saba  Human  Capital  Development  and  Management  Solutions. 

The  intelligent  way  to  manage  a  merger.  How  do  the  world’s 
leading  companies  avoid  the  cultural  conflict  and  lost  productivity 
that  accompany  mergers?  They  turn  to  us.  At  Saba,  we  provide 
companies  like  Cisco,  Ford,  and  GE  with  new  tools  to  reach  across 
the  extended  enterprise  and  get  everyone  pulling  together.  Saba 
helps  align  people,  business  partners,  and  entire  organizations. 

And  continuously  accelerate  their  performance.  Want  to  learn 
more?  Call  877-SABA-101.  Or  go  to  www.saba.com. 
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intranet  access  at  the  register,  salespeople  wouldn’t  have  to  retreat 
to  a  back  room  to  order  an  out-of-stock  item  for  a  customer. 

Most  apparel  retailers  are  also  eyeing  in-store  Web  applications 
like  making  computers  available  to  customers  who  want  to  look 
up  merchandise.  Only  two  Brooks  Brothers  stores,  in  Manhattan 
and  Seattle,  have  put  Web  browsers  on  the  sales  floor  for  customer 
use.  And  in  theory,  the  stores  could  use  the  Web  to  display  items 
they  don’t  stock.  But,  Friedman  notes,  it’s  still  easier  for  the  sales¬ 
person  to  pick  up  the  phone  and  find  needed  items  at  another  Brooks 
Brothers  store.  Meanwhile,  when  she  was  the  CIO,  Garvey  wasn’t 
planning  to  make  in-store  Web  access  widely  available  to  customers 
until  the  chain  upgrades  its  internal  network  infrastructure.  It  would 
frustrate  customers  if  access  times  were  slow,  she  says. 

Getting  the  Word  Out 

FOR  BROOKS’  ONLINE  STRATEGY  TO  SUCCEED,  HOWEVER,  IT 
needs  to  do  more  than  put  the  right  technologies  in  place  at  the 
right  time.  The  company  has  yet  to  explain  its  e-commerce  strategy 
to  the  commission-based  sales  force  in  its  stores  (the  salespeople 
will  be  asked  to  collect  e-mail  addresses  from  customers  and  point 
them  to  online  services).  “We’d  be  much  further  along  in  the  e- 
commerce  business  if  we  had  buy-in  from  the  retail  channel,”  says 
Friedman.  He  says  that  when  he  came  on  board  in  March,  sales¬ 
people  “had  no  understanding  of  what  we  were  doing.”  Now,  the 
company  is  beginning  to  inform  its  staff  about  its  plans  during  reg¬ 
ular  training  programs.  But,  Friedman  says,  employees,  who  work 
on  commission,  must  be  convinced  that  “it’s  not  just  taking  money 


out  of  their  pockets”  if  customers  buy  something  online.  He  concedes 
he  hasn’t  yet  figured  out  how  to  demonstrate  concretely  that  a  strong 
e-commerce  presence  is  good  for  the  overall  brand. 

Dennis  Ephlin,  director  of  strategic  services  with  SeraNova,  an 
Edison,  N.J.,  consultancy,  says  many  companies  are  changing  how 
they  compensate  employees  to  encourage  them  to  embrace  e- 
commerce.  Some  companies,  he  says,  are  rewarding  in-store  sales¬ 
people  for  helping  customers  buy  from  the  Web.  Others,  meanwhile, 
are  paying  employees  based  partly  on  how  their  stores  score  on  cus¬ 
tomer  satisfaction  surveys  or  other  metrics,  like  corporate  profitability. 

Gromek  won’t  discuss  what,  if  any,  changes  Brooks  Brothers  has 
made  in  how  it  compensates  its  staff,  except  to  say  that  the  com¬ 
pany  doesn’t  intend  its  staff  be  penalized  for  aspects  of  the  business 
it  can’t  control.  “We  try  to  use  our  stores  as  marketing  vehicles  and 
our  sales  force  as  ambassadors,”  he  says,  emphasizing  top-notch 
service  as  the  No.  1  priority  of  the  company. 

Brooks  has  also  been  struggling  to  get  its  e-commerce  message  to 
customers.  A  woman  from  suburban  Philadelphia  examining  cot¬ 
ton  T-shirts  on  a  sale  table  in  the  Fifth  Avenue  store  during  the  sum¬ 
mer  says  she  hadn’t  heard  about  the  site,  even  though  she  occasion¬ 
ally  shops  online.  She’d  buy  from  Brooks  on  the  Web,  she  says,  if 
she  didn’t  feel  like  driving  an  hour  to  the  nearest  store. 

Yet  it’s  only  in  the  last  four  or  five  months  that  the  company 
has  put  its  URL  on  its  store  windows  and 
shopping  bags.  “You  could  have  walked  into 
our  store,  and  if  you  didn’t  know  there  was  a 
brooksbrothers.com  you  wouldn’t  have  found 
out,”  says  Friedman.  The  company  has  also 
signed  up  to  be  a  featured  vendor  on  Yahoo, 
and  it  joined  Fashionmall.com,  a  site  for  brand- 
name  clothing  retailers.  Still,  says  Steven  Love, 
a  vice  president  in  the  Chicago-based  retail  and 
consumer  products  consulting  group  Cap, 
Gemini,  Ernst  &  Young:  “If  I  wasn’t  in  retail 
consulting,  I  wouldn’t  know  about  it.” 

“The  problem  is  somebody  has  to  think  of 
Brooks  Brothers  to  find  it  on  the  Internet,”  con¬ 
cludes  Aaron.  “The  bigger  issue  is  telling  its 
story  in  a  broader  marketplace.  It  will  proba¬ 
bly  have  to  work  harder  to  tell  that  story 
through  other  traditional  marketing,  like  cata¬ 
logs,  print  and  outdoor  advertising. ’’HID 


Senior  Writer  and  online  shopper  Elana  Varan  wants  to 
know  about  your  company's  e-commerce  strategy. 
E-mail  her  at  evaron@cio.com. 
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How  can  something  so  simple  to  use  be  so  powerful  and 
productive?  With  WebFOCUS,  the  business  intelligence 
software  solution  from  Information  Builders,  all  your 
critical  data  is  just  one  click  away.  That  means  more 
than  85  different  relational,  legacy,  and  ERP  data 
sources — in  warehouses  or  in  production  systems,  inside 
or  outside  the  enterprise.  WebFOCUS  transforms  all  your 
data  into  real-time  information  and  delivers  it  any  way 
you  need  it — wireless,  web,  e-mail,  Microsoft  Office — you 
name  it.  Experience  the  power  and  flexibility  of  i-business. 
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Sardined  into  their  seats  and  stacked 
three  and  four  deep  around  the 
walls  of  a  stuffy  conference  room  in 
Boston,  the  sweating  faithful  gathered 
to  hear  Christopher  McCleary,  CEO  of 
application  service  provider  (ASP) 
startup  USinter-networking  (USi),  tell 
them  how  ASPs  were  going  to  change 
everything. 

It  was  1999,  and  ASPs  were  the 


that  was  fast! 

Last  year  ASPs  were  hotter  than  hot. 
Now  after  Pandesic’s  failure  last 
summer,  that  sound  you  hear 
is  the  popping  of  the  ASP  bubble. 

BY  CHRISTOPHER  KOCH 


new  new  thing.  Everyone  hung  on 
CEO  McCleary’s  words. 


Until.... 

Maybe  it  was  the 
lack  of  air  in  the  room, 
but  when  McCleary 
announced  that  the 
Annapolis,  Md. -based 
ASP  wasn’t  going  to 
charge  a  dime  to 
implement  its  menu  of 


Reader  ROI 

►  Understand  why 
Pandesic's  collapse 
is  bad  news  for  the 
ASP  industry 

►  Read  about  the 
flaws  in  the  ASP 
business  model 

►  Find  out  what 
happens  to  its 
customers  when  an 
ASP  pulls  the  plug 
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complex  rented  software  applications, 
the  audience  started  to  laugh.  And  it 
wasn’t  a  scattered  twitter  here  or  there;  it 
was  a  deep,  rolling,  communal  belly 
laugh.  Caught  like  Johnny  Carson  in  the 
toils  of  a  bad  monologue,  McCleary, 
who  is  now  USi’s  chairman,  did  what 
Carson  used  to  do;  he  turned  on  his 
material.  “Look,”  he  joked,  “they  tell 
me  to  say  this  stuff.” 

You  couldn’t  blame  McCleary.  Last 
year,  ASPs  didn’t  have  to  admit  that  the 
costs  for  implementation  (among  other 
things)  were  hidden  in  their  monthly 
software  rental  fees.  They  didn’t  have  to 
prove  much  of  anything,  either — that 
they  were  making  money  or  even  in 
some  cases  that  they  had  live  customers. 


came  from — you  guessed  it — implemen¬ 
tation  consulting  services.)  USi’s  main 
competitor,  San  Carlos,  Calif.-based 
Corio,  lost  $45  million  last  year  on  rev¬ 
enues  of  just  $5.8  million. 

The  losses  can  be  explained  in  part 
because  ASPs  spent  a  lot  of  money  on 
infrastructure  and  marketing  to  gain 
their  first  customers — a  building  year,  as 
they  say  in  sports.  But  there’s  more  to  the 
struggles  of  the  leading  ASPs  than  that. 

Just  a  few  years  after  its  birth,  the  ASP 
industry’s  original  premise — that  compa¬ 
nies  would  be  willing  to  rent  big,  com¬ 
plex  software  applications  right  off  the 
shelf — is  being  criticized  by  the  software 
analysts  who  describe  the  market  and 
the  venture  capitalists  who  fund  it.  More 


Last  year,  ASPs  didn’t  have  to  prove 
much  of  anything— that  they  were 
making  money  or  even  that  they  had 
live  customers. 


Most  could  float  along  on  the  hype  gen¬ 
erated  by  the  ASP  concept  itself  and  its 
solid  underlying  logic  of  low  cost  and 
convenience  for  companies  that  either 
couldn’t  afford  or  didn’t  want  to  manage 
complicated  applications  like  customer 
relationship  management  (CRM)  or 
enterprise  resource  planning  (ERP). 

But  that  was  then.  This  year,  no  one’s 
floating  and  no  one’s  laughing.  The  ven¬ 
ture  capital  faucets  are  being  turned  off, 
and  investors  are  beginning  to  clamor 
for  a  payback  from  an  industry  that  gen¬ 
erated  a  pitiful  $300  million  in  revenue 
last  year,  according  to  Framingham, 
Mass. -based  research  company  IDC  (a 
sister  company  to  C/O’ s  publisher,  CXO 
Media) — less  than  a  single  big  ASP  client 
makes  in  a  year.  McCleary’s  company, 
which  is  touted  by  analysts  as  one  of  the 
better  run  ASPs,  is  still  standing,  but  last 
year  it  lost  $103  million  on  revenues  of 
$35  million.  (And  much  of  that  revenue 


significantly,  businesses  are  resisting 
the  core  ASP  sales  pitch:  A  generic 
piece  of  software  can  work  as  well 
for  a  company  that  sells  chemicals  as 
it  does  for  one  that  sells  cars  or  com¬ 
puter  chips,  with  no  modifications  or 
extra  functionality  built  in  to  serve  the 
particular  quirks  and  needs  of  those 
industries.  And  with  that  resistance,  the 
ASP  business  model,  based  on  the 
economies  of  scale  to  be  reaped  by  using 
the  same  basic  software  to  serve  many 
different  customers  at  once,  is  showing 
significant  leaks  in  logic  and,  most 
critically,  money. 

The  predicted  shakeout  of  the  ASP 
market — which,  according  to  Stamford, 
Conn.,  research  company  Gartner 
Group,  will  be  a  swift  and  brutal  60  per¬ 
cent  of  the  current  herd  of  about  500  by 
the  end  of  next  year — has  begun.  And 
one  of  the  acknowledged  pack  leaders, 
Pandesic,  was  the  first  to  go. 


The  Price 
Was  Wrong 

Pandesic  in  Sunnyvale,  Calif.,  was  estab¬ 
lished  in  1997  by  two  of  the  three 
biggest,  richest  technology  companies  in 
the  world:  Germany’s  ERP  software 
maker  SAP  and  Silicon  Valley-based  chip 
giant  Intel.  For  the  past  three  years,  it  has 
been  renting  e-commerce  management 
software  to  online  retailers.  But  on  July 
28,  Pandesic’s  customers  received  an 
abrupt  e-mail:  “We  are  winding  down 
our  business,”  it  said,  “because  we  don’t 
see  a  timely  road  to  profitability  due  to 
slower  than  anticipated  market  accept¬ 
ance  of  business-to-consumer  electronic 
commerce  solutions.” 

This  was  not  a  case  of  a  couple  of 
guys  in  a  garage  running  out  of  bor¬ 
rowed  money.  This  was  a  strategic  deci¬ 
sion  made  by  a  company  whose  six- 
member  board  was  an  even  mix  of  SAP 
and  Intel  big  shots.  Pandesic  exited  a 
market,  business-to-consumer  retailing, 
that,  three  years  ago,  seemed  ready  to 
burst  wide  open. 

It  did.  But  it  gushed  red  ink. 

Although  Pandesic  blames  its  failure 
on  the  downturn  in  the  Internet  business- 
to-consumer  retailing  market  this  year,  its 
demise  contains  more  than  a  few  warn¬ 
ing  signs  for  the  rest  of  the  ASP  market. 

Pandesic,  which  by  all  accounts  had 
happy  customers  and  working  software, 
built  its  business  model  on  a  foundation 
of  optimism  that  turned  out  to  be  mis¬ 
placed.  First,  it  pioneered  the  loss-leader 
approach  to  software  installation  fees — 
a  bread-and-butter  revenue  source  for 
traditional  consulting  companies — that 
its  major  competitors  in  the  ASP  indus¬ 
try  also  have  embraced. 

Pandesic  chose  not  to  charge  its  cus¬ 
tomers  for  such  traditional  consulting 
services  as  figuring  out  who  would  use 
the  applications,  deciding  which  busi¬ 
ness  activities  would  be  affected, 
installing  software  upgrades  and  hook- 
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WITH  SUPER  DLTtape,  THEY’LL  BE  ABLE  TO  BACK  UP  TWICE  AS  FAST 


The  IT  man's  best  friend  just  got  better,  Introducing  Super  DLTtape,  the  heir  to  the  de  facto 
standard  in  tape  backup  technology,  Our  unique  optical  and  magnetic  technologies  let  us 
pump  up  performance  and  capacity  up  to  220  GB  and  over  22  MB  per  second.  But  this  isn't 
just  a  breed  with  more  teeth  and  a  bigger  bite. The  real  big  tale  here  is  about  reliability.  Super 
DLTtape  represents  the  culmination  of  15  years  of  archiving  engineering  experience.  Plus, 
the  backward  compatibility  that  won't  leave  your  DLTtape™  investments  behind.  With  a 
pedigree  like  that,  it's  no  wonder  this  is  the  backup  solution  trusted  and  relied  on  by  more 
IT  managers.  To  learn  more  about  the  next  generation  of  the  most  successful  tape  drive 
platform  ever  built,  fetch  www.dlttape.com/super  with  your  browser,  or  call  1-800-624-5545 


©2000  Quantum  Corporation,  All  rights  reserved,  DLTtape.  the  DLTtape  logo.  Super  DLTtape  and  the  Super  DLTtape  logo  are  trademarks  of  Quantum  Corporation 
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Outsourcing 


ing  up  to  the  company’s  network. 
Instead,  it  simply  tried  to  bury  those 
costs  in  a  flat  monthly  fee  and  by  taking 
a  2  percent  cut  of  everything  that  cus¬ 
tomers  sold  over  a  Pandesic-powered 
website.  (Most  of  its  competitors  now 
opt  to  charge  customers  a  fee  per  user 


big  customers  was  simply  a  matter  of 
wrong  place,  wrong  time.  With  the 
booming  economy,  says  Stout,  most  big 
companies  believed  they  had  the 
resources  to  build  their  e-commerce 
websites  themselves.  “Our  No.  1  com¬ 
petitor  was  people  who  were  building 


Pandesic’s  revenue  strategy 
attracted  the  customers  Pandesic 
needed  least:  small  dotcom  startups 
with  no  revenues  to  speak  of. 


per  month  so  that  as  application  usage 
expands,  the  ASP  can  make  more 
money.) 

Pandesic’s  revenue  strategy  had  two 
unwholesome  effects.  First,  it  attracted 
the  customers  that  Pandesic  needed  least: 
small,  unproven  dotcom  startups  with 
no  revenues  to  speak  of  and  therefore 
very  little  to  lose.  (Sources  estimate  that 
about  80  percent  of  Pandesic’s  customers 
were  small  dotcoms.) 

Second,  among  the  customers 
Pandesic  did  want — big  brick-and-mor- 
tar  retailers  that  desired  a  Web  pres¬ 
ence — the  scheme  hit  a  sensitive  nerve. 

“Profit  margins  in  retailing  are  just 
not  that  high  [between  3  percent  and  7 
percent  or  less],”  says  Randy  Covill, 
senior  analyst  for  e-commerce  strategies 
and  applications  for  AMR  Research  in 
Boston.  Cutting  into  2  percent  of  that 
margin  essentially  meant  Pandesic 
would  be  helping  itself  as  much  as  20 
percent  to  30  percent  of  profits.  “To  say 
you’re  going  to  take  [that  much]  away  is 
a  hard  sell,”  Covill  says.  Bigger  retail¬ 
ers  also  resented  the  prospect  of  having 
an  outsider’s  hand  in  their  pockets. 
“Companies  resist  giving  up  a  piece  of 
their  business  in  return  for  a  service,” 
adds  Covill. 

For  Pandesic  spokeswoman  Paula 
Stout,  the  company’s  inability  to  attract 


[the  websites]  in-house  rather  than  out¬ 
sourcing  them,”  she  says. 

Though  Pandesic’s  e-commerce  en¬ 
gine  was  by  far  the  most  complete  ASP 
package  available  on  the  market,  it  still 
could  not  be  all  things  to  all  customers. 
“Let’s  say  customers  wanted  1,000  dif¬ 
ferent  functions  and  were  willing  to  pay 
$10  million  to  do  it  themselves,”  says 
Stout.  “We’d  say,  ‘We’ll  give  you  900  of 
those  functions  and  charge  you  $1  mil¬ 
lion  a  year.’”  But  the  big  prospects 
wanted  those  last  100  features,  says 
Stout,  and,  again  given  the  economic 
good  times,  they  were  willing  to  spend 
the  time  and  money  to  build  them 
themselves. 

The  customers  Pandesic  did  have 
called  for  more  features  in  the  soft¬ 
ware.  But  unlike  traditional  outsourc¬ 
ing  companies  that  manage  individual 
application  portfolios  for  individual 
customers — and  can  charge  a  pretty 
penny  to  each  customer  for  any 
changes  in  those  portfolios — Pandesic 
couldn’t  charge  for  its  time.  Instead,  its 
developers  were  left  with  the  Sisyphean 
task  of  winnowing  out  a  list  of 
enhancements  that  would  satisfy  as 
many  customers  as  possible  while  not 
bloating  the  software  and  bringing  the 
company’s  hosting  infrastructure  to  its 
knees.  For  example,  Oshkosh,  Wis.- 


based  children’s  clothes  maker  OshKosh 
B’Gosh  was  one  of  a  number  of  com¬ 
panies  that  wanted  Pandesic  to 
upgrade  its  software  so  that  it  would  be 
possible  to  offer  Web  customers  a  free 
shipping  option.  “We  wanted  it  in  two 
weeks;  they  said  six  months,”  says 
OshKosh  B’Gosh  Vice  President  of 
MIS  and  CIO  Jon  Dell’Antonia.  To  its 
credit,  Pandesic  responded  and  built 
the  new  functionality  well  within  the 
six  month  time  frame  it  had  promised 
Dell’Antonia  and  other  customers. 

But  such  responsiveness  does  not 
come  without  a  cost.  The  proof  is  in  the 
software  itself:  After  just  three  years, 
Pandesic  was  on  the  fourth  version  of 
its  software — as  many  incarnations  as 
SAP  has  offered  in  the  seven  years  since 
it  first  wrote  R/3.  Indeed,  SAP  gave  up 
trying  to  make  its  core  R/3  program  all 
things  to  all  people  years  ago  and 
formed  specialized  task  forces  to  cus¬ 
tomize  the  software  to  the  specific  needs 
of  the  oil,  apparel,  chemical  and  educa¬ 
tion  markets,  among  others. 

When 

Startups  Stall 

Three  years  ago,  Pandesic  could  at  least 
count  on  a  steady  stream  of  startup  dot¬ 
coms  that  were  prepared  to  forego  a  few 
bells  and  whistles  to  get  up  and  running 
quickly.  But  lately,  even  that  well  has 
dried  up.  “Just  try  getting  venture  capital 
money  for  a  pure-play  Internet  retailing 
dotcom  startup  today  and  you  won’t  get 
3  feet,”  declares  Christopher  Terry,  pres¬ 
ident  and  CTO  of  Boca  Raton,  Fla.- 
based  ASP  HostLogic,  which  serves  the 
business-to-business  market. 

In  a  world  of  hype  that  heats  up  and 
cools  down  like  a  cheap  toaster  oven,  the 
B2B  market  is  now  as  hot  as  the  B2C 
market  is  not.  Pandesic  never  tried  to 
rejigger  its  e-commerce  engine  to  adapt 
to  the  needs  of  B2B  commerce,  which 
generally  requires  more  feature-rich,  spe¬ 
cialized  software  highly  adapted  to  the 
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NETSOURCING 

There’s  No  Upside 
to  Downtime 

How  netsourcing  helps  combat  the  crippling  effects  of  downtime  on 
revenue,  reputation  and  customer  satisfaction 


THE  E-BUSINESS  REVOLUTION  is  changing  all 
the  rules.  It’s  making  already  hyper-competitive 
business  environments  fiercer  than  ever.  In  this 
Web-driven  world,  your  application  represents  the 
core  of  your  e-business  model.  Chances  are  you’ve 
spent  millions  creating  the  optimal  combination  of 
people,  products  and  services  to  support  it.  But 
what  if  customers  can’t  access  your  application 
because  a  component  of  your  IT  or  network  infra¬ 
structure  is  down f  The  fact  is  customers  expect 
e-business  applications  to  be  up-and-running  24x7. 
If  they  experience  downtime,  all  it  takes  is  a  single 
mouse  click  to  propel  them  to  a  competitor. 

The  Demons  of  Downtime 

Complex  e-business  applications  are  playing  a  crucial 
role  in  many  companies’  business  strategies  by  directly 
impacting  their  bottom  line.  And  these  applications 
require  a  similarly  complex  infrastructure  to  support 
them.  Combine  that  need  with  the  surging,  exponential 
growth  of  the  Internet  and  unprecedented  traffic  levels, 
and  a  key  mantra  emerges:  prepare  to  scale  or  fail. 

Indeed,  many  service  outages  and  interruptions  are 
attributable  to  inadequate  technology  infrastructure 
growth  planning  and  the  inability  to  quickly  provision 
technology  resources.  Procuring  the  expertise  and  tech¬ 
nology  required  to  scale  complex  environments  in  a 
timely,  cost-effective  manner  is  more  difficult  than  ever. 

Security  is  the  other  burning  issue  e-businesses  face. 
Hackers,  viruses,  industrial  espionage  and  disgruntled  for¬ 
mer  employees  are  some  of  the  biggest  threats  to  an  e-busi- 
ness  infrastructure.  The  great  thing  about  the  Internet  is 
that  it’s  brought  businesses,  partners  and  customers  closer 
than  ever.  But  it’s  also  created  unprecedented  opportunities 
for  malicious  attacks.  Just  look  at  the  recent  spate  of  Denial 
of  Service  incidents  that  hit  some  of  the  world’s  most 
renowned  e-services  and  e-commerce  sites. 

The  Awful  Truth 

Downtime  can  fundamentally  impact  the  future  of  your 
business  and  dull  its  competitive  edge  by  instigating: 


•  Decreased  financial  performance  —  Say  goodbye  to 
your  market  cap  and  hello  to  shareholder  angst.  The 
valuation  of  many  high-profile  e-businesses  continues  to 
be  pummeled  as  a  result  of  downtime. 

•  Damaged  reputation  —  Congratulations,  your  e-busi¬ 
ness  application  is  making  news  worldwide!  Too  bad  the 
headlines  are  about  the  fact  that  you  were  down  for  10 
solid  hours.  Downtime  can  mean  a  public  relations  dis¬ 
aster.  Major  news  organizations  are  known  for  reporting 
on  downtime  within  hours  of  an  occurrence  —  some¬ 
thing  that  adversely  affects  external  perceptions  of  the 
company  and  saps  internal  morale. 

•  Productivity  loss  —  Are  your  employees  focused  on  your 
core  business?  Or  are  they  busy  fighting  fires,  trying  to 
alleviate  IT  issues  that  tax  their  skill  sets,  energy  and 
enthusiasm?  The  inevitable  delays  in  strategic  projects 
and  deliverables  can  set  you  back  weeks  or  months  —  an 
eternity  in  Internet  time. 

These  downtime  scenarios  represent  the  pitfalls  every 
e-business  faces  right  now,  regardless  of  industry.  They 
can  trigger  at  any  second  of  every  day.  And  while  it’s  use¬ 
ful  to  figure  out  if  you’re  prepared  to  deal  with  them,  it’s 
far  more  beneficial  to  ensure  you’ve  got  a  system  that 
helps  prevent  them  from  happening  in  the  first  place. 

To  ensure  maximum  application  availability,  many 
companies  are  turning  to  e-business  infrastructure  out¬ 
sourcing.  But  the  problem  is  most  outsourcing  options  are 
limited  to  strategies  that  react  to  downtime  instead  of  pre¬ 
venting  it.  Netsourcing  is  the  exception.  It’s  a  new  breed 
of  high-end  e-business  infrastructure  outsourcing  that 
offers  a  realistic  guarantee  of  application  availability. 
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According  to  The  Yankee  Group 
analyst  firm,  netsourcing  is  the  out¬ 
sourcing  of  critical  infrastructure  for 
Web-based  e-commerce  and  other  next- 
generation  e-business  applications.  A 
true  netsourcing  solution  delivers  a 
complete,  turnkey  infrastructure  that 
accelerates  e-business  application 
deployment,  minimizes  downtime 
and  lowers  total  cost  of  ownership. 
Working  with  a  netsourcing  provider 
is  fast  becoming  an  essential  element 
for  e-business.  It’s  easy  to  see  why. 


services 


Outsourcing  Options  Aren’t 
Created  Equal 

All  e-business  infrastructure  outsourc¬ 
ing  providers  claim  to  effectively 
address  application  availability,  com¬ 
plexity,  scalability  and  time-to-market 


ture  integration,  implementation, 
equipment  provisioning  and  opera¬ 
tions  management  resides  solely  with 
the  customer. 

Recently,  some  first-generation 
hosting  providers  have  engaged  in 
acquisitions  and  partnerships  to  bol¬ 
ster  their  limited  offerings  with  piece¬ 
meal  IT/network  infrastructure  man¬ 
agement  capabilities.  But  it  remains  a 
fragmented  approach  rife  with  limita¬ 
tions  and  decentralized  accountability. 

Outsourcing  brokers  attempt  to 


pull  more  pieces  together  than  their 
first-generation  counterparts  via  a 
team-driven  approach.  They  assemble 
a  variety  of  infrastructure  providers 
and  manage  them  with  a  layer  of  soft¬ 
ware  to  establish  the  perception  of  a 


the  customer’s  perspective.  Only  one 
option  —  netsourcing  —  truly  mini¬ 
mizes  risk  factors  by  offering  a  rock- 
solid,  24x7,  all-encompassing  solu¬ 
tion  that  guarantees  maximum  appli¬ 
cation  availability. 

Netsourcing  involves  outsourcing 
the  entire  IT/network  infrastructure, 
with  the  sole  exception  of  your  appli¬ 
cation  —  in  other  words,  your  busi¬ 
ness.  It  incorporates  hardware  provi¬ 
sioning,  infrastructure  integration, 
network  services,  security,  perform¬ 
ance  and  operations  management, 
and  support  services  into  one  seam¬ 
less  solution.  And  unlike  other  e- 
business  infrastructure  outsourcing 
options,  some  netsourcing  providers 
have  direct  and  immediate  control 
over  the  IT/network  infrastructure. 
In  these  cases,  there  are  no  subcon¬ 
tracted  or  brokered  services.  That 
means  no  runaround  when  it  comes 
to  the  upkeep  of  the  infrastructure 
underlying  your  mission-critical 
application.  Netsourcing  providers 
also  have  teams  of  in-house  skilled 
resources  on  staff,  allowing  them  to 
be  fully  accountable  for  the  entire 
infrastructure. 

All  told,  netsourcing  providers 
deliver  services  that  are  truly  “applica- 


E-Business  Infrastructure  Outsourcing  in  Context  | 

First-Generation 
Hosting  Providers 

Outsourcing 

Brokers 

Netsourcing 

Providers 

Domain 

Expertise 

Co-location  and 
managed  services 
delivered  in-house 
or  subcontracted 

Subcontracting  of  all 
infrastructure  services 
and  facilities 

Single-source, 
application-ready 
e-business  infrastructure 

Provides 

Primary:  Data  center 
floor  space,  physical 
security,  Internet  access 
Secondary:  Value-added 

Software  layer 
simulating  integration 
of  disparate  third-party 
components 

Turnkey  IT/network 
infrastructure  and 
operations 

“Only  the  strong  will  survive  the  blistering  demands  of  today’s  e-business 
environment.  If  your  application  goes  down,  it  may  very  well  take  your 

whole  business  with  it.” 


issues.  And  while  each  asserts  they 
offer  a  consistent,  comprehensive 
approach,  the  reality  is  most  have 
varying  —  even  erratic  —  degrees  of 
expertise  in  these  arenas. 

Take  first-generation  hosting 
providers  for  example.  They  argue 
their  solutions  are  comprehensive 
enough  to  meet  the  exacting  needs  of 
e-business.  But  truth  be  told,  they’re 
optimized  to  host  companies’  Web 
sites,  not  today’s  complex  e-business 
applications.  Most  only  offer  data  cen¬ 
ter  floor  space  and  an  Internet  hook¬ 
up,  along  with  some  value-added  serv¬ 
ices  at  extra  cost.  In  most  cases,  the 
entirety  of  responsibility  for  infrastruc- 
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single,  integrated  solution.  But  the 
reality  is  outsourcing  brokers  are 
merely  providing  second-hand  servic¬ 
es.  Your  applications  are  at  the  mercy 
of  these  subcontracted  providers  for 
response  time.  That’s  why  the  verdict 
is  still  out  on  the  outsourcing  broker’s 
ability  to  guarantee  application  avail¬ 
ability,  not  to  mention  quickly  reacting 
to  your  changing  needs. 

Netsourcing  Minimizes  Risk 

It  goes  without  saying  that  risk  is  at 
the  core  of  the  outsourcing  debate. 
Solutions  from  first-generation  host¬ 
ing  providers  and  outsourcing  bro¬ 
kers  involve  a  great  deal  of  risk  from 


tion  ready”  via  complete,  turnkey 
infrastructure  solutions  tailored  to  the 
requirements  of  your  application  and 
desired  level  of  application  availability. 

A  Netsourcing  Case  Study 

An  example  of  netsourcing  in  action  is 
Intira  Corporation.  Many  point  to  the 
San  Francisco  Bay  Area-based  compa¬ 
ny  as  one  possessing  the  unique  under¬ 
standing  and  resources  needed  to  meet 
and  exceed  the  requirements  of  today’s 
e-businesses. 

“E-business  is  a  time-to-market 
game,”  says  Steve  Duplessie,  senior 
analyst  at  the  Enterprise  Storage 
Group  research  firm.  “Intira  has  built 
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a  comprehensive,  highly-integrated 
infrastructure  and  hired  a  diverse  set 
of  technical  talent  that  together  can 
rapidly  architect  and  deploy  a  cus¬ 
tomer’s  mission-critical  infrastructure. 
A  customer  then  merely  has  to  focus 
on  their  specific  application  and  con¬ 
tent,  and  not  worry  about  the  underly¬ 
ing  technology.  Intira  guarantees  per- 


an  outage  has  occurred.  There  are 
risks  attached  to  this  approach,  as 
the  provider  scrambles  to  correct  the 
outage.  In  contrast,  Intira  has  direct 
and  immediate  control  of  the  IT/net- 
work  infrastructure  which  allows  it 
to  proactively  monitor  your  applica¬ 
tion  availability  24x7.  The  invest¬ 
ment  Intira  has  made  in  both  infra¬ 


providers  and  outsourcing  brokers, 
Intira ’s  business  model  places  extraor¬ 
dinary  emphasis  on  an  integrated, 
comprehensive  SLA,  rather  than 
umbrella  SLAs  that  merely  reflect 
numerous  sub-SLAs  covering  individ¬ 
ual  infrastructure  components.  In 
Intira’s  case,  the  company  backs  up  its 
commitment  with  a  comprehensive 


“The  widespread  adoption  of  netsourcing  demonstrates  an  evolving  shift 
towards  e-business  infrastructure  outsourcing.  For  organizations  with 
enterprise-class  e-business  applications  that  must  be  highly  available,  premier 
netsourcing  providers  such  as  Intira  should  be  strongly  considered.” 


formance  levels  and  has  the  ability  to 
create  a  highly  scalable  model  that  is 
very  flexible  —  the  single  biggest  chal¬ 
lenge  facing  e-business  customers.” 

As  a  netsourcing  provider,  Intira 
was  built  from  the  ground  up  to  focus 
on  business  availability,  not  mere  busi¬ 
ness  recovery  —  the  method  adopted 
by  first-generation  providers  and  out¬ 
sourcing  brokers  that  don’t  have  direct 
control  over  their  infrastructures.  This 
is  a  significant  distinction. 

Companies  must  weigh  the  risk 
factors  when  deciding  whether  pre¬ 
vention  strategies  are  better  than 
failover  measures  as  a  means  of  pro¬ 
tecting  their  business.  The  business 
recovery  approach  takes  action  to 
restore  e-business  services  only  after 


structure  and  monitoring  enables  it 
to  detect  and  remedy  problems 
before  service  levels  and  application 
availability  are  affected. 

The  Service  Level  Playing  Field 

When  outsourcing  your  IT/network 
infrastructure,  you’re  putting  your  e- 
business  on  the  line.  You  need  to  create 
a  strategic  relationship  with  a  partner 
that  takes  the  time  to  understand  the 
critical  nature  of  your  business.  The 
most  important  part  of  that  relationship 
is  the  Service  Level  Agreement  (SLA). 

The  SLA  is  an  essential  tool  for 
building  accountability  into  the 
provider-client  relationship  and  meas¬ 
uring  the  provider’s  performance.  In 
stark  contrast  to  first-generation 


SLA  offering  up  to  99.95  percent 
application  availability. 

Other  outsourcing  providers  pack¬ 
age  their  business  recovery  services 
with  SLAs  that  allegedly  offer  99.99 
and  99.9999  percent  uptime. 
Prospective  customers  need  to  avoid 
the  “battle  of  the  nines”  and  put  such 
SLAs  under  intense  scrutiny.  Key  ques¬ 
tions  to  ask  include: 

•  Is  the  SLA  focused  on  24x7  applica¬ 
tion  availability? 

•  Is  it  really  a  single  SLA  or  just  a  shell 
housing  multiple  SLAs  reflecting  a 
jumble  of  subcontracted  services, 
software  and  hardware? 

•  Does  the  SLA  include  substantial 
penalties  that  highly  incent  the 
provider  to  deliver  on  its  promises? 


Netsourcing@Work:  myspace 


Myspace  provides  a  Web-based  service  located 
at  www.myspace.com  offering  businesses  and 
consumers  a  way  to  safely  store,  organize,  share  and 
distribute  information  on  a  private,  secure  virtual  hard 
drive.  The  company’s  mission-critical  online  file  stor¬ 
age,  collaboration  and  management  service  is  central 
to  its  business. 

Myspace  allocates  300  MB  to  each  user  and  is 
experiencing  an  exponential  customer  growth  rate  of 
more  than  500,000  new  users  per  month. 

“Our  business  is  riding  on  our  infrastructure  and  stor¬ 
age  systems,”  says  Bud  James,  chief  technology  officer  of 
myspace.  “Our  applications  have  to  be  up  and  running  all 
the  time.  We  also  need  the  capacity  to  handle  surges,  per¬ 
formance  spikes,  sudden  bandwidth  capacity  demands 


and  disk  utilization  issues  without  bogging  down  our  site.” 

“We  chose  Intira  for  its  proven  ability  to  support  fast¬ 
growing,  high-functionality  sites  and  commitment  to 
providing  a  solid,  reliable  and  scalable  service  to 
myspace,”  adds  Ricky  Aaron,  CEO  of  myspace.  “Intira 
allows  us  to  meet  our  current  demands  while  rapidly 
expanding  our  capabilities  beyond  our  already  aggres¬ 
sive  growth  model.” 

Since  the  implementation  of  its  Intira  Netsourcing 
Solution,  myspace  and  its  customers  have  enjoyed 
significant  benefits. 

“Uploads  and  downloads  are  demonstrably  faster 
than  before,”  says  James.  “We’re  relying  on  Intira  to  help 
us  maintain  these  service  levels  as  we  grow  to  upwards 
of  20  million  users.” 


S3 


NETSOURCING 


special  advertising  section 


•  Has  the  provider  demonstrated  the 
capacity  to  meet  its  SLA  commitment? 

If  the  answer  to  any  of  these  ques¬ 
tions  is  “no”  then  you’re  putting  your 
e-business  at  risk.  By  delivering  one 
integrated  SLA,  Intira  is  able  to  focus 
on  what  matters  most  to  customers: 
application  availability. 

It’s  important  to  note  that  Intira  also 
backs  its  SLA  with  a  service  level  man¬ 
agement  strategy  that  incorporates  the 
people,  processes  and  tools  to  ensure 
service  levels  are  continuously  met.  It’s 
the  reason  TeVeo,  Inc.,  a  leading  online 
digital  video  and  Web  camera  tech¬ 
nologies  provider,  selected  Intira. 

“Our  comprehensive,  fully  managed 
Intira  Netsourcing  Solution,  covered  by 
a  single,  aggressive  and  comprehensive 
SLA,  gives  us  the  confidence  to  focus  on 
developing  and  promoting  our  propri¬ 
etary  application,  not  on  the  technology 
to  support  it,”  says  Joyce  Cooper,  Web 
technology  architect  of  TeVeo,  Inc. 
“The  Intira  Netsourcing  Solution  helps 
us  establish  and  maintain  a  competitive 
edge  in  our  market.” 

When  looking  for  a  strategic  part¬ 
ner  to  enhance  its  offering,  Deloitte 
Consulting,  a  world  leader  in  profes¬ 
sional  services,  chose  Intira.  The 
renowned  organization  understands 
the  substantial  value  netsourcing  is 
providing  companies  across  the  globe. 

“Deloitte  Consulting  sees  more  and 
more  world-class  organizations  looking 
to  netsourcing  in  order  to  fulfill  their 
e-business  infrastructure  needs,”  says 
Craig  Hodgetts  at  Deloitte  Consulting. 
“Intira  is  a  standout  example  of  the 
type  of  customer-focused  company  that 
Deloitte  Consulting  has  partnered  with 
while  building  our  business.  Together, 
the  companies  will  ensure  seamless  inte¬ 
gration  between  customer  applications 
and  Intira’s  Netsourcing  technology 
infrastructure  based  on  industry-lead¬ 
ing  processes  and  standards.” 

TeVeo  and  Deloitte  Consulting 
aren’t  alone  in  their  commitment  to 
netsourcing. 

“The  widespread  customer  adop¬ 
tion  of  netsourcing  demonstrates  an 
evolving  shift  towards  e-business  infra- 
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Enabling  e-business  with  a  foundation  you  can  count  on 

Intira  recognizes  that  your  application  is  your  business,  not  the  complex 
IT/network  infrastructure  and  operations  that  support  it.  That’s  why  its 
Netsourcing  Solutions  are  built  and  engineered  from  the  ground  up  to  exclu¬ 
sively  support  mission-critical  e-business  applications  with  the  highest 
levels  of  application  availability. 

Intira  Netsourcing  Solutions  combine  all  the  IT/network  elements  your 
e-business  applications  require  to  deliver  successfully  time  after  time  —  an 
integrated,  world-class  IT/network  infrastructure;  highly  automated,  secure 
operations  and  management  systems;  a  broad  set  of  highly-skilled  techni¬ 
cal  resources;  and  a  full  range  of  robust,  value-added  services. 

And  because  Intira  has  direct  and  immediate  control  over  the  entire  infra¬ 
structure  your  applications  reside  on,  it  can  offer  a  comprehensive  SLA 
guaranteeing  application  availability  up  to  99.95  percent,  as  well  as  a  single 
point  of  accountability  for  the  entire  Netsourcing  solution. 

Intira  is  driven  to  be  more  than  just  the  industry’s  leading  Netsourcing 
provider.  It  wants  to  be  a  full-fledged  partner  in  your  success.  That’s  why 
Intira’s  Netsourcing  Solutions  are  designed  to  accelerate  your  time-to- 
market,  reduce  costly  staffing  and  technology  investments,  and  enable  you 
to  focus  on  building  your  core  business. 

With  Intira,  you  get  more  —  far  more  —  than  what  traditional,  first- 
generation  hosting  providers  or  outsourcing  brokers  offer.  You  get  a  solid 
e-business  foundation  you  can  count  on  today  and  far  into  the  future. 


For  more  information  about  Intira's 
Netsourcing  Solutions,  please  visit 
www.intira.com  or  call  1-888-350-6290. 
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structure  outsourcing,”  says  Chris 
Selland,  vice  president  of  e-business 
strategies  at  the  Yankee  Group.  “For 
organizations  with  enterprise-class 
e-business  and  internal  applications 
that  must  be  highly  available,  premier 
netsourcing  providers  such  as  Intira 
should  be  strongly  considered.” 

Ensuring  E-Business  Survival 

Only  the  strong  will  survive  the  blis¬ 
tering  demands  of  today’s  e-business 
environment.  If  your  application  goes 
down,  it  may  very  well  take  your 
whole  business  with  it.  That’s  the  cold, 
hard  reality  of  the  situation. 

You  need  to  think  carefully  —  and 
strategically  —  about  how  much  down¬ 
time  risk  your  organization  is  willing  to 
absorb.  Ask  yourself  how  downtime 
will  affect  your  business  and  customers. 
What  are  its  potential  short-  and  long¬ 


term  impacts?  Unless  you’re  wearing 
rose-colored  glasses,  there’s  absolutely11 
no  upside  to  downtime. 

Netsourcing  is  clearly  leading  the'! 
e-business  infrastructure  outsourcing^ 
revolution  with  its  zero-tolerance  for 
downtime.  It’s  the  only  game  in  town 
that  completely  offloads  the  weight  and 
worry  of  making  sure  your  mission- c 
critical  application’s  availability  is  max-t 
imized,  even  under  the  most  challenging; 
conditions.  And  when  it  comes  to  net¬ 
sourcing,  no  other  vendor  has  Intira’s 
experience  or  success  in  providing  solu¬ 
tions  offering  maximum  performance.!! 
availability  and  functionality. 

The  potential  rewards  of  the  globa 
e-business  environment  are  enormous  < 
But  the  dangers  are  too.  Shifting  yom 
infrastructure  focus  to  a  netsourcing 
model  will  help  you  reap  the  benefit:! 
with  a  minimum  of  peril.  •  *1 
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needs  of  a  particular  industry.  “Our  sys¬ 
tem  was  built  to  handle  high  volumes  of 
low-cost  transactions,”  says  Stout.  “For 
companies  doing  less  than  100  transac¬ 
tions  a  day,  it  just  wouldn’t  make  sense.” 
To  adapt  the  engine  for  B2B  would  have 
required  a  major  rewrite,  she  adds. 

ASPs  outside  of  Pandesic’s  narrow 
B2C  realm  claim  immunity  to  the  low- 
revenue  customers  and  sagging  market 


demand  that  did  in  Pandesic.  Yet 
whether  they  focus  on  plugging  gaps  in 
big  companies’  application  portfolios  or 
on  the  lower  volume,  higher  cost  trans¬ 
actions  of  B2B  e-commerce,  these  com¬ 
panies  face  the  same  problem  Pandesic 
did:  How  to  make  their  software  spe¬ 
cific  enough  to  serve  the  individual  needs 
of  customers  without  allowing  the  code 
to  grow  out  of  control. 


ASP  Survival 
Guide 

ASPs  hoping  to  survive  leaner  times  are 
going  to  need  to  specialize.  “You  won’t 
see  good  ASPs  going  after  20  different 
companies  in  20  different  industries  any¬ 
more,”  says  David  Boulanger,  AMR 
Research’s  service  director  of  enterprise 


What  About  Us?! 


When  an  ASP  turns  out  the  lights,  its  customers  are  left  to  curse  the  dark 


Dying  technology  companies  usually  leave  plenty  behind  for  scav¬ 
enging  competitors  and  customers.  Many  corporate  mainframes  are 
still  running  on  25-year-old  software  whose  progenitors  have  long 
since  passed  from  the  annals  of  commerce.  But  as  customers  of 
expiring  application  service  provider  (ASP)  Pandesic  in  Sunnyvale, 
Calif.,  are  discovering,  when  an  ASP  goes  under,  it  leaves  not  even  a 
bleached-out  server  rack  behind. 

ASPs  handle  everything  for  their  customers,  from  building  the 
applications  to  maintaining  them  to  serving  them  up  on  a  network. 
That  reduces  costs  and  hassles  for  customers,  but  it  also  means  that 
should  a  parting  of  the  ways  occur,  it  will  be  swift  and  complete— all 
the  ASP  has  to  do  is  snip  a  wire  and  all  traces  of  customer’s  applica¬ 
tion  and  data  simply  disappear. 

For  companies  that  have  made  the  ASP’s  software  the  core  of 
their  application  infrastructures— and  in  the  case  of  Pandesic’s  cus¬ 
tomers,  of  their  businesses— that’s  a  hole  that  won’t  be  patched  over 
easily.  Nor  can  ASP  customers  call  in  their  in-house  IT  cavalry  to 
save  them.  Most  companies  use  ASPs  precisely  because  they  do  not 
want  to  pay  internal  IT  staff  to  learn,  maintain  and  support  the  appli¬ 
cations.  And  even  among  those  customers  who  have  IS  departments 
willing  to  help  out,  few  have  enough  understanding  of  the  ASP  soft¬ 
ware  to  do  so. 

Once  the  wire  is  cut,  accessing  the  ASP's  software  is  impossible. 

Ed  Vincent,  CEO  of  New  York  City-based  startup  online  retailer 
Citystuff.com,  is  kicking  himself  now— as  are  most  of  Pandesic’s  cus¬ 
tomers— because  he  did  not  put  a  clause  into  his  contract  giving  him 
a  copy  of  Pandesic’s  software  if  the  ASP  should  ever  shut  down.  "It 
simply  never  occurred  to  me,"  he  says.  “But  it  will  be  in  the  next  con¬ 
tract  I  sign.” 

Vincent  is  one  of  the  lucky  ones.  His  staff  created  its  own  e- 
commerce  infrastructure  before  going  over  to  Pandesic.  If  Pandesic 


turns  the  lights  out  before  he  can  find  a  new  ASP  to  take  its  place,  he 
can  still  rig  something  up. 

Pandesic’s  larger  customers,  like  children's  clothing  maker 
OshKosh  B’Gosh  in  Oshkosh,  Wis.,  aren’t  so  lucky.  OshKosh  Vice 
President  of  MIS  and  CIO  Jon  Dell'Antonia  went  to  Pandesic  to  save 
time  and  money,  but  now  he's  scrambling.  Because  OshKosh’s  busi¬ 
ness  is  larger  and  more  complex  than  most  dotcom  startups, 
because  it  has  legacy  systems  and  warehouses  to  hook  up,  the  job  of 
switching  over  OshKosh’s  system  to  a  new  ASP  will  take  time.  “Six 
months  is  the  minimum  for  making  that  kind  of  a  transition,”  says 
Dell’Antonia.  Although  Pandesic  has  promised  him  and  other  cus¬ 
tomers  that  it  will  continue  support  through  Jan.  31,  2001, 
Dell’Antonia  is  concerned  that  Pandesic  will  not  be  able  to  keep  its 
programmers  and  support  people  from  fleeing  a  sinking  ship. 
“Frankly,  they’re  in  the  middle  of  Silicon  Valley,”  he  says.  “How  long 
can  they  expect  to  hang  on  to  people?" 

Vincent  has  organized  about  40  of  Pandesic’s  customers  into  what 
he  politely  calls  a  “knowledge  community.”  It  teleconferences  every 
Tuesday  to  exchange  Pandesic  death-watch  news  and  share  leads  for 
replacement  vendors.  The  idea  is  to  present  Pandesic  with  a  unified 
front.  So  far,  he  says,  there  has  been  no  shortage  of  vendors  looking 
to  take  on  Pandesic’s  customers. 

That’s  why,  like  most  customers,  Vincent  is  left  wondering  why  the 
plug  was  pulled  on  Pandesic  so  quickly.  Out  of  all  the  struggling 
startups,  the  ASP  with  the  deepest  pockets  went  first.  SAP  has  little 
to  say.  "This  was  not  a  decision  that  we  were  going  to  cut  them  off," 
says  Bill  Wohl,  SAP’s  director  of  public  relations.  “This  was  a  deci¬ 
sion  that  Pandesic  made  about  its  own  business." 

"We  thought  that  with  those  names  behind  it  there  would  always 
be  the  appropriate  financial  backing,  which  of  course  proved  not  to 
be  the  case,"  Vincent  says  wryly.  -C.  Koch 
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applications.  “The  good  ones  are  going 
to  fight  to  get  a  reference  customer  in  a 
particular  industry  and  then  try  to  resell 
that  solution  to  other  companies  in  that 
industry.  It  won’t  be  easy,  but  by  the  time 
you  get  to  the  eighth  customer  in  an 
industry,  it  gets  a  little  easier.”  He  cites 
USi’s  recent  specialization  in  Internet- 
based  CRM  for  the  telecom  industry  as 
an  example. 

As  ASPs  move  farther  from  their  orig¬ 
inal  mission  and  begin  to  create  more 
specialized  software  and  more  individu¬ 
alized  customer  relationships,  they 
become  more  vulnerable  to  competition 
from  traditional  providers  like  systems 
integrators  on  the  one  hand  and  big  out¬ 
sourcers  on  the  other.  Indeed,  some  of 
the  major  consulting  houses  such  as 
New  York  City-based  Ernst  &  Young 
and  PricewaterhouseCoopers  (PWC), 
and  outsourcers  like  EDS  in  Plano, 
Texas,  have  already  entered  the  market. 
Other  consulting  and  outsourcing  com¬ 


ASPs  are  driven  by  their  subscription 
models  to  redesign  and  refresh  their 
application  technologies  frequently  with 
a  creativity  that  most  traditional  out¬ 
sourcing  companies  lack. 

ASPs  also  have  developed  another 
advantage  over  traditional  consulting 
companies — speed.  Driven  by  their 
pricing  schemes  to  minimize  the  costs 
of  installing  software,  ASPs  are  get¬ 
ting  good  at  being  quick,  installing 
complex  ERP  and  CRM  applications 
faster  than  the  Big  Five  consulting  outfits 
could  ever  dream  of  doing.  “What  ASPs 
are  not  doing  is  having  a  bunch  of 
consultants  sitting  in  a  room  for 
three  months  looking  at  their  navels 
and  drawing  on  a  white  board,” 
says  Boulanger. 

“ASPs  aren’t  just  managing  compa¬ 
nies’  technology  for  customers,”  says 
Traver  Gruen-Kennedy,  chairman  of  the 
ASP  Industry  Consortium  in  Wakefield, 
Mass.  “These  customers  are  looking  for 


ASPs  that  survive  will  focus  on 
the  quality  of  the  applications  and  the 
individualized  service  that  customers 
receive. 


panies  are  poised  quietly  like  vultures 
around  the  edges  of  the  market,  watch¬ 
ing  and  waiting  to  see  which  ASP  start¬ 
ups  will  bite  the  dust. 

Defenders  of  the  ASP  market  say  that 
these  outsiders  will  not  be  able  to  sim¬ 
ply  swoop  in  and  snap  up  the  orphaned 
customers.  ASPs,  they  say,  are  develop¬ 
ing  skills  that  traditional  outsourcers  and 
systems  integrators  don’t  have.  “The  tra¬ 
ditional  outsourcing  mentality  is  that 
you  take  a  customer’s  applications  and 
put  them  on  autopilot  for  eight  years,” 
says  Boulanger.  “You  make  as  few 
changes  as  possible  and  try  to  reduce 
your  maintenance  costs.”  Meanwhile, 


innovative  solutions,  and  I  think  the 
innovation  component  is  something  that 
the  traditional  companies  haven’t  fully 
understood  yet.” 

Gruen-Kennedy  says  that  this  year 
marks  the  moment  the  ASP  market 
moved  from  hype  to  reality.  Many 
ASPs  didn’t  get  the  funding  they  needed 
until  late  1999  to  build  sufficient  support 
and  sales  infrastructures,  but  “this  year 
they  are  starting  to  make  gains  on  wins 
and  deployment,”  says  Gruen-Kennedy. 
“In  the  fourth  quarter  [of  2000]  we’re 
going  to  see  a  real  end  user  commu¬ 
nity  emerge  and  get  past  all  the  experi¬ 
mental  pilots.” 


Roadkill 

Recipes 

The  rented  application  market  is  here  to 
stay.  Every  day,  networks  and  the  Internet 
become  cheaper  and  more  reliable  vehi¬ 
cles  for  delivering  access  to  applications. 
The  staying  power  of  the  first  generation 
of  startup  ASPs,  however,  is  in  doubt. 

“The  Goliaths  like  IBM  and  PWC  are 
huge  wild  cards  in  this  market,”  says 
Boulanger.  “How  will  a  Corio  hold  up 
against  an  IBM?  Good  question.  And 
that’s  why  I  think  some  of  the  ASPs  will 
become  roadkill.” 

As  many  ASP  pioneers  are  discover¬ 
ing,  there  is  nothing  inherently  magical 
in  the  ASP  concept  that  will  free  them 
from  the  need  to  tailor  their  rented  appli¬ 
cations  to  the  individual  needs  of  cus¬ 
tomers — especially  large  customers  that 
want  the  ASP  applications  to  hook  into 
legacy  databases  and  other  software 
applications.  In  big  companies,  CIO’s  will 
expect  their  ASPs  to  also  be  adept  systems 
integrators,  which  will  hit  the  playing 
field  towards  traditional  integrators,  like 
the  Big  Five  consulting  companies  that 
can  adapt  themselves  to  the  ASP  model. 

ASPs  that  survive  will  rely  not  on  the 
rental  delivery  mechanism  itself  but  on 
the  quality  of  the  applications  and  the 
individualized  service  that  customers 
receive.  ASPs  that  can  offer  unique  appli¬ 
cations  have  a  shot,  as  do  those  that  can 
deliver  standard  applications  with  better 
speed,  more  industry  specificity  and  more 
flexibility  than  traditional  outsourcers  or 
the  Big  Five  consulting  companies. 

But  that’s  a  tall  order,  and  time  is 
already  running  out  on  the  startups. 
If  the  demise  of  Pandesic  is  any  indica¬ 
tion  of  things  to  come — and  it  is — next 
year  will  be  a  bloody  one  for  the  ASP 
industry.  EH3 


Executive  Editor  Christopher  Koch  wants  to 
know  whether  you  like  ASPs.  Contact  him  at 
ckoch@cio.com. 


138  CIO  NOVEMBER  15,  2000  •  www.cio.com 


Integrate  your  e-business  partners,  legacy  and  Internet, 
without  changing  your  existing  applications. 


The  good  news  is  you  can  now  bring  legacy  and 
Internet-based  e-business  relationships  together. 
The  great  news  is  the  word  “re-engineering”  - 
and  all  that  it  implies  —  never  enters  the  picture. 

With  bTrade.com,  you  can  link  the  business 
applications  required  to  create  end-to-end 
e-business  relationships  today.  You  can  do  it  in 
a  way  that’s  proven  nondisruptive  to  the  cur¬ 
rent  business  processes  of  either  your  company  or 
any  member  of  your  trading  community,  new 
or  old.  And  you  can  do  it  at  such  a  price  that  it 
will  pay  for  itself  in  a  matter  of  months. 


Our  value  is  clear.  bTrade.com  will  help 
you  extend  your  existing  business  model  to 
the  Internet  —  while  dramatically  reducing,  if 
not  eliminating,  the  associated  complexity, 
risk,  time  and  cost  —  just  as  we’ve  done  for 
some  of  the  world’s  largest  corporations  and 
e-business  communities. 

To  learn  how  we  can  help  you  bring  your 
entire  trading  community  together  today, 
call  us  at  877.4bTrade  or  visit  our  web  site 
at  www.bTrade.com 


K  Trade.com 

KX  Deploying  e  Business  Networks 


Fujitsu  Network  Communications  is  opening  eyes  in 


America  with  revolutionary  photonic  technology, 
like  wavelength  division  multiplexing 
systems  fast  enough  to  send  20  million 
simultaneous  phone  and  Internet  calls 
down  a  single  hair-thin  optical 
fiber.  The  boundless  multimedia 
capacity  Internet  users  before 
could  only  dream  of 


cP  Look  around.  You’re  in  the  midst  of  a  global  maelstrom.  A  swirling  mass  of  converging 


technologies  and  new  business  opportunities  unleashed  by  the  Internet.  All  waiting  to  be  harnessed  by 


companies  like  Fujitsu  -  the  world’s  third  largest  IT  services  provider!  We’ve  focused  our  energy  and 


WHEN  YOU  CLOSE  YOUR  EYES, 
WHAT  DO  YOU  DREAM? 

WHEN  YOU  OPEN  YOUR  MIND  TO  THE 
FULL  POTENTIAL  OF  THE  INTERNET, 
WHAT  DO  YOU  SEE? 


resources  on  creating  technology  to 


solve  the  unique  problems  of  thousands 


of  individual  businesses.  Last  year 


alone  we  invested  $4  billion  of  our 


$50  billion  global  IT  and  telecommunications  revenues  on  R&D.  Imagine,  $4  billion.  That’s  more 


than  the  total  sales  of  many  Fortune  500  companies.  But  that’s  what  it  takes  to  create  next  generation 


mobile  technology,  ultra-high-speed  servers  and  leading-edge  photonic  networks.  Innovations  that 


keep  your  business  one  step  ahead  of  the  Internet.  And  light  years  ahead  of  the  competition. 


FUJITSU 


THE  POSSIBILITIES  ARE  INFINITE 


www.fujitsu.com 


'Source:  IDC,  December  1999.  Who  Will  be  Leading  the  Global  IT  Services  Industry  in  2000 ?\  A  Competitive  Analysis  by  Mauro  Peres.  Sophie  Janne  Mayo. 


'r  i: 


MEASURING  TCO  HAS  KEN  DEWITT, 
vice  president  of  IT  planning  and 
integration  for  Sears,  looking  every¬ 
where  for  cost  savings. 
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EVERY 

LAST  DIME 

While  getting  a  handle  on  the  total  cost 
of  ownership  remains  difficult ,  smart  CIOs  will 
keep  seeking  ways  to  reduce  TCO 

BY  MALCOLM  WHEATLEY 


Total  cost  of  ownership  (TCO)  ,  the  concept  that 

has  long  had  CIOs  tearing  their  hair  out,  all  started  with  Gartner 
Group.  Since  the  mid-1990s,  embattled  CIOs  have  been  trying  to 
get  a  handle  on  their  organizations’  proliferating  desktop  com¬ 
puter  TCOs.  But  to  what  effect?  In 
1996  when  Gartner  announced  the 
average  Windows  95  desktop  cost  a 
whopping  $10,000  a  year  to  own,  busi¬ 
nesses  began  to  wake  up  to  the  fact  that 
the  machines  were  costing  five  times  the 
purchase  price  to  maintain. 


Reader  ROI 

►  Find  out  why  measuring 
the  TCO  might  not  matter 
as  much  as  you  thought 

►  Discover  what  influences 
the  total  cost  of  ownership 

►  See  how  seat  management 
and  thin-client  technology 
can  reduce  TCO 


WWW.  cio.  com  •  NOVEMBER  15,  2000  CIO  143 


Cost  Management 


And  today?  That  figure  remains  unchanged.  Although  the 
desktops  in  question  are  easier  to  manage  and  have  more  effi¬ 
cient  operating  systems  with  a  lower  TCO,  the  corporate  world 
in  which  those  desktops  are  used  has  grown  more  complex. 
The  result  is  one  step  forward,  one  step  back. 

But  does  it  matter?  Heresy  though  it  might  appear,  the  most 
important  aspect  of  TCO  may  not  be  the  actual  dollar  value 
that  it  appears  to  cost  an  organization,  but  an  awareness  that 
there  is  a  cost.  CIOs  need  to  keep  looking  for  methods  to 
reduce  it,  such  as  seat  management,  where  the  provision  of 
end  user  computing  facilities  is  outsourced  to  a  third  party 
that  takes  on  the  task  of  procurement,  installation,  configura¬ 
tion,  maintenance  and  help-desk  support,  all  at  a  fixed  price- 
per-seat.  In  some  ways,  TCO  is  a  bit  like  the  federal  budget 
deficit:  It’s  a  big  number,  but  the  exact  size  doesn’t  matter  as 
much  as  whether  it’s  going  up  or  down. 

There’s  another  fundamental  problem  with  trying  to  attain 
a  black-and-white  amount.  “To  actually  get  a  true  TCO  fig¬ 
ure  is  extremely  difficult,”  says  David  Masding,  director  of 
operations  at  the  Manchester,  England,  headquarters  of  the 
National  Computing  Centre,  a  British  independent  nonprofit 
research  institute.  “There’s  an  almost  inexhaustible  list  of 
things  you  have  to  include.” 


TO  ACTUALLY  GET  a  true 

TCO  figure  is  extremely  difficult.” 

-DAVID  MASDING,  DIRECTOR  OF  OPERATIONS,  NATIONAL  COMPUTING  CENTRE 


Just  look  at  all  that  gets  rolled  into  TCO:  the  direct  costs 
of  user  support,  hardware  maintenance,  software  updates, 
training,  lost  productivity  while  users  (and  coworkers)  try  to 
figure  out  what’s  gone  wrong,  security,  downtime,  administra¬ 
tive  costs  and  a  host  of  other  headings — including  deprecia¬ 
tion  and  finance  charges.  With  a  laundry  list  that  long,  cou¬ 
pled  with  the  increasing  cost  of  hiring,  it’s  no  surprise  that  a 
business’s  TCO  quickly  climbs  to  about  $10,000  a  year. 
Technical  advances  drive  it  down,  but  the  people-related  costs 
in  the  calculation  push  it  obstinately  back  up. 

The  ability  to  determine  some  of  those  costs  isn’t  as  straight¬ 
forward  as  you  might  imagine.  Not  only  can  it  be  hard  to  pin¬ 
point  precisely  how  to  apportion  some  easy-to-measure  items 
(the  time  your  purchasing  department  spends  on  acquiring 
desktop  PCs  and  the  time  your  help  desk  spends  sorting  out 
end  user  fumbles)  but  some  costs  are  almost  impossible  to 
measure.  These  gray  areas  include  the  cost  of  lost  downtime, 


peer-to-peer  support  and  time  spent  on  user-solvable  prob¬ 
lems.  Time  and  again,  TCO  models  show  that  a  huge  slew  of 
the  overall  TCO  lies  in  such  imponderables — typically  around 
50  percent,  if  not  higher. 

Because  many  of  these  factors  boil  down  to  people  issues — 
and  people’s  time — rather  than  IT  practice,  putting  a  dollar 
value  on  TCO  may  be  misguiding.  While  cost  can  be  a  valid 
way  of  measuring  technological  complexity,  it  may  be  the 
wrong  metric  for  manageability,  Masding  believes.  For  exam¬ 
ple,  time  may  be  a  better  metric  for  measuring  the  effort 
involved  in  maintaining  the  usability  of  desktop  systems.  “The 
price  mechanism  provides  a  useful,  if  far  from  perfect,  way  of 
identifying  the  value  associated  with  time  or  other  resources, 
as  long  as  we  don’t  confuse  the  resulting  figures  with  actual 
payments  of  any  kind,”  says  Masding. 

Bullish  on  Dollar  Metrics 

Not  everyone  agrees  that  accurately  measuring  TCO  in  dol¬ 
lar  terms  is  too  much  of  a  challenge.  Officials  at  retail  giant 
Sears,  Roebuck  and  Co.,  for  one,  have  wholeheartedly  jumped 
into  the  TCO  challenge.  Ken  DeWitt,  vice  president  of  IT  plan¬ 
ning  and  integration  at  Sears’s  Hoffman  Estates,  Ill.,  head¬ 
quarters  believes  it  is  possible  to  put  a  tangible  dollar  cost 

on  an  organization’s  TCO. 
Consequently,  DeWitt  has 
embarked  on  a  major  pro¬ 
gram  to  first  measure  and 
then  minimize  the  TCO  of 
Sears’s  servers  and  its  asso¬ 
ciated  infrastructure.  Com¬ 
pared  with  the  company’s 
30,000  desktops,  the  ser¬ 
vers  represent  something  of 
a  lower-hanging  fruit,  he  believes,  and  also  are  easier  to  meas¬ 
ure  in  terms  of  their  TCO.  “The  servers  are  more  stable,” 
DeWitt  says,  because  the  software  on  them  changes  less  fre¬ 
quently  than  on  desktops  and  because  end  users  can  tweak 
desktops,  but  thankfully  not  servers. 

Nevertheless,  the  project — underway  for  just  less  than  a 
year — is  no  sinecure.  There  are  3,500  Sears  locations,  many 
with  different  infrastructures.  Not  only  is  the  information 
widely  scattered,  it’s  also  vague — knowing  that  an  activity  goes 
on  is  not  the  same  as  knowing  how  frequently  it  happens,  for 
how  long  and  who  is  responsible.  “Starting  off  there  are  a  lot  of 
gray  areas,”  DeWitt  acknowledges.  Key  difficulties  include  sup¬ 
port,  administration  and  maintenance  activities  being  under¬ 
taken  by  fractions  of  individuals,  and  elements  of  lost  opera¬ 
tional  costs  in  big  IT  budgets.  On  the  other  hand,  he  adds, 
once  the  facts  have  been  pinned  down,  it’s  easier  to  keep  track 
of  them.  “Measuring  what  you’ve  got  today  is  a  lot  harder  than 
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BRING  THE  WORLDS  OF  E-BUSINESS  AND  BUSINESS  TOGETHER. 

Now  more  than  ever,  e-business  and  traditional  business  must  work  together.  Which  is  why  you  need 
Onyx.  We  have  the  expertise  to  help  you  converge  your  traditional  business  with  the  online  world. 
We  also  provide  an  enterprise-wide  solution  that  connects  employees,  customers  and  partners. 
To  find  out  more,  just  visit  www.onyx.com/zipper  or  give  us  a  call  at  1-888-ASK-ONYX. 
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measuring  the  TCO  going  forward — [when]  elements  such  as 
roles,  responsibilities,  tasks,  processes,  leases  and  licenses 
become  more  tightly  specified.”  DeWitt  adds  that  the  project 
is  going  to  be  a  multiyear  endeavor,  “and  there’s  an  awful  lot 
of  probing  and  digging  that  needs  to  be  done.  But  can  we  save 
costs  and  improve  the  way  that  we  use  our  resources?  Based 
on  the  studies  we’ve  done,  the  answer  is  ‘Yes,  very  definitely.’” 

Maybe  so,  but  most  folks  liken  measuring  the  TCO  of  desk¬ 
top  computers  to  nailing  Jell-0  to  a  wall:  easier  said  than  done. 
But  with  desktops  and  laptops  becoming  more  ubiquitous, 


CIOs  continue  to  search  for  new  approaches. 

Hence  there  is  a  temptation  to  use  some  TCO  shortcuts. 
For  those  with  neither  the  time  nor  the  inclination  to  buckle 
down  to  a  long,  data  gathering  exercise,  there  are  other  possi¬ 
bilities  available.  One  option  is  to  rely  on  generic  benchmark¬ 
ing  profiles  of  TCOs,  supplied  by  IT  consulting  companies. 
These  profiles  attempt  to  match  an  organization’s  IT  system 
and  infrastructure  with  those  of  comparable  companies  and 
estimate  a  likely  TCO  accordingly.  Using  a  software  tool  like 
Gartner’s  TCO  Manager,  a  user  selects  the  number  of  desktops, 
operating  systems,  user  applications  and 
network  architecture  from  a  menu  of 
options  and — presto — the  TCO.  Or  at 
least,  it  might  be. 

Many  IT  consultancies  offer  this,  but  the 
price  tag  for  such  software  packages  car¬ 
ries  a  base  price  of  anywhere  from  $20,000 
to  more  than  $50,000,  depending  on  how 
much  consulting  assistance  is  required  to 
interpret  the  results. 

Other  Approaches 

While  Gartner  and  similar  companies 
undertake  such  comparisons  on  behalf  of 
clients,  Gartner  Research  Director  Peter 
Lowber  counsels  a  more  rigorous  approach. 
“Do  your  own  data  collection,”  he  urges. 
“Don’t  rely  on  our  generic  numbers,  but 
invest  your  own  time  in  gathering  data  for 
your  organization.” 

Other  consultancies  recommend  still 
another  TCO  shortcut:  Skip  the  figuring- 
it-out  stage,  and  jump  straight  to  the 
doing-something-about-it  stage.  A  favorite 
option:  management  tools,  such  as  Hewlett- 
Packard  Open  View,  IBM’s  Tivoli  TME10  or 
Microsoft’s  Zero  Administration  Kit,  that 
help  users  standardize  and  simplify  such 
routine  chores  as  software  upgrades  and 
onsite  user  support.  “This  was  one  of  the 
advantages  of  mainframes  that  got  lost  in 
the  push  to  client/server,  and  anything  that 
can  be  done  here  helps  enormously,”  says 
Randy  Covill,  a  senior  analyst  at  Boston- 
based  AMR  Research.  “If  IS  has  to  come 
by  and  upgrade  my  machine,  it  doesn’t  just 
cost  the  technician’s  time — but  I’ve  had  a 
15-,  30-  or  60-minute  disruption  to  my 
schedule  too.” 

Even  so,  such  tools  will  never  be  a  total 


AT  THE  U.S.  BUREAU  OF  ALCOHOL, 
Tobacco  and  Firearms  (ATF),  seat  man¬ 
agement  does  more  than  reduce  the  total 
cost  of  ownership  (TCO).  It  essentially 
wipes  it  out,  since  the  ATF  doesn’t  own 
the  managed  computer  equipment.  And 
that  is  just  the  point,  says  CIO  Patrick 
Schambach.  Seat  management  results  in 
the  bureau  equipping  4,200  employees 
in  223  locations  with  cutting-edge  lap¬ 
tops,  telecommunications  and  database 
technologies  that  they  wouldn’t  other¬ 
wise  have  had. 

Instead,  the  equipment— none  of 
which  agents  had  access  to  before— is 
leased  as  part  of  an  overall  seat  manage¬ 
ment  deal  costing  $3,300  per  seat,  The 
result  was  a  significant  increase  in  pro¬ 
ductivity;  having  laptops,  for  example, 
means  agents  no  longer  have  to  return  to 
the  office  to  read  e-mail  or  file  a  report. 
The  gain  could  be  as  much  as  four  or  five 
hours  per  report,  all  of  which  could  be 
plowed  back  into  spending  more  time  on 
the  street,  “where  the  bad  guys  are,”  as 
one  special  agent  put  it  when  CIO  last 
caught  up  with  Schambach’s  pioneering 
seat  management  deal— a  first  in  the  fed¬ 
eral  arena— exactly  a  year  ago.  (See  “A 
New  Lease  on  Life,”  CIO,  Nov.  15, 1999.) 

In  contrast  to  NASA,  Schambach 

_ i. _ 


opted  for  just  one  outsourcing  vendor, 
Unisys  Corp.  of  Blue  Bell,  Pa.,  after  also 
considering  bids  from  GTSI  and  Telos.  “If 
things  go  wrong,”  he  explains,  “we  want 
one  neck  to  grab.”  And  that  neck  should 
be  keen  to  oblige.  Unisys  wants  the  ATF 
to  be  a  referenceable  account.  The  cost 
of  equipping  the  4,200  employees  under 
the  terms  of  the  contract  was  $30  mil¬ 
lion,  but  not  in  one  slug,  which  might 
have  been  prohibitive.  Instead,  seat  man¬ 
agement  spreads  the  cost  through  what 
Schambach  describes  as  a  “pay-as-you- 
go  deal,"  equivalent  to  $10  million  per 
year  for  three  years.  While  Unisys  is  the 
bureau’s  first  and  only  point  of  contact, 
an  arrangement  that  Schambach  says 
has  worked  perfectly  well,  Dell  Computer 
Corp.,  Hewlett-Packard  and  Microsoft 
Corp.  supply  computers,  printers  and 
software  to  the  ATF  through  Unisys. 

The  bureau  is  looking  to  renew  the 
deal  next  year— with  some  changes. 
Schambach  regrets  that  he  didn't  build  in 
more  stringent  service  standard  expecta¬ 
tions.  “We  didn’t  put  in  service  standards 
that  can  impact  the  vendor  financially,” 
he  says.  Schambach  is  working  out  the 
details  of  such  financial  penalties  and 
will  revise  the  contract  when  it  comes  up 
for  renewal  next  year.  -M.  Wheatley 
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Now  everyone’s  office  can  get  an  upgrade  by  adding  a  Philips  Flat  Panel  Monitor. 
Desktops  have  more  room  thanks  to  the  compact  footprint  and  slim  profile.  A  bt  ight, 
flicker-free  LCD  screen  delivers  a  picture-perfect  view  that  can  be  seen  up  to  1 60 
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panacea.  Think  back:  Desktop  management  tools  have  been 
around — well,  almost  as  long  as  desktops — and  annual  TCO 
costs  are  still  around  the  $10,000  level.  Remember  Norton 
UnDelete — a  handy  management  tool  to  help  users  recover 
files  they  had  accidentally  erased?  Year  by  year,  the  tools  get 
more  sophisticated  but  so  do  the  desktops  and  the  problems 


that  arise. 

In  any  case,  the  scope  of  such  tools  is  limited.  “Using  the  best 
tools  won’t  do  much  if  the  best  practices  aren’t  there,”  says 
Lowber.  What’s  more,  adds  the  National  Computing  Centre’s 
Masding,  three-quarters  of  a  typical  business’s  desktop  TCO 
results  from  management  issues  rather  than  technology  prob¬ 
lems — rendering  it  largely  impervious  to  the  effects 
of  such  tools.  No  one’s  saying  tools  are  bad  things; 
they  simply  don’t  tackle  the  whole  problem  or  even  a 
decent-size  chunk  of  it. 

Given  that  many  of  these  issues  ultimately  boil 
down  to  people  issues  rather  than  IT  practice,  says 
Masding,  it  may  be  better  to  develop  stated  policies 
on  such  things  as  e-mail  usage,  Internet  access,  pri¬ 
vate  use,  recreation  and  personal  customization,  all 
of  which  have  a  bearing  on  TCO.  “It’s  about  the 
management  of  people  as  much  as  it’s  about  the 
management  of  IT,”  he  says. 


The  Outsourcing  Route 

The  challenge  of  managing  the  people  component 
has  led  some  companies  to  opt  for  outsourcing  alter¬ 
natives  like  seat  management.  Unless  a  business 
believes  it  is  worse  than  average  at  providing  cost- 
effective  end  user  support,  training  and  maintenance 
facilities,  savings  sufficient  to  meet  the  third  party’s 
required  profit  margins  can  only  logically  come 
from  an  ability  to  generate  economies  of  scale.  This 
can  be  done  by  lumping  individual  companies’  desk¬ 
top  computers  together  and  reaping  economies  of 
scale.  “I’m  not  saying  that  seat  management  reduces 
the  cost,”  says  Masding,  “but  at  least  it  makes  [the 
cost]  more  visible.”  And  at  Gartner,  says  Lowber, 
“we’re  very  careful  about  [recommending  seat  man¬ 
agement  to  clients] — it’s  a  case-by-case  decision,  and 
it’s  not  something  that  we  have  a  black-and-white 
view  on.” 

Inevitably,  seat  management’s  proponents  see  the 
concept  as  making  a  very  positive  contribution  to 
lowering  TCO — without  necessarily  having  to  quan¬ 
tify  it  in  the  first  place. 

At  NASA,  for  example,  the  decision  was  made 
to  outsource  the  maintenance  of  desktops  in  order 
to  focus  on  the  space  agency’s  core  competencies. 
“We  were  trying  to  refocus  civil  servants  on  NASA’s 
mission,  rather  than  having  them  support  comput¬ 
ers,  and  also  trying  to  buy  in  commercial  best  prac¬ 
tices  [desktop  support],”  says  Program  Manager 
Mark  Hagerty,  at  the  organization’s  Greenbelt,  Md.- 
based  Goddard  Space  Center.  The  Outsourcing 


“We  were  trying 
to  refocus 
civil  servants  on 
NASAs  mission, 
rather  than 
having  them 
\  support 
computers. 
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Out  with  the  old,  and  in  with  the  new  digital 
■■■■■■■■^  imageRUNNER  5000  and  all  it  has  to  offer. 
Like  the  ability  to  seamlessly  connect  to  any  network.  To  output  documents  at 
50  ppm  and  deliver  full-finishing  capabilities --right  from  the  desktop.  Plus,  it’s  built 
on  the  highly  acclaimed  imageRUNNER  product  platform.  So,  put  a  fresh  coat  of 
paint  on  the  walls,  something  new  is  headed  your  way.  At  Canon,  we’re  giving 
people  the  know-how  to  realize  the  full  power  of  the  digital  office. 
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|cll  1-800-OK-CANON, 
ir  visit  www.imagerunner.com 


KNOW  HOW™ 
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Canon  is  a  registered  trademark  and  IMAGERUNNER  and  Canon  Know  How  are  trademarks  of  Canon  Inc.  IMAGEANYWARE  is  a  service  mark  of  Canon  U  S  f 
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Desktop  Initiative  for  NASA  (ODIN),  which  started  nearly  two 
years  ago,  has  come  to  be  recognized  as  a  significant  example 
of  the  TCO  concept.  As  its  name  implies,  under  the  initiative, 
NASA  outsources  the  management  of  its  desktops  to  third 
parties  in  order  to  reduce  the  organization’s  TCO.  NASA  has 
currently  outsourced  the  management  of  some  27,000  desk¬ 
top  seats  to  third  parties,  along  with  the  maintenance  of  42,000 
of  its  phones. 


MEASURING  TCO  is  about  the 

management  of  people  as  much  as  it’s  about 
the  management  of  IT.” 

-DAVID  MASDING,  DIRECTOR  OF  OPERATIONS,  NATIONAL  COMPUTING  CENTRE 


Although  reduced  TCO  wasn’t  the  only  objective  of  the 
switch  from  internal  to  seat  management,  it  was  one  of  the 
goals,  explains  Hagerty.  ODIN  covers  seven  types  of  NASA’s 
scientific  and  engineering  workstations,  including  high-end 
Wintel,  Macintosh  and  different  Unix  systems.  Scientific  and 
engineering  systems  comprise  52  percent  of  NASA’s  installed 
base,  but  only  3  percent  of  those  systems  run  Unix. 

At  the  time  the  ODIN  contracts  were  awarded  in  June 
1998,  sample  data  collected  by  NASA  from  11  of  its  installa¬ 
tions  pointed  to  a  TCO-per-desktop  of  just  under  $3,000 
annually,  says  Hagerty.  Within  the  agency,  the  view  was  that 
this  amount  could  be  reduced — although,  with  hindsight  he 
believes  the  $3,000  figure  was  probably  too  low,  as  it  was 
based  on  a  sample  of  1 1  NASA  installations.  When  contract 
delivery  formally  began  in  November  1998,  NASA  centers 
could  select  an  outsourcing  company  from  a  list  of  seven 
ODIN-approved  vendors,  according  to  each  center’s  geo¬ 
graphic  location  and  the  level  of  service  provision  that  it 
required.  The  decision  to  approve  seven  vendors  rather  than 
one  was  very  deliberate,  adds  Hagerty.  “We  were  very  clear 
that  we  wanted  competition”  in  order  to  get  the  best  avail¬ 
able  rates,  he  says. 

The  vendors  included  Computer  Sciences  Corp.,  Federal 
Data  Corp.,  OAO  Corp.,  Science  Applications  International 
and  Wang.  The  ODIN  contract  called  for  NASA  to  be  able 
to  purchase  seat  management  services  from  the  vendor  for 
12  years,  in  three-year  periods.  A  given  vendor  could  manage 
a  desktop  for  three  years  and  then  have  the  contract  passed 
to  another  vendor  if  NASA  so  chose — a  useful  way  of  keep¬ 
ing  the  service  providers  on  their  toes. 


This  strategy  can  be  judged  from  the  impact  the  arrange¬ 
ment  has  had  on  NASA’s  TCO.  Hagerty  points  to  a  reduc¬ 
tion  of  at  least  two-thirds:  Compared  with  the  $3,000  base¬ 
line,  the  fees  paid  to  the  seven  vendors  range  from  $1,800 
and  $2,200  per  computer,  per  year,  according  to  the  service 
level.  More  important,  he  points  out,  NASA  also  now  has 
key  information  it  didn’t  have  before,  such  as  an  excellent 
inventory  of  its  assets,  a  single  number  to  call  for  service  and 

a  total  certainty  regarding 
the  cash  cost  of  operating 
each  desktop. 

But  as  undoubtedly  valu¬ 
able  this  information  is,  the 
ODIN  work  still  represents 
an  attack  on  only  the  tech¬ 
nology  aspect  of  TCO,  not 
the  human  or  management 
cost.  In  other  words,  costs 
such  as  downtime,  training 
and  reduced  user  produc¬ 
tivity  are  excluded.  To  shrink  the  costs  in  these  areas,  it’s 
necessary  to  find  some  way  of  dramatically  simplifying  the 
desktop’s  complexity:  The  greater  the  number  of  applications 
that  reside  on  a  machine,  the  more  complex  the  installation. 
And  although  better  tools,  better  training,  better  personnel 
policies  and  better  technology  can  all  reduce  this  human 
intervention,  it’s  hard  to  deny  the  desirability  of  eliminating 
TCO  altogether. 

How  in  Is  Thin? 

Eliminating  TCO  was  one  of  the  chief  objectives  of  the  much- 
hyped  network  computer  (NC),  a  slimmed-down,  dumbed- 
down  $500  desktop  promoted  by  Oracle  Corp.’s  CEO  and 
Chairman  Larry  Ellison  in  the  mid-1990s.  The  logic  was  sim¬ 
ple:  Applications  and  complexity  would  reside  on  cheap-to- 
maintain  servers,  while  users  would  operate  devices  that  acted 
like  normal  desktops,  but  lacked  their  complexity.  No  floppy 
disk  drives,  a  minimal  hard  drive  and  zero  customizability. 
More  than  100  million  devices  would  be  sold,  forecast  Ellison, 
seeing  them  as  a  way  of  not  only  besting  arch-rival  Microsoft 
Chairman  Bill  Gates,  but  also  boosting  demand  for  core  Oracle 
server-based  products  such  as  databases. 

The  idea  fizzled  with  just  20,000  of  the  devices  ever  pro¬ 
duced — although  Ellison  has  now  funded  a  similar  NC  by  tak¬ 
ing  a  stake  in  San  Francisco-based  startup  New  Internet 
Computer  Co.  at  the  end  of  1999.  But  history,  of  course,  could 
repeat  itself.  “Larry  underestimated  the  drag  effect  of  a  whole 
legacy  infrastructure  of  applications,”  says  General  Donald 
Walker,  CEO  of  Reston,  Va.-based  network  security  company 
Veritect,  a  subsidiary  of  Veridian  Corp.  During  his  tenure 
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With  Motient's  wireless  data  network,  you'll  stay  connected,  even  when  you're  deep  inside 
a  building.  Because  our  network  reaches  everywhere  your  wireless  information  needs  to 
go.  Motient's  national  footprint  is  the  industry's  most  extensive.  So  you  can  depend  on 
reliable,  enterprise-wide  connectivity  no  matter  what  your  mobile  application. 

From  sales  force  automation  and  field  service  support  to  wireless  email,  CRM  or 
ERP  —  Motient  can  wirelessly  enable  your  most  critical  business  applications. 

For  the  broadest  national  coverage,  the  best  in-building  penetration  and  the  most 
reliable  wireless  data  service,  remember:  the  network  makes  all  the  difference. 

To  learn  how  Motient  can  help  make  your  wireless  application  a  reality, 
call  1-800-872-6222,  ext.  2178  or  go  to  www.motient.com. 
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as  CIO  of  United  Services 
Automobile  Association  in  San 
Antonio,  Texas,  Walker  con¬ 
ducted  a  trial  network  computer 
installation  in  1998  (see  “NC  or 
not  NC?”  CIO,  March  15, 

1998)  and  saw  firsthand  some  of 
the  difficulties. 

“Larry  would  always  say,  ‘It’s 
no  big  deal,’  but  you  really  do 
have  to  look  at  the  business  case 
for  rewriting  all  those  legacy 
applications  just  to  run  them  on 
NCs.  And  if  it’s  just  a  reduced 
TCO,  then  it  won’t  wash,”  says 
Walker.  Despite  this  flaw  in  the 
logic,  he  concedes,  the  idea 
behind  the  NC  still  has  merit — 
as  evidenced  by  the  number  of 
me-too  Internet  devices.  “The 
overall  concept  of  a  thin  client 
didn’t  bomb,  but  the  clean  sheet 
of  paper  represented  by  the  NC 
did  bomb,”  he  says. 

And  indeed,  there’s  a  much 
greater  acceptance  of  thin-client 
devices  today.  With  more  and 
more  companies  finding  them¬ 
selves  with  mixed  environments 
characterized  by  usage-specific 
form  factors,  wireless  devices  and 
multiple  operating  systems,  CIOs 
are  becoming  more  comfortable 
with  the  notion  of  thin  clients. 

Gartner’s  Lowber  points  out  that 
the  more  varied  the  end  user  com¬ 
puting  environment  becomes,  the 
more  thin-client  technologies, 
rather  than  seat  management  devices,  appear  to  be  the  answer 
to  the  problem. 

But  even  in  a  straight  desktop  environment,  thin-client  tech¬ 
nology  looks  to  be  able  to  make  significant  inroads  into  a  busi¬ 
ness’s  TCO  because  of  its  much  greater  inherent  simplicity, 
irrespective  of  whether  the  definition  of  TCO  is  the  narrow, 
technology-based  one,  or  the  broader  people-based  one. 

Since  the  ongoing  maintenance  and  upkeep  of  an  organi¬ 
zation’s  desktop  PCs  is  such  a  large  chunk  of  TCO,  some  com¬ 
panies  are  finding  that  reducing  the  number  of  PCs  in  use  is 
an  increasingly  attractive  notion.  While  approaches  like  seat 
management  have  their  place  in  certain  instances,  thin-client 


technology  can  improve  an  organization’s  ability  to  monitor 
and  reduce  TCO. 

Which  may,  in  the  end,  be  the  biggest  lesson  of  all  to  emerge 
from  the  past  decade-long  focus  on  TCO.  It’s  big,  it’s  staying 
big,  and  most  approaches  to  reducing  it  are  akin  to  treating 
the  symptoms  and  not  the  disease.  Thin-client  technology,  for 
all  that  it  represents,  is  still  distinctly  tarred  as  unconventional. 
But  for  those  bold  enough  to  adopt  the  thin-client  approach, 
the  payoff  is  clear.  E3E1 


Malcolm  Wheatley  is  a  freelance  writer  based  in  the  United  Kingdom. 
Tell  him  your  TCO  stories  at  malcolm_wheatley@compuserve.com. 


Can  we  save  costs  and 
improve  the  way  that 
we  use  our  resources? 
The  answer  is  "Yes, 
very  definitely. 


KEN  DEWITT.  VICE  PRESIDENT  SEARS 
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e  Internet  has  given  the  business  world  an  ultimatum:  Transform  yourself  into  a  dot-com  or  disappear.  But 
very  move  you  make  towards  e-Business  is  hobbled  by  the  countless  business  rules  and  events  of  your 

We  can  help  you  break  free.  We’re  Sybase,  a  world  leader  in  Enterprise  Portal  solutions  for  e-Business. 

< 

:e  Event  Broker  finks  the  business  events  of  your  legacy  applications  to  your  new  e-Commerce  applications, 
ger  have  the  legacy  source  code.  And  to  maximize  application  availability,  if  the  need  arises,  our  Adaptive 
software  seamlessly  transfers  your  customers  to  a  fully  functional  backup  server,  jg^ 
er  won’t  even  know.  Call  1  -800-8-SYBASE.  Or  go  to  www.sybase.com/portal.  We’ll 
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nd  of  innovation  that  completely  redefines  the  rules  of  how  business  is  done.  Information  Anywhere 
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served.  All  trademarks  are  the  property  of  their  respective  owners. 
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web  hosting  the  intel  way 


the  web  has  no  off  switch,  so  your  e-business  can’t  ever  afford  to  be 
down,  not  even  for  a  split  second,  that’s  the  incredibly  exacting  standard  by 
which  intel®  online  services  measures  success,  we  design  our  services  and 
build  our  facilities  even  better  than  they  have  to  be.  first  we  install  a  complex 
set  of  system  backups,  and  then  we  back  up  our  backups,  if  the  right 
tools  don’t  already  exist,  we  invent  them,  even  while  you  sleep,  intel  online 
services  keeps  an  unblinking  eye  on  your  e-business,  because  in  the  surge 
economy,  there  is  no  closing  time,  to  take  the  first  step,  visit  us  online  or  call 


web  hosting  for  the  surge  economy  -*  intelonlineservices.com/info 
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Plugging  the  security  holes  in  your  IT  infrastructure  shouldn't  be  a  puzzle. 


Sure,  you  know  your  organization  is  vulnerable 
to  outside  threats.  But,  chances  are,  it’s  far  more 
vulnerable  than  you  ever  imagined.  Every  time 
you  add  hardware,  software,  or  new  users  to  your 
network,  you  create 
new  security  “holes” 
that  can  be  exploited. 

Holes  that  put  your 
customer  files,  product 
plans,  and  financial 
data  stored  there  at 
risk.  Security  holes 
are  real,  and  they’re 
plentiful. 

The  trick  is  not  just 
finding  —  but  fixing  —  the  holes.  There’s  no  product 
that  can  do  it  all.  You  need  a  digital  security  solution 
that  combines  people,  processes,  and  products  to  help 
you  cover  every  angle.  You  need  a  partner  who’ll  work 
with  you,  side  by  side,  to  secure  your  business  as  it 
grows  and  changes. 


That’s  where  we  come  in.  We’re  Guardent.  We’re  digital 
security  specialists.  We  don’t  sell  products  and  we  don’t 
build  web  sites.  Providing  digital  security  consulting 
and  services  is  all  we  do. 

Our  security  architects 
carry  CISSP  (Certified 
Information  System 
Security  Professional) 
credentials  and  aver¬ 
age  more  than  10  years 
of  security  experience. 
They  spend  every  wak¬ 
ing  hour  thinking  up 
innovative  ways  to 
make  businesses  like 
yours  more  secure.  After  all,  security  is  a  journey,  not  a 
destination.  You’ll  need  a  partner  to  help  you  navigate. 

For  more  information,  visit  www.guardent.com/ciomag 
or  call  888.413.4344.  You’ll  see  that  choosing  Guardent 
as  your  digital  security  partner  is  a  no-brainer. 


GUARDENT  POP  QUIZ  #4 

Courtesy  of  Mensa 

Find  the  figure  below  that’s  the  odd  one  out. 


(a)  (b)  (c)  (d)  (e) 


Go  to  iv wiv. guardent. com Iciomag  to  check  your  answer. 


GUARDENT 

s e c u r a  digital  infrastructure 


NATIONS  BOSTON  •  LONDON  •  MINNEAPOLIS  •  SAN  FRANCISCO  •  SEATTLE  •  TORONTO  •  WASHINGTON  DC 
INVEST  CHARLES  RIVER  VENTURES  •  NEW  ENTERPRISE  ASSOCIATES  •  SEQUOIA  CAPITAL 


Startups 


E-Commerce  Business  Models 


Does  LearningBrands  have  a  winning 
business  plan?  You  tell  us. 


BY  EMELIE  RUTHERFORD 


With  all  the  dotcoms  biting  the  dust  lately,  you’re  probably  getting  a 
clearer  picture  of  what  makes  a  winner  and  a  loser  in  the  race  to  the  Internet  land  of 
plenty.  Take  a  look  behind  the  curtain  at  LearningBrands,  and  decide  whether  this 
e-business  model  has  what  it  takes  to  succeed.  Form  your  own  opinion,  and  see 
how  it  compares  with  the  experts’  commentary  and  that  of  the  motley  crew  weighing 
in  on  the  Web  at  webbusiness.cio.com/startup. 

After  years  of  throwing  silly  gimmicks  at  customers,  some  web¬ 
sites  are  now  trying  to  get  sticky  by  offering  something  useful:  “educational”  content. 
Some  of  these  sites  create  their  own  content,  and  some  turn  to  third-party  content 
providers  such  as  Norwood,  Mass. -based  startup  LearningBrands. 

Here’s  a  typical  scenario:  Potential  investors  visit  the  website  of  financial  services 
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Startups 


E-Commerce  Business  Models 


company  Liberty  Funds  and  sign  up  for  Liberty’s 
free  asset-allocation  course  to  learn  the  ABCs 
of  saving  and  investing.  What  these  visitors  don’t 
realize  is  that  they  have  actually  clicked  through 
to  a  minisite  that  LearningBrands’  staff  wrote 
and  formatted  for  the  Web.  Another  example: 
Cooks  who  want  to  learn  how  to  make  slow- 
rising  pizza  dough  visit  the  website  of  Cook’s 
Illustrated  magazine  and  click  on  the  How  to 
Make  Pizza  guide.  In  fact,  these  budding  pizza 
pie  people  are  browsing  a  site  designed  and 
hosted  by  LearningBrands. 

“Companies  are 
seeking  deeper, 
stronger,  better 
relations  with  cus¬ 
tomers.  Using 
learning  across 
the  Internet  is  the 
way  to  do  it.” 

-SEPPY  BASILI,  COFOUNDER,  LEARNINGBRANDS 


The  idea,  says  LearningBrands’  cofounder 
Seppy  Basili,  is  to  use  interactive  guides  full  of 
instructional  text  to  help  online  companies 
extend  their  brand.  This  notion  is  not  new.  For 
years,  brick-and-mortar  retailers,  such  as  The 
Home  Depot  and  Christie’s  auction  house,  have 
published  instructional  literature  and  courses 
intended  to  deepen  the  bonds  between  their  cus¬ 
tomers  and  their  merchandise.  LearningBrands 
has  taken  the  strategy  online,  and  the  young, 
48-person  company  not  only  creates  the  edito¬ 
rial  content,  it  also  formats  it  in  interactive  web¬ 
pages  and  hosts  it  on  its  servers. 

“Companies  spend  millions  to  build  a  Web 
presence,”  says  Basili.  “They’re  all  seeking 
deeper,  stronger,  better  relations  with  customers. 
We  think  using  learning  across  the  Internet  is 


THE  STARTUP 

LearningBrands  is  a  1-year-old  Norwood,  Mass.-based  company  that  cre¬ 
ates  and  hosts  online  educational  content  for  customers  that  want  to 
offer  such  material  on  their  sites  but  don’t  want  the  headache  of  design¬ 
ing  and  hosting  it  themselves.  From  the  Web  surfer's  perspective,  the 
material  appears  owned  and  branded  by  the  site  he’s  visiting. 
LearningBrands  uses  filtering  technology  to  help  tailor  content  delivery 
for  the  person  accessing  the  material. 

HUMAN  CAPITAL 

Ted  Henderson,  CEO,  cofounder  and  president 

Previous  experience: 

*  Regional  director  at  Kaplan  Educational  Centers 
Vice  president  of  field  operations,  Score  Advantage  Centers 

Nick  Vennaro,  COO  and  executive  vice  president  for  technology 

Previous  experience: 

■  Founder  and  principal,  Delta  Technologies 
(a  technical  consulting  business) 

Seppy  Basili,  cofounder  and  executive  vice  president  for  content 

Previous  experience: 

Director  of  research  at  the  Institute  for  Academic  Excellence 
National  product  director  at  Kaplan  Educational  Centers 

Come  Lague,  CFO 

Previous  experience: 

Cofounder,  CFO  and  executive  vice  president  of  business 
development  at  Adesemi  Communications  International 
(Adesemi  invests  in  and  helps  operate  wireless  telecommunications 
networks  in  emerging  market  countries.) 

Activity-based  costing  and  product  profitability  analyst  at  Monitor  Co. 

THE  BUSINESS  MODEL 

Venture  Capital 

Received  $5.5  million  from  Farm  Capital  Services,  Staenberg 
Venture  Partners,  The  Megunticook  Management  Co.  and  private 
investors 
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Reality 


Solution 


Strategy 


Our  VP  of  Business 
Development  wants 
to  sell  to  5  B2B 
eMarketplaces 


The  sell-side  @dge 


Different  eMarketplaces,  same  strategy.  It's  not  only  important  to  hook  up 
to  several  B2B  eMarketplaces  -  it's  imperative.  That's  why  with  OrderFusion's 
sell-side  eCommerce  platform,  you  don't  have  to  limit  what  eMarketplaces 
you  sell  through.  You  can  hook  up  to  any  one  or  every  one.  Now 
wherever  your  customers  go  -  you  go  too. 


Everything  can  change  tomorrow.  Your  customers  and  eMarketplaces 
can  merge,  change  and  part  again.  All  the  while,  electronic  and  human 
sales  channels  need  accurate  and  consistent  information  to  sell 
effectively.  With  OrderFusion  you'll  know  who's  browsing,  who's 
buying  and  every  detail  in  between. 


Which  5:  TBD 


©  2000  OrderFusion,  Inc.  All  Rights  Reserved. 


I've  got  it  all  under  control.  From  customer- specific  catalogs  and  pricing 
to  quotes  and  advanced  order  management,  Orders  of  Magnitude™1 
delivers.  By  linking  to  your  existing  systems  and  providing  total  synchroniza¬ 
tion  between  all  your  sales  channels,  this  system  looks  as  good  from  the  inside 
as  it  does  from  the  outside. 

There's  no  time  like  the  present  to  implement  the  eCommerce  platform 
of  the  future.  Visit  www.orderfusion.com  today  and  download  your  guide  to 
eCommerce  success.  Or  for  more  information  on  OrderFusion  and  Orders 
of  Magnitude  call  888-653-8096. 


Startups 


E-Commerce  Business  Models 


the  way  to  do  it.  Learning  makes  the  relationship 
more  personal,  more  intertwined.” 

LearningBrands  guides  can  be  about  any¬ 
thing,  from  how  to  build  a  small  business  to  how 
to  develop  black  and  white  pictures.  Each  guide 
is  written  for  a  single  customer,  so  no  two 
LearningBrands  customers  will  ever  offer  the 
same  content. 

The  guides  are  created  by  what  the  company 
calls  an  “experiential”  design  team  composed  of 
writers,  curriculum  developers  and  information 
designers  who  work  with  clients  to  establish  the 
guides’  content  and  structure.  The  customized 
content  strives  to  capture  the  tone  and  spirit  of  the 
company  for  which  it  is  created,  while  solidify¬ 
ing  its  brand  so  that  consumers  who  read  it  learn 
to  recognize  and  trust  the  name.  If  a  Learning- 
Brands  customer  is  an  expert  in  its  field,  such  as 
Cook’s  Illustrated,  LearningBrands  simply 
repackages  the  customer’s  own  text  into  its  deliv¬ 
ery  platform,  SmartPlatform. 

LearningBrands’  founders  believe  that  their 
SmartPlatform  technology  is  one  advantage  that 
distinguishes  them  from  other  e-learning  com¬ 
panies,  such  as  Powered  (formerly  NotHarvard) 
and  DigitalThink.  SmartPlatform,  which  is 
hosted  on  LearningBrands’  servers,  is  config¬ 
ured  in  such  a  way  that  users  indicate  their 
preferences  before  reading  the  guides.  The 
SmartPlatform  filter  then  delivers  content  that  is 
relevant  to  each  user’s  situation.  “If  we  create  a 
course  on  salary  negotiation,”  explains  Basili, 
“the  guide  needs  to  ask  each  user  if  he’s  emo¬ 
tional  or  confrontational.  We  can  then  send  him 
the  appropriate  tips  on  asking  for  a  raise.” 

According  to  the  company,  a  customer  can 
buy  five  LearningBrands  courses  for  the  price 
of  two  full-page  ads  in  The  New  York  Times. 
While  reluctant  to  divulge  current  and  projected 
revenues,  Basili  says  each  of  LearningBrands’ 
10  customers  have  bought  at  least  five  courses 
and  that  the  company  is  in  talks  with  “many 
more”  potential  customers.  RH 


Web  Writer  Emelie  Rutherford  writes  about  emerging 
Web  business  models  and  markets  for  CI0.com.  E-mail 
her  at  erutherford@cio.com  with  story  ideas  about  new 
and  exciting  Web  businesses,  creative  and  challenging 
Web  development  projects  and  emerging  trends  within 
the  ASP  marketplace. 


continued  from  page  158 

Markets 

Marketing  departments  in  business-to-business  and  business-to- 
consumer  Fortune  1000  companies 

Customers 

LearningBrands  has  10  business  clients,  including  ClubMom,  CNet, 
Cook's  Illustrated,  Financial  Profiles  (a  subsidiary  of  Allmerica 
Financial),  Homebytes.com,  Liberty  Funds  (a  subsidiary  of  Liberty 
Financial  Companies),  Peppers  and  Rogers  Group  (a  marketing  consul¬ 
tancy)  and  the  Positive  Coaching  Alliance,  based  at  Stanford 
University. 

HOW  LEARNINGBRANDS  MAKES  MONEY 

Client  companies  pay  LearningBrands  a  hosting  fee  or  technology 
licensing  fee  as  well  as  a  development  fee  for  each  course  or 
guide  created. 

COMPETITION 

LearningBrands'  main  competitors  are  Powered  and  DigitalThink, 
which  both  sell  online  learning  courses  to  other  businesses,  but  rely 
on  different  business  models.  Powered  gives  its  guides  away  for  free 
and  receives  a  percent  of  its  customers’  sales.  The  company  syndi¬ 
cates  courses  rather  than  selling  customized  content  to  a  single  client. 
DigitalThink  creates  courses  primarily  for  its  clients’  employees  and 
salespeople,  and  to  date  it  has  focused  less  on  the  end  consumer  than 
LearningBrands  has. 

THE  COMPANY  LINE 

LearningBrands  positions  itself  as  a  company  that  helps  organizations 
develop  a  deep  level  of  trust  and  loyalty  with  customers— much  like 
the  bond  between  a  teacher  and  student.  Students  always  remember 
great  teachers,  and  customers  will  always  remember  brands  that 
teach. 

The  company’s  leaders  believe  it  will  succeed  because  it  is  an  applica¬ 
tion  service  provider  that  handles  all  the  technical  issues  on  the  back  end. 
And  according  to  the  company,  LearningBrands  is  the  only  player  in  this 
market  that  combines  all  three  vital  ingredients  for  success:  curriculum 
development,  education,  and  expertise  in  technology  and  marketing. 
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I*  Detiver  bandwidth  on-demand 

!•  Deliver  consistent  response  time 

k  Ensure  SLA  guarantees 

r  Rapidly  deploy  e-business 
applications 

...all  within  your  network 
budget  and  resources. 


Sitara’s  QoSDirector™  won: 

PEOPLE'S  CHOICE] 


BEST  OF  SHOW 


&53U  mrormBX  cmp 


Gain  the  power  to  make  your 
network  a  virtual  paradise . 

Every  company,  from  small  enterprises 
to  large  service  providers  can  achieve 
this  higher  state  of  enlightenment  and 
functionality.  If  not,  your  business  is  at 
risk,  and  your  competition  knows  it. 

Sitara’s  layer  of  intelligence 
customizes  the  network  to  deliver 
what  you  need  when  you  need  it. 
Deliver  quality  Vol  P,  consistent 
application  response  time,  fast  web 
access,  and  guaranteed  SLAs  all  on 
your  existing  network. 


We’re  the  1st  company  to  deliver  an 
integrated  and  modular  QoS  (Quality 
of  Service)  platform  worldwide  that 
integrates  highly  scalable  bandwidth 
management,  a  layer  of  application 
specific  intelligence,  and  end-to-end 
comprehensive  QoS  management. 

By  partnering  with  industry  leaders, 
including  Siemens,  Citrix®  Systems 
Inc.  and  Sumitomo  Corporation  - 
Sitara  protects  your  network  with 
holistic  QoS. 

0  Sitara 

Networks4 

Making  Networks  Smarter 

www.sitaranetworks.com 

©  2000  Sitara  Networks,  Inc.  Sitara  and  the  Sitara  Logo  are  registered  trademarks,  and  QoSDirector  is  a  trademark  of  Sitara 
Networks,  Inc.  All  other  trademarks  are  property  of  their  respective  holders.  All  rights  reserved. 
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AN  EXPERT’S  RATING 


THE  CONFIDENCE  SCALE 


Weaknesses  J&k  g 

LearningBrands  JHh 

faces  competi-  glBI'lf  f  ^4k 

tionfromat  „ 

\  ^ 

company.  Its  l|i| 

growth  will  be 

limited  by  its  ability  to  scale,  given  that 
the  majority  of  LearningBrands’  content 
is  customized  for  each  client.  To  date, 
most  of  LearningBrands’  clients  are 
niche  websites,  and  it  will  be  very  expen 
sive  for  the  company  to  continue  to  do 
smaller  projects  for  numerous  sites. 


IT  WON’T  GET  OFF  THE  GROUND 


Robert  Glazer 

As  manager  of  new  ventures  at 
Cambridge,  Mass.-based  Cambridge 
Incubator,  Glazer  evaluates  potential 
member  companies.  He  also  cofounded 
BrandStamp,  an  Internet-based  company 
that  provides  warranty  registrations  for 
online  purchases.  He  can  be  reached  at 
glazer@cambridgeincubator.com. 


IT  WILL  LOSE  IN  THE  LONG  RUN 


IT  WILL  PAY  ITS  BILLS  BUT 
WONT  SEE  BIG  PROFITS 


IT’S  A  CONTENDER; 

I’LL  KEEP  MY  EYE  ON  IT 


IT’S  A  WINNER.  WHERE  CAN  I 
BUY  THIS  STOCK? 


CIO.COM  VISITORS  RATE 
LEARNING  BRANDS 


Glazer’s  Rating 

3  It  will  pay  its  bills  but  it  won’t 
see  big  profits. 


Looking  Ahead 

LearningBrands  will  have  to  make  its 
content  offerings  scale  across  multiple 
clients  so  that  it’s  not  continually  devel¬ 
oping  courses  from  scratch.  The  com¬ 
pany  also  will  need  to  sign  up  blue-chip 
websites  to  increase  its  revenue  potential 
per  client.  These  larger  sites  will  give 
LearningBrands  the  opportunity  to  sell 
course  material  in  a  variety  of  genres. 


Strengths 

LearningBrands  is  providing  a  valuable 
service  to  existing  websites.  Its  guides 
help  the  sites  leverage  their  existing 
brands  and  retain  existing  customers. 
By  hosting  the  guides  itself,  Learning- 
Brands  lets  the  site  owners  add 
educational  content  to  their  existing 
sites  with  little  hassle  or  cost. 


AN  EXPERT’S  RATING 


barrier  to  entry  for  competitors  and 
competition  from  customers’  own  inter¬ 
nal  training  departments  will  create  sub 
stantial  downward  pressure  on  the  com¬ 
pany's  gross  margins. 


Jeffrey  Shuman 

Shuman  is  founder  of  The  Rhythm  of 
Business,  a  Newton,  Mass.-based  consul¬ 
tancy  for  early-stage  Internet  companies, 
and  professor  and  director  of  entrepre¬ 
neurial  studies  at  Bentley  College  in 
Waltham,  Mass.  He  has  founded  four  pre¬ 
vious  businesses.  He  can  be  reached  at 

jeff@rhythmof 
■  s/4,  '  business.com. 


Strengths 

LearningBrands  is  taking  advantage  of 
three  major  emerging  trends:  e-learning, 
personalization  and  the  migration  to 
hosted  applications.  By  creating  unique 
training  content  for  each  client  and  then 
allowing  its  clients'  customers  to  further 
personalize  the  content  to  their  specific 
wants  and  needs,  it  should  truly  be  able  to 
deliver  a  meaningful  customer  experience. 


Looking  Ahead 

LearningBrands  must  find  a  way  to  cre¬ 
ate  the  economic  leverage  it  will  need 
to  command  and  retain  high  gross  mar¬ 
gins  while  generating  strong  demand. 

To  accelerate  growth,  it  should  establish 
revenue-generating  strategic  alliances 
with  organizations  offering  comple¬ 
mentary  products,  as  well  as  distribution 
partnerships. 


Shuman’s 

Rating 

3  It’ll  pay  its 
bills  but  won’t 
see  big  profits 


Weaknesses 

Creating  unique  content  for  each  of  its 
customers  will  restrict  the  scalability  of 
the  model  and  increase  product  costs. 
Also,  the  combination  of  a  relatively  low 
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To  experience  a  "Go  Live"  celebration  with  Intentia,  call  us  at  800.SW.MOVEX,  Extension  51784. 


Chicago,  IL  -  C.P.  Hall  Company  recently  celebrated  their  one 
year  anniversary  since  implementing  Intentia’s  Enterprise  Application 
Solution,  Movex. 


C.P.  Hall's  IT  Manager  Chuck  Redpath  says  the  Company  realized 
measurable  results.  "For  a  process  manufacturer,  finding  an  enterprise 
application  that  fits  your  business  model  without  modifications  can  be 
challenging,"  he  notes.  "Before  sourcing  an  enterprise  application,  we  spent 
six  months  analyzing  our  business  processes  with  the  goals  of  identifying 
areas  for  improvement  and  adding  value  for  customers.  After  evaluating 

marketplace  offerings,  Movex  proved 

to  be  the  best  fit,  and  our  results  since  implementation  clearly 
validate  that  decision.  With  10  percent  inventory  reductions,  we  are 
on  a  path  to  rapid  ROI.  Within  months,  our  data  accuracy  improved 
and  order  fulfillment  rates  rose  significantly  —  from  90  percent  to 
nearly  95  percent." 

C.P.  Hall  Company  is  a  leading  manufacturer  of  esters,  polyesters 
and  performance  additives  for  a  wide  range  of  polymer  and  personal 
care  applications.  The  Company's  products  are  used  in 
rubber,  plastics,  adhesives,  coatings  and  specialized  industrial 
applications,  also  in  personal  care  products  manufactured  by  companies  as  Proctor  &  Gamble, 
Avon,  and  L'Oreal. 


C.P.  Hall  Company  "Go  Live"  with  Intentia... Realize  ROI 


1700  East  Golf  Road,  Suite  900  Schaumburg,  IL  60173  800. SW. MOVEX  Fax:  847.762.0901  www.intentia.com 
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How  CIOs  can  help  keep 
their  companies  out  of  court 
and  the  lawyers  at  bay 

BY  ERIC  BERKMAN 


CIO  and  Senior  Vice  President  of  Operations  Edward  Nesta  had 
no  idea  that  a  language  barrier  could  cause  so  much  trouble  until  his 
company,  The  Leading  Hotels  of  the  World  (LHW),  nearly  got  hauled 
into  a  Japanese  court  over  a  contract  dispute  with  an  outsourcer. 

LHW,  a  New  York  City-based  marketing  and 
reservations  service  for  exclusive  hotels 
across  the  globe,  hired  a  Tokyo  computer- 
support  company  to  hook  up  the  local-area 
network  in  its  Tokyo  office  with  its  wide-area 
network.  Midproject,  the  Japanese-speaking 
vendor  misinterpreted  a  series  of  casual 
English-language  e-mails  from  Nesta’s  IT 


Reader  ROI 

►  Understand  how  IT  litigation 
can  undermine  your  position 
in  the  company 

►  Identify  litigious  situations 
developing  right  under  your 
nose 

►  Learn  how  to  defuse  problems 
before  they  come  to  a  head 


Legal  Issues 
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Legal  Issues 


personnel  in  New  York  as  a  go-ahead  to  perform  extra  services. 
Suddenly  Nesta  got  hit  with  a  $50,000  bill  for  services  he  never  asked 
for.  Naturally,  he  refused  to  pay.  Naturally,  the  vendor  threatened 
to  sue — in  Japan.  “Considering  we  didn’t  have  a  lawyer  over  there, 
it  would  have  cost  four  or  five  times  the  amount  in  question  just  to 


thousands  of  dollars — if  not  millions — litigating  the  case,  everyone 
will  blame  you  for  putting  the  company  in  this  situation  in  the  first 
place.  In  the  end,  it  can  cost  you  time  better  spent  on  important 
projects,  hard-earned  influence  in  the  boardroom  and  even  your  job. 

“It’s  just  not  good  for  your  career,”  says  Robert  Collins,  CIO  and 


Suddenly  CIO  Edward  Nesta  got  hit  with  a  $50,000  bill  for 
services  he  never  asked  for.  Naturally,  he  refused  to  pay. 
Naturally,  the  vendor  threatened  to  sue— in  Japan. 


deal  with  the  case,”  says  Nesta.  “We  would  have  had  to  find  local 
counsel  and  develop  some  understanding  of  their  system.” 

Nesta  resolved  the  dispute  without  a  lawsuit  by  expanding  the 
outsourcer’s  labor-support  role,  which  meant  more  money  for  the 
vendor  in  the  long  run.  But  he  dodged  a  bullet,  because  IT-related  lit¬ 
igation — whether  it’s  your  company  doing  the  suing  or  getting 
sued — is  the  ultimate  failure  for  the  CIO.  Be  it  a  vendor,  a  partner 
or  a  competitor  who’s  really  at  fault,  the  other  executives  will  be 
coming  to  you  for  answers.  And  as  the  company  spends  hundreds  of 


vice  president  of  information  services  at  Cognos,  a  business  intelli¬ 
gence  company  in  Ottawa.  “It  all  comes  down  to  the  fact  that  you 
didn’t  set  out  to  achieve  what  you  started.  It’s  a  credibility  issue, 
and  you’ve  hurt  the  business.” 

In  Nesta’s  case,  even  the  threat  of  litigation  created  a  huge 
headache  that  he’d  love  to  forget.  When  the  situation  broke,  he  had 
to  back-burner  everything  else  for  a  week  so  that  he  could  deal  with 
anxious  senior  execs  and  pool  together  enough  data  and  documen¬ 
tation  to  refute  the  outsourcer’s  claims.  So  now  he  forces  himself  to 

remember  the  situation  as  a  guidepost. 
Whenever  his  staff  deals  with  vendors  in 
other  countries,  he  makes  sure  their  e-mails 
are  succinct  and  leave  no  room  for  misin¬ 
terpretation.  He  also  relies  more  on  his 
onsite  staffers,  who  understand  the  local 
language,  to  act  as  go-betweens.  And  when 
the  project  carries  significant  costs,  he  deals 
with  the  vendor  directly. 

CIOs  should  take  particular  note. 
Colleen  Young,  who  researches  IT  litigation 
for  the  Gartner  Group  in  Stamford,  Conn., 
describes  the  typical  IT  department  as  “a 
black  hole  for  litigation.”  This  doesn’t  just 
mean  contract  disputes  with  vendors.  You 
could  also  have  invasion-of-privacy,  trade- 
secret  misappropriation,  software-pirating 
and  patent-infringement  claims  on  your 
hands.  As  a  CIO,  you  have  to  detect  poten¬ 
tially  litigious  situations  and  defuse  them 
before  they  blow  up.  Here  are  a  few  poten¬ 
tial  horror  shows  to  look  out  for  and  some 
steps  to  take  that  could  save  your  job. 

Creep  Show 

ANY  SMART  CIO  will  take  steps  to  avoid 
the  phenomenon  of  scope  creep.  This  mon- 
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No  more  big  promises 

with  small  returns. 


<i> 


Netfishl 

TECHNOLOGIES 


The  fastest  way  to  B2B  integration. 


Get  B2B  integration 

with  immediate  impact. 


Rapidly  realize  return-on-investment 

Automating  your  core  e-business  processes -from 
procurement  and  order  fulfillment  to  billing  and 
payment- B2B  integration  is  a  key  competitive 
advantage  today.  Netfish  helps  you  get  there  faster 
with  a  complete  XML  standards-based  end-to-end 
B2B  integration  solution. 


Fast  time-to-solution  and  value 

Netfish  gives  you  swift,  robust,  and  versatile  connect¬ 
ions  to  link  up  disparate  applications  within  your 
enterprise,  be  it  SAP,  Oracle,  Commerce  One,  or 
Ariba;  connect  every  point  in  the  value  chain;  or, 
do  it  all  more  quickly  and  easily  than  you  probably 
thought  possible.  And  you  can  count  on  blazing 
system  performance  with  unprecedented  reliability, 
high  availability,  and  security  without  compromise. 

Business-proven  performance 

The  world’s  leading  Internet-enabled  companies,  such 
as  Cisco,  Sun,  NTT,  and  others,  trust  their  mission- 
critical  e-business  connections  to  run  on  Netfish’s 
award-winning  B2B  integration  solutions. 


The  fastest  way  to  B2B  integration 


Here's  how  we  do  it 


A  unique  industry  focus 

Netfish  gives  your  solution  a  head  start  with  easy- 
to-customize  templates  that  are  based  on  specific 
business  needs. 

Powerful  editing  tools 

Tailoring  your  template  is  a  snap,  thanks  to  a 
dynamic  XML  workflow  engine.  Wizards,  editors, 
and  other  time-saving  tools  help  you  get  it  right, 
right  away.  And  it’s  just  as  easy  to  keep  your  solution 
current,  quickly  adding  new  processes  and  partners 
as  you  go  along.  Meanwhile,  with  no  programming, 
ever,  anyone  can  play. 

Skilled  and  willing  assistance 

The  Netfish  implementation  team  leads  the  industry 
in  experience  and  sheer  know-how-expertise  you 
can  count  on  every  step  of  the  way. 


Visionary  standards  support 

Netfish  leadership  in  all  XML/eCommerce 
standards  means  compatibility  is  never  an  issue. 
Your  solution  will  provide  seamless  links  to  every 
point  in  the  chain. 

Versatile  programs 

Install  B2B  integration  your  way  with  a  choice  of 
implementation  programs.  XDI  Xcelerators  are 
packaged,  out-of-the-box  solutions  that  define 
end-to-end  business  processes  specific  to  a  particular 
industry  for  fast  customization.  We  also  offer  two 
turnkey  RapidDeploy  scenarios,  including  the 
industry-leading  “Live  in  45”  program  that  gets 
you  up  and  running  in  just  45  days. 

Big  promises  and  big  returns 

If  getting  maximum  impact  from  B2B  integration 
with  minimum  effort  is  your  hot  button,  hit  ours: 

www.netfish.  com/c  io4 


www.  netfish.  com 


Netfish 

TECHNOLOGIES 


The  fastest  way  to  B2B  integration. 


Netfish  Technologies,  Inc. 

2350  Mission  College  Boulevard  Suite  650 
Santa  Clara,  CA  95054 

(408) 350-9500 
(408)  350-9501  fax 
(877)  NET-FISH  toll  free 


The  B2B  Network 

Where  buyers  and  sellers  of  IT  solutions  meet.  Globally. 


www.cio.com/b2b 


BUYERS 


SELLERS 


Finding  products  is  easy  —  finding  solutions 
is  not.  B2B  Network  is  an  online  service  that 
helps  those  searching  for  IT  solutions  find 
the  companies  that  can  provide  them.  Work 
smart  —  it's  easy  to  create  an  RFP  and 
post  it  to  the  marketplace  or  browse  the 
expansive  network  of  solution  providers. 

Not  only  can  you  create  an  outline  of  your 
needs, you  are  in  control.  Only  companies 
that  offer  your  requested  services  can 
contact  you.  It's  that  simple. 


Getting  your  IT  solutions  noticed  has 
never  been  easier.  List  your  company — 
at  no  charge  —  with  B2B  Network. 
Whether  you  are  a  global  integrator  or  a 
boutique  e-shop,  this  service  allows  you  to 
be  listed,  by  speciality,  in  the  B2B  Network 
of  solution  providers.  You  will  instantly 
become  accessible  to  IDG's  enterprise  and 
IT  professional  online  communities.  With 
an  average  spending  power  of  over  $30 
million,  you  want  to  be  at  the  fingertips 
of  these  buyers  looking  for  IT  solutions. 


Visit  the  B2B  Network  today  at  www.cio.com/b2b. 
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Legal  Issues 


ster  surfaces  when  people  in  your  IS  department  begin  to  request 
services  from  the  vendor  that  weren’t  specified  in  the  contract. 
Gradually  the  project  begins  to  take  on  a  life  of  its  own  until  you 
inevitably  wind  up  in  court  for  one  of  two  reasons.  First,  additional 
demands  on  vendors  create  delays  in  the  original  project,  and  your 
CEO  will  decide  she’s  left  with  no  choice  but  to  sue  over  the  time 
lag.  Or  worse,  the  vendor  might  sue,  demanding  payment  for  all 
the  extras.  Either  way,  you  lose.  To  avoid  scope-creep  problems, 
experts  recommend  the  following  tactics: 

■  Have  a  project  manager  track  requests  and  vendor  progress. 
You  should  appoint  someone  from  the  IS  department  who  deter¬ 
mines  at  the  time  of  the  request  whether  or  not  it  falls  within  the 
contract.  “By  documenting  what’s  being  asked  of  them,  you’re  forced 
to  address  the  issue,”  says  Franklin  Blackstone,  a  technology  law 
partner  at  Mintz,  Levin,  Cohn,  Ferris,  Glovsky  &  Popeo  in  Reston, 
Va.  “Circulating  an  e-mail  through  the  IS  department  ordering  peo¬ 
ple  not  to  make  individual  requests  helps,  too.” 

■  Organize  project-status  meetings. 

You  should  hold  these  meetings  once  a  week  to  hash  out  what’s  being 
done  and  whether  it  goes  beyond  the  contract,  says  Blackstone. 

■  Maintain  a  site  on  your  intranet. 

For  major  projects,  you  should  keep  a  centralized  spot  on  your 
intranet  where  you  and  your  vendor  can  catalog  potential  out-of¬ 
scope  activities  and  perform  regular  reviews  to  avoid  conflicts,  says 
Stuart  Kliman,  director  of  Vantage  Partners,  a  consultancy  special¬ 
izing  in  relationship  management  in  Cambridge,  Mass.  “This  helps 
you  keep  track  of  things  so  that  at  the  end  of  the  month  you  won’t  be 
surprised  when  a  bill  comes  due,”  says  Kliman,  a  former  practicing 
attorney. 

■  Establish  clear,  written  project  parameters  within  the  contract. 
Of  course  nothing  prevents  scope  creep  or  other  contract  disputes 
as  much  as  well-articulated  project  parameters  written  in  the  contract 


also  need  a  trusted  IT  project  manager  on  the  team  who  can  serve 
as  a  reality  check  on  the  mechanics.  “A  lawyer  isn’t  necessarily  going 
to  understand  all  the  things  that  can  go  wrong,”  says  Webster.  “And 
often  you,  as  a  CIO,  won’t  have  the  same  down-in-the-trenches, 
‘been  there,  done  that’  level  of  expertise  with  the  technologies  and 
challenges  of  project  development  [as  a  good  IT  manager].” 

Deliverance 

WEBSTER’S  SURVEY  catalogues  25  years  of  IT  systems-failure  lit¬ 
igation,  and  he  says  a  large  chunk  of  what  he’s  seen  revolves  around 
a  vendor’s  failure  to  deliver  a  working  system  on  time — or  to  deliver 
a  working  system  at  all.  Either  the  schedule  keeps  slipping  or  the  ven¬ 
dor  installs  a  bug-ridden  system.  Eventually  the  user  refuses  to  pay, 
the  vendor  threatens  to  sue,  the  user  threatens  to  countersue  and 
everyone  ends  up  in  court,  spending  more  in  legal  fees  than  the  con¬ 
tract  was  worth  in  the  first  place. 

As  with  scope  creep,  it  all  comes  back  to  what  was  in  the  con¬ 
tract.  In  some  cases,  the  CIO  has  placed  unrealistic  expectations  on 
the  vendor.  “I’ve  seen  cases  where  the  CIO  says,  ‘Look,  they  want 
this  system  in  place  in  four  months.  I  know  you  can’t  do  that,  you 
know  you  can’t  do  that,  but  let’s  go  ahead  anyway — I’ll  deal  with 
the  problems  later,”’  says  Webster.  “Nine  months  go  by,  and  the 
CFO  says,  ‘We’re  canceling  the  contract.’  And  the  vendor  can  argue 
that  you  knew  all  along  it  would  take  longer,  which  doesn’t  help  your 
company’s  position  or  your  own.” 

Again,  the  key  here  is  taking  a  multidisciplinary  approach  and  for¬ 
mulating  realistic  contractual  terms,  says  Donald  J.  Kunz,  a  tech¬ 
nology  lawyer  with  Honigman,  Miller,  Schwartz  &  Cohn  in  Detroit. 
But  beyond  that,  Kunz  suggests  having  a  testing  procedure  written 
into  the  contract  to  determine  whether  an  acceptable  product  has 
been  delivered  and  building  in  financial  incentives  for  early  delivery 
and  financial  penalties  for  delays. 


IT-related  litigation— whether  it’s  your 
company  doing  the  suing  or  getting 
sued— is  the  ultimate  failure  for  the  CIO. 


itself,  says  Bruce  F.  Webster,  a  director  at  PricewaterhouseCoopers 
(PWC)  in  Washington,  D.C.,  and  author  of  a  recent  PWC  study  on 
IT  systems-failure  litigation.  Webster  adds  that  you  can  only  achieve 
this  via  a  multidisciplinary  approach.  You  need  a  lawyer  on  the  con¬ 
tract  team  who  understands  the  pitfalls  of  an  IT  project,  but  you 


On  particularly  large  projects,  you  should  consider  having  a  third- 
party  expert  to  act  as  a  “building  inspector”  to  determine  whether 
the  system  is  meeting  its  goals  on  time,  says  Nicolas  Barzoukas,  a 
partner  at  Howrey,  Simon,  Arnold  &  White  in  Houston.  This  guards 
against  litigation  over  whether  or  not  delivery  has  occurred  in  the 


168  CIO  NOVEMBER  15,  2000  •  www.cio.  com 


Interliant  eReach  manages  Lotus  Domino  for  you  -  including  messaging 

24x7  MONITORING,  DISASTER  RECOVERY  AND  MORE.  FOR  OPTIMAL  PERFORMANCE  WE 

AND  WE  HAVE  MORE  EXPERIENCE  WITH  DOMINO  THAN  ANYONE,  TO  GIVE  YOU  MORE 


AND  APPLICATION  MANAGEMENT, 

KEEP  SERVERS  AT  YOUR  SITE, 

TIME  TO  RUN  YOUR  BUSINESS. 


For  more,  1-800-334-2403  or  www.interliant.com/eReach 


Interliant 


We  sell 


SAN  I  TY." 


©2000  Adcxa,  Inc. 


Amazing,  isn’t  it?  Some  supply  chain  vendors  actually  promise  a  silver  bullet,  a  painless  solution  for  your  problems. 
But  when  it  comes  to  working  with  your  legacy  systems,  those  silver  bullets  are  usually  duds,  slowing  implementation  down. 
Way  down.  Adexa’s  iCollaboratiori"  suite  is  different.  It  is  designed  to  be  open,  so  you  can  integrate  it  with  your  existing 
system  much  more  easily.  And  save  a  lot  of  aspirin  in  the  process.  Learn  more.  Call  866*382*3392  or  visit 


What  sunshine  looks  like  for  all  of  you  stuck 
in  the  nightmare  of  slow  implementation. 


DEXA 


Legal  Issues 


Litigation-averse 
CIOs  should  be  on 
the  lookout  for 
stolen  or  illegally 
copied  software. 


first  place.  Typically,  you’d  use  a  consultant  who  charges  by  the  hour. 
Other  delivery  cases  involve  vendors  that  exaggerate  their  systems’ 
capabilities  and  deliver  results  far  short  of  expectations.  Blackstone 
tells  of  a  case  where  he  represented  a  manufacturer  that  contracted 
with  a  software  vendor  to  install  manufacturing  application  soft¬ 
ware.  The  vendor  delivered  a  bug-ridden  system  that,  despite  con¬ 
tinuous  maintenance,  was  never  fully  functional.  Eventually 
Blackstone’s  client  got  fed  up  and  sued  the  vendor. 

Blackstone  secured  a  pretty  good  settlement  for  his  client,  but  the 
CIO  lost  his  job.  Why?  He  didn’t  take  the  one  crucial  step  that  could 
have  prevented  him  from  falling  victim  to  sales  puffery:  investigat¬ 
ing  the  vendor.  As  it  turned  out,  the  vendor,  a  highly  respected  data¬ 
base  software  developer,  was  a  neophyte  in  the  manufacturing  appli¬ 
cation  market,  and  very  few  companies  had  used  its  manufacturing 
software  before  Blackstone’s  client  entered  into  the  contract.  “The 
CFO  [who  fired  the  CIO]  figured  he  should  have  been  in  a  position 
to  have  analyzed  whether  these  products  were  ready  or  not,”  says 
Blackstone.  “Sometimes  it’s  tough  for  a  CIO  to  do  all  the  work,  but 
he  could  have  assigned  a  point  person  to  do  all  the  due  diligence.” 

Blackstone  adds  that  while  most  CIOs  do  at  least  a  rudimentary 


background  check,  few  go  far  enough.  In  addition  to  checking  cus¬ 
tomer  references,  and  company  finances  and  history,  you  need  to 
meet  with  members  of  the  vendor’s  development  team,  present  them 
with  a  sophisticated  RFP  and  hash  out  every  conceivable  need. 

Possession 

LITIGATION-AVERSE  CIOS  should  also  be  on  the  lookout  for 
stolen  or  illegally  copied  software.  For  example,  an  employee  might 
bring  in  a  disk  or  download  a  game  or  an  executable  file  from  his 
e-mail.  Chances  are,  he  has  no  license.  Next  thing  you  know,  he’s 
shouting  to  his  buddy  in  the  next  cube,  “Hey,  I’ve  got  a  copy  of 
such-and-such  on  my  PC — I’m  gonna  send  it  over.  It’s  free!” 

Well,  it’s  not  free,  and  your  company  inevitably  pays.  It  can  be 
as  easy  as  a  disgruntled  ex-employee  calling  up  the  “software 
police” — either  the  Business  Software  Alliance  (BSA)  or  the  Software 
Publishers  Association  (SPA) — and  saying,  “By  the  way,  these  guys 
have  unlicensed  copies  of  Quake  all  over  their  computers.  Just  so  you 
know.”  All  of  a  sudden,  the  software  cops  are  at  your  door,  accom¬ 
panied  by  a  subpoena  and  a  couple  of  Justice  Department  agents 
demanding  to  audit  all  your  PCs  forthwith.  “Now  talk  about  a 
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neoITSM  is  the  high-touch,  high-tech  digital 
marketplace  providing  end-to-end  IT  outsourcing 
solutions.  Fast.  How  does  21  days  from  RFP  to 
contractor  selection  sound?  And  it  doesn't  stop 
there.  Faster  implementation  is  yours,  too.  Over 
1800  global  IT  providers  working  to  deliver  your 
project  in  shorter  cycle  times.  And  it  gets  even 
better:  Competitive  global  bidding  can  yield  20- 
60%  savings  over  in-house  IT  services  using  the 
best  and  the  brightest  IT  talent  on  the  planet. 
neoIT  is  much  different  from  other  outsourcing 
companies.  We  are  a  global  neutral  marketplace 
with  programs  in  place  to  facilitate  your  IT 
business  processes.  The  process  begins  with 
our  proprietary  neoRFP6 M,  a  bid  specification 
customized  to  your  industry  and  specific  IT 
project,  not  a  standard  template.  Then  our  patent 
pending  neoMatching SM  and  neoSelection SM 
technology  identifies  only  the  most  qualified 
IT  providers  for  you— eliminating  months  of 
browsing  and  evaluating  thousands  of  IT  service 
providers.  And  neoCollab SH  gives  you  complete 
control  of  your  project  with  weekly  tracking  of 


milestone  completion  and  conferencing  with 
our  experienced  project  managers  and  your  IT 
provider  in  a  secure,  online  project  workspace. 
The  scalable,  global  resources  of  neoIT  make  us 
uniquely  qualified  to  turn  your  visions  into 
working  code.  No  matter  what  the  size  of  your 
project  or  enterprise,  the  strength  of  our  project 
administration  and  management  team— available 
online  and/or  on-site  in  a  consulting  capacity 
if  needed— ensures  the  success  of  your  project. 

All  providers  you  come  in  contact  with  will  have 
ISO,  SEI-CMM  certification  or  be  neoIT  verified — 
because  we  know  when  it  comes  to  IT  outsourcing, 
quality  is  the  difference.  So  there  you  have  IT— 
e-sourcing  your  IT  services  from  neoIT— the  new 
way  to  do  business. 


eSourcing  IT  Services  Globally™ 


Register  online  today  for  your  chance  to 
win  a  $50,000  outsourced  project  on  us! 
www.neoIT.com/do 


Legal  Issues 


freakin’  headache,”  says  Blackstone.  “That’s  not  the  kind  of  phone 
call  you  need  to  get  from  your  receptionist.” 

The  next  step  for  the  BSA  or  SPA  is  suing  you  in  federal  court 
on  behalf  of  their  member  software  companies.  As  for  settling  with 
them  before  they  bring  suit:  “Good  luck,”  says  Blackstone.  “They 


also  a  vendor,  it’s  important  to  us  to  be  purer  than  pure.” 

Trade  secrets  are  another  big  issue,  particularly  if  you  employ  in- 
house  software  developers.  They  may  be  embedding  or  reusing  soft¬ 
ware  routines  that  they’ve  developed  for  another  employer.  If  they 
haven’t  taken  explicit  steps  to  retain  ownership,  they’ll  very  likely 


Your  litigation  watch  shouldn’t  just  be  focusing  on  the 
acts  of  hackers,  vendors,  competitors  and  employees. 
You  need  to  look  out  for  the  acts  of  God,  too. 


really  trumpet  these  suits;  they  do  it  with  great  fanfare.  They  want 
to  put  this  to  a  stop.” 

The  best  way  to  avoid  this  situation  is  through  vigilant  internal 
auditing  of  your  systems.  There  are  tools  available  to  help  you.  “We 
use  Microsoft  SMS,”  says  Cognos’s  Collins.  “And  from  our  central 
server,  we  can  inventory  everything.  We  keep  track  of  what’s  on  every¬ 
body’s  PCs  and  look  for  what’s  not  supposed  to  be  there.  Since  we’re 


find  themselves  in  court,  with  you  sitting  right  there  alongside  them 
at  the  defendants’  table.  “I  can’t  think  of  a  single  company  I’ve  talked 
to  that  has  any  formal  process  in  place  to  prevent  this  type  of  occur¬ 
rence,”  says  Gartner’s  Young,  noting  that  hundreds  of  trade-secret 
suits  are  brought  each  year. 

The  good  news  is  that  an  effective  management  process  is  not 
difficult  to  design.  The  first  step  is  to  incorporate  a  policy  into  your 

employment  agreements  that  in  essence  says 
that  if  it  wasn’t  invented  here,  either  lose  it 
or  prove  the  right  to  use  it.  And  if  you 
employ  reusable  pieces  of  code,  you  should 
maintain  them  in  a  library  of  reusable 
objects.  “You  need  a  management  process 
around  that  library  to  ensure  that  anything 
that  goes  in  has  appropriate  ownership,” 
says  Young. 

Similarly,  if  you  outsource  your  software 
development,  you  must  be  sure  your  ven¬ 
dor  has  the  right  to  use  any  technology  it’s 
employing  on  your  behalf.  An  angry  third- 
party  patent  holder  isn’t  going  to  sue  just  the 
vendor — he’s  coming  after  you,  too.  So  you 
must  vigorously  manage  the  project,  even 
if  the  vendor’s  doing  the  work.  Collins  sug¬ 
gests  appointing  someone  from  your  team, 
perhaps  your  IS  director,  to  closely  monitor 
how  the  software  is  being  built. 

Unfortunately,  it’s  impossible  to  cross-ref¬ 
erence  every  patent  in  the  world  with  each 
line  of  code  your  vendor  writes.  Since  you 
can’t  catch  everything,  you  need  to  negotiate 
an  IT  indemnity  clause  into  your  vendor 
contract,  saddling  the  vendor  with  full 
responsibility  for  any  third-party  IP  claims. 
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How  to  give  birth  to  your 
B2B  e-Commerce  solution 
in  as  few  as  60  days. 


Use  our  out-of-the-box  applications  suite  to  start  selling  on  the  Web  today. 


Get  up  and  running — fast — with  SpaceWorks 
Web  BusinessManager  Suite.  It’s  the  software 
applications  suite  of  choice  for  the  Global  2000 — 
a  flexible,  industrial-strength  solution  that  enables 
you  to  increase  customer  loyalty,  drive  revenue 
and  transform  your  business  over  the  Web.  You 
can  provide  customers  with  everything  from  real¬ 
time  ordering,  inventory  availability  and  order 
tracking,  to  interactive  marketing  and  guided 


selling,  to  online  billing  and  payment  and  more — 
with  24x7  customer  support  across  the  board.  Our 
Suite  links  seamlessly  with  back-end  systems, 
e-marketplaces,  auction  sites  and  buy-side 
networks — and  its  modular  applications  allow  you 
to  expand  your  B2B  e-Commerce  capabilities  over 
time.  Call  today:  1-800-5-SPACE-5.  Or  visit  us  at 
www.spaceworks.com/60days.  And  give  birth 
to  a  new  way  of  doing  business. 


SPACEWORKS' 


Driving  Billions  In  B2B  Revenue  Today™ 
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Contract 

Alternative  dispute  resolution 
clauses  can  head  off  litigation 

NO  MATTER  HOW  MUCH  WORK  you  put  into  your  IT  out¬ 
sourcing  contracts,  you  can’t  guarantee  against  disputes  with 
vendors,  says  John  Jussup,  vice  president  and  general  counsel 
for  Cognos.  For  that  reason,  he  puts  an  alternative  dispute 
resolution  (ADR)  clause  in  one  of  his  standard  forms.  An  ADR 
clause  forbids  either  party  from  filing  a  complaint  before 
they've  attempted  to  resolve  their  dispute  before  a  mediator. 
Some  ADR  clauses  require  the  parties  to  go  before  an  arbitra¬ 
tor,  who  hears  both  sides  and  makes  a  binding  ruling.  ADR  is 
much  quicker  and  cheaper  than  litigation.  And  while  litigation 
is  the  ultimate  terminator  of  any  relationship,  mediation  in 
particular  can  help  save  one.  “You  tend  to  walk  out  of  these 
situations  with  much  less  damaged  relations  because  you’ve 
both  had  the  chance  to  air  your  difficulties,  vent,  scream  and 
walk  out  of  the  room— but  in  the  context  of  settling  it,"  says 
Jussup.  “You  gain  insights  into  where  the  other  side  is  coming 
from  and  maybe  even  reforge  your  relationship.” 

Nicolas  Barzoukas,  a  partner  at  Howrey,  Simon,  Arnold  & 
White  in  Houston,  adds  that  with  ADR,  you  can  arrange  to 
appear  before  someone  like  a  professor  or  technology  lawyer 
who  actually  understands  the  concepts  involved.  “I’m  not 
saying  that  judges  are  incompetent,  but  many  will  have  been 
English  or  history  majors  who  may  not  even  know  how  to  use 
the  word  processing  programs  on  their  computer.” 

But  ADR  has  its  drawbacks,  warns  Donald  J.  Kunz,  a 
technology  lawyer  with  Honigman,  Miller,  Schwartz  &  Cohn 
in  Detroit.  Arbitration  doesn’t  provide  many  of  the  legal 
protections  of  going  to  court,  like  comprehensive  discovery 
and  the  right  to  automatic  appeal.  If  it  goes  poorly  for  you, 
you’re  stuck.  The  standard  for  overturning  an  arbitrator’s 
ruling  is  so  high,  it  almost  never  happens.  And  even  media¬ 
tion  doesn’t  always  bring  about  the  most  equitable  result. 

Kunz  says  mediators  often  employ  a  “split-the-baby” 
approach,  which  can  favor  the  side  that  comes  in  with  the 
most  outrageous  argument.  “They  tend  to  decide  in  the 
middle,  and  someone  with  a  bogus  claim  still  tends  to  get 
something  for  it,”  says  Kunz,  who’s  been  involved  in  cases 
that  have  gone  to  mediation.  -£.  Berkman 


Hands  Off 

MANY  PEOPLE  THINK  of  sexual-harassment  issues  as  human 
resources  turf.  Don’t  buy  into  that.  It’s  your  problem,  too,  partic¬ 
ularly  when  an  outsourcer’s  employees  are  working  on  a  job  in  your 
IS  department.  Blackstone  says  he’s  seen  too  many  cases  in  which 
a  vendor’s  employee  made  improper  sexual  advances  toward  a 
user’s  employee  or  vice  versa.  If  the  problem  goes  unchecked,  the 
consequences  are  obvious:  enormous  monetary  payments  to  the  vic¬ 
tim  (sexual-harassment  cases  have  gone  well  into  the  six  figures), 
horrible  publicity  for  your  company  and  a  perception  that  you  have 
no  control  over  your  department. 

Even  worse,  you  might  find  yourself  individually  named  as  a 
defendant  in  the  suit.  Blackstone  says  this  happened  to  a  CIO  in  a 
case  he  defended.  A  female  employee  accused  the  CIO  of  doing  noth¬ 
ing  when  she  came  to  him  to  complain  of  a  vendor  employee’s  lewd 
conduct  toward  her.  In  this  case,  the  plaintiff  dropped  her  claim 
against  the  CIO  when  he  agreed  to  have  a  letter  of  reprimand  placed 
in  his  personnel  file. 

Though  it’s  impossible  to  prevent  every  incident  of  harassment 
ahead  of  time,  there  are  precautionary  steps  CIOs  can  take  to  manage 
the  situation.  First,  you  should  distribute  a  formal  antiharassment 
policy  to  your  employees  and  to  vendor  employees  who  will  be  vis¬ 
iting  your  facility.  Additionally,  you  should  have  a  contractual  clause 
giving  you  the  authority  to  remove  any  problem  vendor  employee. 
“This  gives  weight  when  you  come  to  the  vendor  and  say,  ‘We  need 
to  talk,”’  says  Blackstone. 

The  Towering  Inferno 

YOUR  LITIGATION  WATCH  shouldn’t  be  focused  on  just  the  acts 
of  hackers,  vendors,  competitors  and  employees.  You  need  to  look 
out  for  acts  of  God,  too.  We  all  remember  the  mad  scramble  to 
become  Y2K-compliant  in  order  to  avoid  liability  for  data  loss  last 
year.  The  same  concept  applies  in  case  of  fires,  hurricanes,  earth¬ 
quakes  and  other  disasters.  Gary  R.  Baxter,  vice  president  and  CIO  of 
Maine  Employers  Mutual  Insurance  Co.,  says  this  issue  is  of  real  con¬ 
cern  to  him.  “If  we  lose  data  on  injured  workers,  it  would  be  a  true 
disaster  with  potential  legal  implications,”  he  says.  “They’d  be  left 
without  funds.” 

In  order  to  prepare  for  this,  Baxter  runs  a  disaster-recovery  pre¬ 
paredness  test  twice  a  year.  “We  physically  take  our  entire  set  of 
data  and  application  programs,  go  to  another  site,  load  it  up  and 
run  our  business,”  he  says.  “Unless  you  do  that,  you  don’t  know  if 
your  plan  is  workable.  If  it’s  not  workable,  that’s  unthinkable.” 

And  if  there’s  one  glaring  weakness  in  the  IT  industry,  he  says, 
perhaps  speaking  not  just  about  disasters,  but  about  litigation  as  a 
whole,  “it  would  be  lack  of  preparedness  for  the  big  event.”  BE] 


Are  you  concerned  about  the  long  arm  of  the  law?  Senior  Writer  Eric  Berkman 
wants  to  know.  E-mail  him  at  eberkman@cio.com. 
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Fortune  500  companies  are  losing  over  $12  billion  dollars  because  of 
knowledge  management  inefficiencies.  *  That’s  quite  a  bite. 


TrainingServer,  the  world's  most  widely-used  Learning  Management  System,  unleashes  the  power  of  your 
company's  intellectual  capital  so  it  can  rise  above  the  competition.  It  manages  every  possible  training  resource 
in  your  company.  Eliminates  administrative  tasks.  Assesses  skills.  Launches  and  tracks  instructor-led  and 
technology  based  courses.  And  even  offers  company-wide  access  via  the  Internet.  Giving  employees  and 
administrators  access  to  the  most  important  tool  for  success — knowledge. 

Visit  us  on  the  Web  at  www.trainingserver.com 
E-mail  us  at  info@trainingserver.com  or  call  us  at  800-869-9461 


Training 

TVer  Know-How  To  Master  Knowledge. 


*IDC  Knowledge  Management  Report,  October  5,  1999/www. idc.com.  Copyright  International  Data  Corporation,  1998,  1999.  Unauthorized  use  is  strictly  forbidden. 
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CEO  David  Rager  made 
IT  the  center  of  a  seven-year 
overhaul  at  Greater 
Cincinnati  Water  Works. 


Reader  ROI 

See  how  customer  service 
needs  prompt  IT  moves 

Learn  about  Internet-based 
bids  to  enter  a  highly  fractious 
and  regulated  market 

Observe  how  industry  flux 
forces  players  to  alter  IT 
strategies 
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When  David  Rager  took  the 

helm  of  the  Greater  Cincinnati  Water  Works 
in  1993,  he  walked  into  an  operation  of  600 
employees  servicing  1  million  consumers — 
but  functioning,  for  the  most  part,  without 
the  benefit  of  modern  technology.  In  the 
field,  workers  completed  preprinted  cards  to 
read  customers’  water-usage  meters,  which 
were  then  read  by  a  machine.  The  machine 
produced  a  tape  that  fed  information  to  a 
25-year-old  mainframe-based  billing  system 
using  homegrown  software.  Back  in  the 
office,  the  staff  used  dumb  terminals  con¬ 
nected  to  the  aging  mainframe  to  track  col¬ 
lections  of  customers’  late  payments  as  well 
as  work-orders  for  maintenance  projects. 

CEO  Rager  quickly  assembled  a  group  of 
nine  technologists  on  staff  and  an  outside 
consultant  who  spent  three  months  study- 


Pressure 


IT  hasn’t 
run  very  deep 
at  U.S.  water 
utilities.  Customer 
demands,  new 
technologies  and 
Net  ventures 

/are  changing 
that# 
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ing  every  part  of  the  organization’s  opera¬ 
tions,  from  billing  and  customer  service  to 
water  treatment  and  management.  The  group 
concluded  that  technology — lots  of  it — was 
the  key  to  succeeding  in  the  long  term. 

With  an  IT  strategic  plan  in  hand,  Rager 
prioritized  project  implementations  for  the 
next  six  years  based  on  which  efforts  would 
lead  to  improved  operations,  reduced  costs 
and  better  customer  service.  The  result:  The 
agency  now  has  client/server  systems  that 
include  both  Windows  NT  and  Unix  servers 
running  on  a  Windows  NT  network  and  using 
an  Oracle  database.  It  also  has  upgraded  its 
billing,  collections  and  meter-reading  functions 
by  installing  a  customer  management  system 
designed  for  utilities  from  SCT  Corp.  in  Mal¬ 
vern,  Pa.  It’s  a  system  that  the  utility  can  use 
to  anticipate  customer  call  volumes  and  staff 
call  centers  accordingly.  It  also  can  help  pin¬ 
point  customers  who  take  advantage  of  early 
payment  plans,  Rager  says.  The  changes  came 
with  costs  too.  Although  the  Water  Works’ 
executives  originally  planned  on  investing 
$3  million  to  $4  million  per  year  for  five  years 
on  the  upgrade,  rapidly  escalating  IT  costs — 
largely  because  of  Y2K — forced  the  company 
to  spend  a  total  of  about  $35  million,  Rager 
says.  (The  five-year  plan’s  stretching  to  six 


Michael  Rogers,  e 

erce  systems  development 

manager  MemphlsLight' 

10  mater,  says 

his  utility  .s  using  website  /,> lk& , 

&lve  customers  an 

Alternate  way  to  pay  their  bills 


years  also  lifted  costs.)  In  the  process,  the  agency  also  cut  100 
positions;  most  of  those  who  remained  were  retrained  to  use 
the  technology,  such  as  how  to  run  a  fiber-optics  network. 
“Maintenance  staff  who  used  to  do  largely  just  mechanical 
maintenance  work  now  also  performs  electronic-circuit  trou¬ 
bleshooting  and  repair,”  Rager  says. 

The  seven-year  metamorphosis  of  the  Greater  Cincinnati 
Water  Works  from  a  relative  IT  backwater  to  one  where  tech¬ 


nology  plays  a  central  role  is  indicative  of  the 
seismic  shift  occurring  in  this  industry.  Water 
utilities  are  learning,  slowly  but  surely,  that  tech¬ 
nology  is  the  best  way  to  achieve  their  ultimate 
goals:  elevating  customer  service,  lowering  costs 
and  preparing  for  a  future  in  which  competi¬ 
tion  and  consolidation  are  expected  and  the 
Internet  creates  both  opportunities  and  chal¬ 
lenges  to  keep  up. 

Many  water  utilities  today  are  modernizing 
back-office  systems,  installing  new  customer 
service  systems  and  customer  usage/data  collection  technolo¬ 
gies,  and  incorporating  the  Internet  into  their  business  mod¬ 
els.  And  it  is  only  by  upgrading  back-office  systems  that  water  g  9 
utilities  can  take  advantage  of  other  technologies,  says  Guerry  5  f 
Waters,  vice  president  of  energy  information  strategy  serv-  g  3 

<C 

ices  at  Meta  Group  in  Stamford,  Conn.  That’s  especially  true  > 
in  the  case  of  Internet-based  technologies,  because  many  g 

O  1 

water  utilities’  legacy  systems  lack  the  functionality  and  tech-  S  , 
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nologv  that  would  allow  them  to  effectively  tie  those  systems 
to  the  Internet. 

But  modernizing  systems  to  participate  in  the  Internet  age 
is  only  part  of  the  story.  Some  water  utilities,  fearing  acquisition 
by  other  water  utilities,  large  multinational  conglomerates,  or 
even  electric  and  gas  utilities,  believe  up-to-date  technology  is 
the  best  defense. 


Watershed  Moment 

he  water  industry’  has  operated  in  a  largely  manual 
environment  for  a  century’  or  more,  employing  only 
rudimentary  automation  systems  in  water-treatment 
facilities  and  mainframe-style  billing  systems  in  the  back 
office.  It  is  only  in  the  past  five  or  10  years  that  tech¬ 
nology-  has  entered  the  industry,  and  only  in  the  last  few  that 
water  industry  executives  have  begun  to  realize  that  without 
it,  they  simply  can’t  keep  up,  much  less  deal  with  the  pressures 
facing  them. 
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Much  of  the  move  tow-ard  modem  technology  has  to  do  w-ith 
the  changing  landscape  of  the  w’ater  industry-.  While  many 
municipalities  and  utilities  continue  to  operate  as  they  always 
have — through  manual  processes  or  with  a  minimum  of  mod¬ 
em  technology- — others  face  competition.  Greater  Cincinnati’s 
Rager,  for  example,  can  face  as  many  as  19  smaller  rival  w-ater 
agencies  in  southw-est  Ohio  when  he  bids  to  serve  a  newly  built 
neighborhood.  Others  are  the  target  of  takeovers  by  compa¬ 
nies  like  Paris-based  conglomerate  Vivendi  and  United  Water 
Resources,  a  subsidiary-  of  Suez  Lyonnaise  des  Eaux,  also  head¬ 
quartered  in  Paris.  These  multinational  companies  offer  to  buy 
and  run  the  utilities,  promising  to  infuse  them  w-ith  new,  cost¬ 
cutting  technologies. 


■  There  are  more  than 
55,000  water  systems  in 
the  United  States,  process¬ 
ing  nearly  34  billion  gal¬ 
lons  of  water  a  day. 


■  In  1996,  approximately 
98,000  workers  were 
employed  in  water  and 
wastewater  treatment. 


And  many  state  and  local  governments  are  taking  them  up 
on  their  offers.  United  Water  has  partnered  with  a  diverse  set 
of  w-ater  utilities  in  the  United  States  over  the  past  several  years, 
such  as  Gary,  Ind.’s  wastew-ater  treatment  facility  and  New 
Jersey’s  Hoboken  water  services.  Similarly,  United  States  Filter 
Corp.,  the  North  American  arm  of  Vivendi,  now-  runs  more 
than  250  municipal  and  industrial  water  and  wastewater  sys¬ 
tems  across  North  .America,  growing  in  seven  years  from  just 
Si 7  million  to  $5  billion  in  sales. 

Even  if  they  remain  independent,  water  utilities  are  looking 
to  IT  investments  to  cut  costs  and  boost  revenues.  The  District 
of  Columbia  Water  and  Sew-er  Authority  (DC  WASA),  for 
example,  has  embarked  on  an  ambitious  replacement  of  its 
legacy-  mainframe-based  billing  system  with  the  Enterprise 
Customer  Information  System  from  Orcom  Solutions  of  Bend, 
Ore.  When  fully  implemented,  this  system  will  help  commu¬ 
nication  with  customers,  track  problems  and  provide  an 
electronic  interface  with  the  utility’s  new  automated  water 
meters.  It’s  a  $14  million  investment  over  eight  years  that 
an  internal  agency  study  predicts  will  provide  returns 
quickly.  “We’re  going  to  save  money  internally  by 
upgrading  our  system,  and  we’ll  enhance  our  employ¬ 
ees’  job  skill  sets  at  the  same  time,”  says  Grace 
Beaman,  DC  WASA’s  customer  service  manager  for 
billing  operations. 

DC  WASA’s  move  is  typical  for  a  water  utility’s 
first  big  IT  step  in  that  it  tackles  an  automated  cus¬ 
tomer  information  system.  But  it’s  unusual  for  a  util¬ 
ity  because  DC  WASA  will  use  Orcom  as  an  appli¬ 
cation  serv  ice  provider.  This  gives  the  utility  the  option  of  hav¬ 
ing  Orcom  personnel  pick  up  the  phones  in  their  customer 
support  centers  or  simply  provide  the  billing  and  other  serv¬ 
ices,  says  Mark  Crapeau,  an  Orcom  executive  vice  president. 

DC  WASA’s  AS/400-based  system  will  offer  electronic  billing, 
allowing  customers  to  view  bills  and  pay  them  via  the  utility’s 
website  ( wwiu.dcwasa.com ).  It  will  also  enable  call  center 
employees  to  relay  an  order  status  to  customers  in  real-time 
instead  of  having  to  call  customers  back  later  with  answers  to 
their  questions.  Orcom’s  system,  which  resides  in  Orcom  facil¬ 
ities  in  Scottsbluff,  Neb.,  and  at  an  IBM  Global  Serv  ices  site  in 
Rochester,  N.Y.,  can  also  process  data  from  DC  WASA’s  new 
automated  meters  to  help  the  utility  track  collections. 


■  The  U.S.  distribution 
network  for  large  water 
systems  is  composed  of 
about  600,000  miles 
of  pipes. 


■  In  the  United  States  and 
Canada  there  are 
approximately  1  million 
miles  of  pipelines  and 
aqueducts. 
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arrive  on  time  with  the  right  parts  to  meet 
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Imagine  receiving  complete  call  activity, 
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notes  —  in  real  time  at  the  close  of  the  call. 
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Plumbing  in  Place 

nee  back-end  systems  are  upgraded,  water  utili¬ 
ties  are  poised  to  take  advantage  of  the  Internet 
age.  Memphis  Light,  Gas  and  Water  (MLGW) 
chose  to  enter  in  the  Internet  arena  with  the 
help  of  partner  Link2Gov  Corp.,  a  Nashville, 
Tenn. -based  government-to-consumer  e-commerce  provider. 
Link2Gov  will  provide  bill  payment  services  both  online  and 
via  the  organization’s  telephony-based  interactive  voice 
response  system.  The  goal  is  to  provide  customers  with  an 
alternate  way  to  pay  bills  and  reduce  the  cost  of  processing 
bill  payments,  says  Michael  Rogers,  MLGW’s  systems  devel¬ 
opment  manager  for  e-business.  The  service  even  has  real-time 
capability,  Rogers  says.  Customers  scheduled  to  have  their 
water  cut  off  for  nonpayment  in  the  afternoon  can  circumvent 
the  problem  by  paying  the  bill  electronically. 

The  Greater  Cincinnati  Water  Works  also  has  taken  some 
Internet  steps,  erecting  an  informational  website,  enabling  its 
customers  to  access  information  on  water  quality  and  how 


water  is  treated  and  delivered.  The  company  expects  that  by 
the  end  of  2001,  the  system  will  also  let  customers  access 
account  information,  make  payments  online  and  report  meter 
readings.  Rager  says  the  utility  has  taken  its  time  on  purpose. 
A  1997  survey  revealed  that  only  30  percent  of  the  utility’s  cus¬ 
tomers  had  Internet  access  and  that  only  10  percent  would  use 
the  Internet  to  communicate  with  it.  But  a  recently  completed 
2000  study  revealed  seven  out  of  10  customers  have  Internet 
access,  and  about  40  percent  said  they  would  use  it  to  obtain 
information  from  the  utility.  Based  on  market  trends,  the  Water 
Works  also  predicted  that  by  2004,  customers’  Internet  access 
would  reach  90  percent. 

As  with  any  business  serving  consumers,  utilities  like  these 
are  increasingly  seeking  to  save  money  by  turning  to  Web- 
based  ideas  that  get  customers  to  service  themselves.  “When 
you  look  at  the  economics  of  doing  it  online  versus  getting  a 
person  every  time  you  call,  there  is  at  least  a  30  percent  to  40 
percent  savings  if  you  can  move  your  customer  to  an  interactive 
channel,”  Meta  Group’s  Waters  says. 


Water  World 


Inside  a  treatment  plant,  IT  controls  keep  the  water  flowing 


THE  WATER-TREATMENT  PLANT,  a  world  unto  itself,  is  the 
place  where  raw  water  is  checked  for  impurities,  chlorinated 
and  processed  in  ways  that  make  it  suitable  for  human 
consumption. 

For  decades,  the  water-treatment  plant  has  relied  on  a  few 
pieces  of  industrial  machinery,  combined  with  human  opera¬ 
tors  to  close  valves,  turn  pumps  on  and  off  and  clean  filters.  But 

slowly,  the  plant  floor 
has  begun  adopting 
technology  that  allows  it 
to  run  more  efficiently 
with  much  less  human 
intervention. 

Today,  most  water¬ 
processing  plants 
use  some  type  of 
Supervisory  Control 
And  Data  Acquisition 
(SCADA)  system  to  con¬ 
trol  valves,  motors  and  water  flow.  In  most  cases  SCADA  sys¬ 
tems  are  composed  of  operator-level  software  applications  for 
viewing,  supervising  and  troubleshooting  local  machine  and 
process  activities. 

Before  SCADA,  "you  had  to  send  people  around  the  plants  to 
close  valves  and  turn  on  pumps  at  various  times.  You'd  have  to 
call  people  and  ask  them  to  kick  on  three  specific  pumps 


because  you  needed  more  water  in  the  eastern  portion  of  the 
system.  It  was  very  labor-intensive,”  says  David  Rager,  CEO  of 
the  Greater  Cincinnati  Water  Works. 

Memphis  Light,  Gas  and  Water  (MLGW)  relies  on  a  system 
comprised  of  software  from  Wonderware  Corp.  of  Irvine,  Calif., 
running  on  controllers  from  Bristol,  Conn. -based  Bristol 
Babcock.  The  automated  system  provides  real-time  information 
about  pump  flows  and  the  station's  condition. 

Before  moving  to  the  system,  “operators  had  to  walk  the 
plant  floor  and  manually  write  down  the  information,"  says 
Quinton  Clark,  a  design  engineer  at  MLGW. 

Greater  Cincinnati  Water  Works  chose  Micro  Integration 
Corp.  of  Reading,  Pa.  for  its  treatment  plant  needs.  Operating 
on  Compaq  Computer  Corp.  servers  running  Windows  NT,  the 
system  takes  random  water  samples  for  testing  periodically. 
Electronic  monitors  analyze  the  samples,  converting  the 
results  to  digital  signals  and  transmitting  them  to  the  central 
control  center  SCADA  system.  Based  on  the  sampling  results, 
the  operators  can  use  the  SCADA  system  to  turn  pumps  on  or 
off,  open  or  close  valves  and  change  treatment  processes  or 
water  flows  either  within  the  treatment  plants  or  in  the  distri¬ 
bution  system.  “That  way  the  system  can  turn  on  pumps,  open 
valves  and  monitor  water  quality  from  a  central  point,”  Rager 
says.  He  says  that  since  implementing  the  system,  the  organi¬ 
zation  has  been  able  to  reduce  the  number  of  people  per  shift 
from  23  to  six.  -K.  D.  Schwartz 


186  CIO  NOVEMBER  15,  2000  •  www.cio.com 


PHOTO  BY  PHOTODISC 


The  days  of  building  and  supporting 


A  R  I  B  A* 

MMW*  xm  no  ">'k  820" 


ABlBA.  lNlC 

— . 

mouNT*,N  v.«w.  »* 

eoo.aao  e780 

<rlba  .com 
w  w  •  •  r  '  v 


585  Broadway 
Redwood  City 
Caiwrnia  94063 

800-269-9375 


BR0A0VISI0N 


www.6roadvision.com 


The  best  apps  are  still  the  best  apps. 

It’s  the  best  way  to  get  them  that’s  changed. 


lrttp-.//w**-la"SOBC°m 


Microsoft  Corporation 
One  Microsoft  Way 
Redmond.  WA  98052-6399 
425  882  8080 


Microsoft 


httpy/www.  microsoft.com 


Peopl®So*' 

4460  Hacienda  Drive 
rlMumon.  California  04588-8618 
Tel  800/580-SOFT 17638) 

Imp:/  /www.p«Plnofwom 


your  own  software  infrastructure  are 
gone,  ^internetworking,  the  leading 
Application  Service  Provider  partners 

with  Aribaf  BroadVisionf  Lawsonf 

Microsoft®  and  PeopleSoft® to  give 
you  web-based  access  to  all  the 

best-of-breed  software  you  need. 

We  take  total  responsibility  for 

every  aspect  of  your  application 

from  implementation  to  support- 

all  with  our  own  employees,  all  for 

a  flat  monthly  fee.  So  when  you  want 

the  best  apps,  you  can  get  them 

the  best  way  —  delivered  right  to 

your  desktop.  For  more  information 

on  USi,  call  1-800-874-6918 

or  visit  www.usi.net/bestapps 


Making  software  simple. 

©2000  USinternelworking.  Inc. 
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Going,  Going,  Gone 

nee  water  utilities  are  comfortable 
with  using  the  Internet  to  communi¬ 
cate  with  customers,  it’s  a  minor  leap 
to  using  it  for  business-to-business 
commerce. 

One  idea  taking  hold  is  the  concept  of  a  trad¬ 
ing  exchange  for  water  supplies  and  chemicals. 
Exchanges  like  ChemicalDesk.com  and  Water- 
Desk.com  have  begun  offering  this  type  of  service 
by  pairing  individual  buyers  with  individual  sell¬ 
ers.  ChemicalDesk.com,  for  example,  bills  itself  as 
the  e-marketplace  for  the  water  treatment  indus¬ 
try,  allowing  utilities  to  electronically  obtain  cur¬ 
rent  pricing  for  chemicals  and  place  orders. 
Similarly,  Azurix  Corp.’s  WaterDesk.com  offers 
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traders  the  opportunity  to  buy  and  sell  mainte¬ 
nance,  repair  and  operations  products,  and  services 
for  the  water  and  wastewater  industry  via  its  trad¬ 
ing  exchange. 

Twelve  major  water  utilities  across  the  United  States, 
working  with  PricewaterhouseCoopers,  are  developing 
another  water  electronic  marketplace  with  a  twist.  The  serv¬ 
ice,  called  Water  eMarket,  will  aggregate  purchases  for 
water-related  goods  and  services  from  a  group  of  utilities  in 
an  effort  to  garner  a  better  price,  much  like  Pantellos  has 
done  with  the  electric  and  natural  gas  industry.  “There  are 
about  70,000  different  water  and  wastewater  utilities  in  the 


have  no  economies  of  scale  in  terms  of  procurement,”  says 
Roger  Patrick,  a  principal  consultant  with  Pricewaterhouse¬ 
Coopers’  energy  and  utility  practice  in  Philadelphia.  “We 
figure  that  the  Internet  cuts  through  the  problem  of  having 
lots  of  small  organizations.” 

United  States  Filter  also  is  developing  its  own  e-procure¬ 
ment  vehicles  for  use  only  by  units  it  owns  or  runs.  Because 
the  company  owns  hundreds  of  water  utilities.  President  Andy 


United  States,  and  the  average  utility  is  very  small.  They 

Seidel  believes  he  can  generate  enough  economies  of  scale  by 

■  Americans  drink  more 

water  is  used  outdoors 

single  family  home  is 

■  Average  daily  household 

than  1  billion  glasses  of  tap 

for  watering  lawns  and 

74  gallons. 

water  use  is  350  gallons. 

water  per  day. 

gardens. 

■  Average  household  water 

■  On  average,  50  percent 

■  Daily  indoor  per  capita 

use  annually  is  127,400 

to  70  percent  of  home 

water  use  in  the  typical 

gallons. 
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We  produce  power  systems 
t  keep  pace  with  your  busin 


Times  are  good.  Business  is  growing.  But  could 
that  success  cause  you  problems? 

Potentially  yes.  If,  that  is,  you  have  to 
physically  relocate  because  you  can’t  upgrade 
your  power  systems. 

In  this  day  and  age,  you  need  smaller, 
more  powerful  units.  Ones  that  will  prove  to  be 
increasingly  robust  in  an  ever  decreasing  footprint. 

Which  is  why  you  should  take  a  good  look  at 


our  Rack  and  Stack  systems  from  Powerware,  Lambda, 
Intergy  and  Hawker.  They  can  provide  you  with 
all  the  power,  backup  and  power  conversion 
your  business  will  need. 

And  as  they  build  up  rather  than  out, 
you  won’t  find  yourself  outgrowing  your 
company’s  potential. 

If  you’d  like  to  keep  pace  with  all  our 
products  and  innovations  call  919  870  3000. 
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Power  Systems 


SECURE  POWER 


ENERGY  SYSTEMS 


POWER  CONVERSION 


ENERGY  STORAGE 
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aggregating  his  own  company's  purchases  to  justify  a  stand¬ 
alone  portal. 

Seidel's  company  uses  a  private  Internet  portal  built  by 
Greenville.  S.C.-based  Datastream  Systems'  iProcure  division  to 
negotiate  discounts  and  buy  everything  from  Post-It  notes  to 
small  motors  and  pumps.  For  procurement  items  such  as  larger 
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water  pumps  and  hydrants,  the  company  conducts  reverse 
auctions  for  a  set  of  qualified  buyers  in  concert  with 
SupplierMarket.com,  an  online  marketplace  based  in  Bur¬ 
lington.  Mass.  Seidel  says  that  United  States  Filter  is  now  con¬ 
ducting  S100  million  worth  of  business  annually  via  reverse 
auctions.  On  items  like  pumps  and  hydrants,  reverse  auction 
prices  are  coming  in  between  10  percent  and  50  percent  lower 
than  in  the  past.  Seidel  adds. 

Making  Waves 

nother  Internet-based  model  catching  the  eye 
of  some  water  suppliers  is  the  idea  of  buying 
and  selling  water  itself  online.  Some  of  these 
exchanges,  such  as  The  Water  Rights  Market 
of  Littleton,  Colo.,  and  WaterBank  of  Albu¬ 
querque,  X.M.,  aim  to  be  trading  exchanges  for  water  much 
like  HoustonStreet.com  and  Enermetrix  are  for  the  electric 
power  industry. 

Houston-based  Water!Water  Corp.,  an  arm  of  Azurix,  is 
another  exchange  that  wants  to  help  water  sellers  and  buyers 
do  business,  but  plans  to  do  so  via  online  auction.  Launched 
in  Februarv,  Water! Water  is  developing  a  network  of  locallv 

water  based  trading  exchanges  with  the  goal  of  being  a  U.S.-wide 


trading  exchange  with  different  segments  for  different  localities. 

Water! Water  is  focusing  its  efforts  heavily  on  the  western 
portion  of  the  United  States,  where  water  is  scarce,  droughts 
are  common,  and  arcane  and  sometimes  nonsensical  methods 
of  water  allocation  are  still  in  place.  In  the  western  United 
States  “you’ve  got  the  old  Spanish  legal  system  of  allocation, 
which  is  first  in  line,  first  in  right;  and  the 
English  riparian  system,  which  gives  you  access 
to  water  if  you  own  land  alongside  a  river  or 
a  lake,”  says  Patrick  Meyers,  a  Water!Water 
product  manager.  Those  laws,  combined  with 
complex  environmental,  municipal,  industrial 
and  agricultural  issues,  have  created  a  system 
of  water  allocation  in  the  western  United  States 
that  just  doesn’t  work  very  well,  he  says. 

One  of  the  first  projects  the  company  is  devel¬ 
oping  is  a  microexchange  for  water  users  on  the 
Lower  Rio  Grande  Valley  in  Texas.  The  Lower  Rio  Grande  sys¬ 
tem  contains  27  independent  irrigation  districts,  to  which  it  dis¬ 
tributes  an  average  of  about  1.!  million  acre-feet  of  water  per 
year,  though  in  a  drought  year  like  this  one  that  figure  dips  to 
about  half  (an  acre-foot  equals  43,560  cubic  feet  of  water).  The 
area’s  activity  makes  it  one  of  the  top  five  markets  in  the  United 
States  for  water  that  is  moved  and  traded. 

Having  an  exchange  like  this  “gives  people  in  Del  Rio, 
Texas,  which  is  seven  hours  away  from  here,  the  ability  to 
know  that  somebody  in  the  lower  valley  has  excess  water  in 
his  account,”  says  Carlos  Rubinstein,  Rio  Grande  Watermaster 
with  the  Texas  Natural  Resource  Conservation  Commission, 
which  oversees  all  water  activity  on  the  entire  Rio  Grande 
River  And  because  the  price  of  water  for  irrigation  fluctuates  so 
much  in  the  region  from  S!0  to  $40  per  acre-foot,  an  exchange 
like  this  is  ideal,  he  says. 

Internet  technologies  like  Water! Water  can  help  lower  the 
cost  of  finding  buyers  and  sellers  and  facilitating  trades,  says 
Tern-  .Anderson,  executive  director  of  the  Political  Economy 
Research  Center,  a  Bozeman,  Mont.,  nonprofit  organization 
that  helps  develop  marketing  strategies  for  resolving  environ¬ 
mental  problems.  “If  I’m  using  water  in  a  way  that’s  worth 
S5  and  you  have  a  use  where  it’s  worth  S!00,  we  ought  to  be 
able  to  engage  in  a  trade,”  he  says. 


it  takes  about  4,776  gal¬ 
lons  of  water  to  raise  a 
Christmas  tree.  167  billion 
gallons  of  water  are  used 
to  raise  the  35  million 
Christmas  trees  that  U.S. 


families  enjoy  every  year. 
39,000  gallons  of  water 
are  needed  to  produce 
the  average  domestic 
automobile. 

1.851  gallons  of  water  are 


used  to  refine  one  barrel  of 
crude  oil. 

1,000  gallons  of  water  are 
needed  to  grow  the  wheat 
to  make  a  two-pound  loaf 
of  bread. 


120  gallons  of  water  are 
needed  to  produce  one 
egg- 
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Easy  to  Manage  Server  Appliances. 


Looking  for  an  unfair  business  advantage?  Then  get  our  new,  scalable, 
high  performance  server  appliances  that  are  only  1U  high,  built  with  lights-out 
remote  management  and  pre-configured  so  you  can  just  plug  them  in  and  go. 
Because  alls  fair  in  love,  war,  and,  of  course,  business.  877-638-8277 
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try  is  taking  advantage  of  technology  as  never  before,  and  the 
trend  shows  no  signs  of  slowing  down. 

DC  WASA,  for  example,  plans  to  build  on  its  customer 
information  system’s  framework  by  adding  additional  com¬ 
puter  telephony,  interactive  voice  response  and  real-time  cus¬ 
tomer  service  interactivity  online.  The  organization  also  has 
embarked  on  a  project  to  install  new  automated  meters  at  all 
houses  and  businesses.  Eventually,  the  automated  meters  will 
be  able  to  send  data  electronically  back  to  DC  WASA  head¬ 
quarters  wirelessly,  Beaman  says  (although  the  technology  to 
do  so  has  not  yet  been  chosen).  A  companion  project  will 
involve  mounting  small  computers  in  technicians’  service  trucks 
to  transmit  customer  service  status  in  real-time  to  both  cus¬ 
tomer  service  reps  and  customers.  “Eventually,  we’ll  be  able 
to  tell  customers  that  the  technician  is  about  to  knock  on  their 
door,”  Beaman  says,  another  way  to  boost  customer  service. 

The  Greater  Cincinnati  Water  Works,  meanwhile,  is  install¬ 
ing  an  imaging  system  to  cut  down  on  the  hundreds  of  thou¬ 
sands  of  paper  documents  it  has  accumulated  over  160  years. 
The  utility  also  has  installed  a  suite  of  geographic  information 
system  applications  using  software  from  ESRI.  The  goal,  Rager 
says,  is  to  track  service  requests  and  actions  throughout  the 
organization’s  400-square-mile  reach.  The  GIS  application  now 
allows  the  staff  to  pull  up  a  map  that  shows  all  water  mains, 
valves  and  hydrants  along  with  building  descriptions,  service 
outage  locations  and  customer  account  data. 

Although  technologies  like  these  can  go  a  long  way  in  help¬ 
ing  water  utilities  save  money  and  increase  customer  satisfac¬ 
tion,  the  bottom  line  remains  the  same. 


seven  h°  urs  dMtay  from  h 
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But  for  other  parts  of  the 
country  where  water  is  not  a 
scarce  resource,  the  appeal 
for  this  type  of  exchange 
seems  to  be  low.  MLGW’s 
Rogers,  for  example,  notes 
that  Memphis  sits  on  top  of 
several  of  the  largest  aquifers 

in  the  country  and  wouldn’t  need  a  service  like  this,  at  least 
on  the  buying  end  of  the  equation. 

Another  sticking  point  may  be  the  infrastructure  itself.  “It’s 
unclear  whether  the  model  will  be  a  success.  You  can  move 
gas  around  because  of  well-developed  pipes,  but  water  was 
never  designed  to  operate  that  way.  Where  is  the  pipeline  to 
do  that?  It  has  to  be  built.  It’s  just  too  early  to  tell  whether  it 
will  be  a  success,”  Meta  Group’s  Waters  says  of  Water2- 
Water’s  model. 

Now  that  technology  has  found  the  water  industry — and 
vice  versa — many  more  things  are  possible.  The  water  indus- 
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“In  five  years,  I  fully  expect  that  we’ll  be  heavily  Internet- 
based  in  terms  of  gathering  information,  purchasing  and 
interfacing  with  our  customers,  and  technology  will  be  an 
increasing  part  of  every  process  we  have,”  predicts  Rager. 
“But  the  basic  operation  of  the  industry  won’t  change  much. 
You  still  have  to  get  it,  treat  it  and  pump  it  through  pipes  to 
people’s  homes.”  HE] 

Freelance  Writer  Karen  D.  Schwartz  lives  in  the  Washington,  D.C.,  area  and 
specializes  in  business  and  technology.  She  can  be  reached  via  e-mail 
at  karen.schwartz@bigfoot.com. 
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We  build  a  UPS  as  if  billions  are  at  stake. 
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Money  makes  the  world  go  around,  and 
reliable  power  keeps  money  on  the  move. 
Powerware  has  more  than  37  years  of 
proven  experience  protecting  mission- 
critical  customers.  That  expertise 
goes  into  our  entire  line  of 
hardware,  software  and  service. 
Powerware,  formerly  Exide 
Electronics,  offers  a  full  range  of 


POWERWARE 


UPS  products  that  protect  everything  from 
small-  to  mid-sized  businesses  to  large 
data  centers  and  ISPs.  Because  today’s 
power  grid  fails  an  average  of  eight 
hours  a  year.  And  that’s  a  risk  you 
Sk  can’t  take.  For  more  information, 
or  to  talk  to  our  sales  department, 
go  to  www.powerware.com  or 
call  877-PWRWARE  (877-797-9273) 


UNINTERRUPTIBLE  POWER  SYSTEMS 


It’s  called  Symantec  Enterprise  Security.  A  flexible,  construct  the  solution  that’s  right  for  you.  We’ll  heh 
modular  solution  for  everyone  who  recognizes  that  assess  your  security  needs  and  let  you  choose  fro: 

enterprise  security  isn’t  an  expense,  it’s  an  investment  in  among  our  best-of-breed,  multi-platform  Intern 


your  future.  Symantec  Enterprise 
Security  is  comprehensive,  with¬ 
out  being  confining,  so  you  can 


Coll  us  today  at  800-745-6051  or  visit 
www.symantec.com/enterprise-security 

for  more  information  or  to  speak  to  a  sales  representative  now. 


security  products.  Symantec 
virus  protection  products  pr< 
vide  patented  technology  f< 


detecting,  defining  and  curing  viruses  as  part  of  the  Digi- 
:al  Immune  System^  Our  intrusion  prevention  products 
assess,  monitor  and  enforce  predetermined  security 
Levels.  Finally,  our  content  filtering 
3 coducts  let  you  manage  Internet 
Jsage.  Along  with  our  world-class 


professional  services  and  support,  you’ll  also  have  access 
to  Symantec’s  security  partners.  So  critical  business  and 
e-commerce  assets  stay  secure.  With  Symantec  Enterprise 

Security  you’ll  have  the  techno¬ 
logy  and  the  confidence  you  need 
to  do  business  in  a  connected  world. 
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>\  nantec  and  the  Symantec  logo  are  U.S.  registered  trademarks,  and  Digital  Immune  System  is  a  trademark  of  Symantec  Corporation.  ©2000  Symantec  Corporation.  All  rights  reserved. 


IF  YOU  DON’T  OFFER  MORE  TIMELY, 
ACCURATE  CONTENT,  THERE  IS  A 
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EqualFooting.com’s  mission: 
to  give  small  companies  power 
to  buy  online  everything 
needed  to  run  a  business 

BY  STEVE  ULFELDER 


ANGIE  KIM  STILL  HAS  the  white  board  in  her  basement. 

EqualFooting.com  was  founded  by  Kim,  who  is  president,  Jim  Fox, 
CEO,  and  Aaron  Martin,  chief  of  business  development,  in  June  1999. 
The  three  worked  for  McKinsey  &  Co.  performing  e-commerce  imple¬ 
mentations  (in  fact,  Fox  was  head  of  McKinsey’s  e-commerce  business 
implementation).  After  helping  a  large  business  put  together  its  e- 
commerce  division,  the  three  decided  to  launch  an  Internet  company. 

But  what  kind  of  company?  Consumer-oriented  businesses  were  out 
of  the  question,  Kim  says;  the  founders  could  see  that  space  was 
crowded.  So  business-to-business  it  was.  “We  looked  around,”  Kim  says. 
“At  the  time,  most  companies  going  after  B2B  were  aiming  at  big  busi¬ 
ness — Commerce  One,  Ariba  and  the  like.  We  said  the  natural  next  wave  was  small  business.” 

Given  McKinsey’s  data-  and  task-driven  culture,  it  should  be  no  surprise  that  the  new 
partners  decided  to  team  up  first  and  choose  their  field  only  after  careful  analysis  of  markets 
and  opportunities.  That’s  where  the  white  board  came  in.  On  it,  the  founders  listed  indus¬ 
tries  on  one  side  (maintenance,  repair  and  operating  supplies  [MRO];  office  supplies;  account¬ 
ing  and  professional  services  were  all  in  the  running,  Kim  says)  and  criteria  (such  as  market 
fragmentation,  price-arbitrage  opportunity,  industry  profitability  and  competitors)  on  the 
other.  “We  said,  ‘Fet’s  become  a  virtual  purchasing  agent  for  small  companies,”’  Fox  says. 
Then  they  asked  where  those  small  companies  needed  the  most  help.  Their  answer  was 
MRO — industrial  gear  ranging  from  front-end  loaders  to  staple  removers. 

Moreover,  the  founders  decided  on  an  ambitious  three-pronged  strategy  encompassing 
not  only  MRO  but  small-business  loans  and  shipping.  Kim  says  early  investors  urged  the 
founders  to  tackle  these  markets  one  at  a  time,  starting  with  MRO,  to  avoid  market  confusion. 
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The  Company: 
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Founded  June  1999  Location  Dulles,  Va. 

Ownership  Private  Employees  215  Mission  Building  an 
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and  shipping  Venture  capital  funds  $70  million  as  of 
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Case  Files 


E-Business  Models 


Thus  was  bom  EqualFooting.com.  Based 
in  Dulles,  Va.,  the  business-to-business 
exchange  cleverly  targets  two  sectors  that 
fly  beneath  the  radar  of  many  corporations: 
small  business  and  MRO.  In  addition  to  sell¬ 
ing  MRO  supplies,  EqualFooting  helps  small 
businesses  arrange  loans  and  shipping  for  the 
goods  they  buy  at  the  site.  The  proprietary 
decision-support  tools  that  handle  these 
chores  may  be  a  business  opportunity  them¬ 
selves:  EqualFooting  is  eager  to  use  an  appli¬ 
cation  service  provider  (ASP)  model  to  lease 
its  finance  software,  for  example,  to  other 
exchanges. 

That  hoped-for  business  would  augment 
the  company’s  current  revenue  stream,  which 


consists  of  a  percentage  of  every  deal  trans¬ 
acted  (5  percent  for  the  “vast  majority”  of 
partners,  says  Fox  of  the  performance-based 
commission  structure)  whether  purchase  or 
loan.  Thus,  EqualFooting,  like  many  busi¬ 
nesses  seeking  to  leverage  their  technology 
investment,  has  a  twin-pronged  attack.  And 
then  some. 

Right  Place? 

At  a  time  when  many  startups,  and  even  rel¬ 
atively  mature  Internet  companies,  are 
scrambling  to  secure  financing,  EqualFoot¬ 
ing  has  had  the  opposite  problem:  People 
keep  trying  to  shove  money  in  the  company’s 
face.  It  reportedly  has  spurned  offers  from 


some  heavy  investors,  including  Deutsche 
Banc  Alex  Brown.  In  an  unusual  arrange¬ 
ment,  the  lead  investor  in  EqualFooting  is 
not  a  venture  capital  company  or  investment 
banker,  but  Textron,  a  Providence,  R.I.- 
based  aircraft,  automotive,  finance  and 
industrial  company.  With  the  deal,  Fox  says, 
EqualFooting  “gets  the  [industrial]  expertise 
of  a  traditional-economy  company” — in 
addition  to  $25  million,  which  never  hurts 
either.  All  told,  the  company  has  raised  about 
$70  million.  Fox  believes  the  manufacturing 
knowledge  his  business  gains  from  the 
Textron  partnership  can  help  it  better  serve 
customers. 

EqualFooting’s  enviable  war  chest  may 
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be  traceable  to  the  McKinsey-bred  founders’ 
careful  selections.  On  three  counts — MRO, 
business-to-business  exchange  and  small 
business — EqualFooting  seems  to  be  in  the 
right  place  at  the  right  time. 

First,  MRO  appears  ripe  for  e-commerce- 
style  consolidation.  The  size  of  the  U.S. 
MRO  market  is  difficult  to  pin  down,  as  it 
overlaps  with  the  broader  industrial  supply 
category;  estimates  range  from  $187  billion 
to  double  that.  The  Goliath  in  this  highly 
fragmented  industry,  Fake  Forest,  Ill. -based 
W.W.  Grainger,  had  1999  sales  of  $4.5  bil¬ 
lion — and  held  less  than  a  2  percent  market 
share,  according  to  Grainger’s  annual  report. 
Most  MRO  companies  are  much,  much 
smaller  and  have  only  a  local  or  regional 
presence.  In  addition,  they  are  often  family- 
run  businesses  that  have  been  reluctant 
(because  of  tradition)  or  unable  (because  of 
cost)  to  exploit  the  Internet. 

MRO  is  a  classic  case  of  a  market  that 
was  ready  for  a  seismic  shift,  says  Tim 
Minahan,  an  analyst  at  the  Boston-based 
Aberdeen  Group.  The  field’s  size  and  vari¬ 
ety  have  traditionally  forced  distributors  to 
choose  one  of  two  strategies:  They  could 
be  a  mile  wide  and  an  inch  deep,  offering 
only  the  most  popular  lines — Minahan 
points  to  market  leader  Grainger  as  an 
example — or  extremely  deep  in  a  very  nar¬ 
row  range  of  products  (fasteners,  perhaps, 
or  cleaning  supplies).  “The  Net  allows  a 
new  brand  of  superdistributor,”  Minahan 
says.  “It  lets  you  [represent]  all  those  spe¬ 
cialized  distributors.” 

Exchanges  are  hot  too.  Accord¬ 
ing  to  a  report  this  year  from 
Cambridge,  Mass.-based  Forrester 


e-marketplaces)  are  poised  to  take  off. 
Today,  the  report  says,  28  percent  of  buyers 
and  18  percent  of  sellers  use  such  exchanges. 
In  2002,  those  numbers  will  grow  to  69  per- 


EqualFooting.com’s 
founders  are  eager  to  be 
like  an  ASP,  leasing  their 
home-grown  applications 
to  other  exchanges  to 
collect  regular  fees. 


cent  and  71  percent,  respectively.  Forrester 
sees  the  business-to-business  e-commerce 
market  hitting  $2.7  trillion  in  2004 — with 
exchanges  accounting  for  53  percent  of 
that  trade. 

As  for  the  decision  to  target  small  busi¬ 
nesses,  Fox  says,  “The  underlying  cost  of 
sales  to  small  business  is  double  digits.  That’s 
why  a  lot  [of  companies]  don’t  want  to  sell 
to  that  segment.”  So  EqualFooting  detected 
a  market  that  could  benefit  from  Internet- 
borne  efficiencies. 

Virtual  Agent  Man 

From  the  beginning,  EqualFooting’s  founders 
knew  the  company  had  to  be  more  than  a 
portal  site  for  those  seeking  a  good  price 
on  shop-vacs.  The  company’s  homepage 
puts  equal  emphasis  on  inviting  regis¬ 
tered  users  (of  which  it  claims  60,000), 
getting  a  loan  and  setting  up 
shipping. 

Not  that  those  shop- 
vacs  are  unimportant; 


Fox  says  EqualFooting  has  partnered  with 
3,000  suppliers  and  boasts  more  than 
300,000  items  in  its  catalog.  But  Fox  is  the 
first  to  admit  that  while  EqualFooting’s 
small-business  focus  is  rare,  the  company 
fights  for  at  least  mind  share  with  a  host  of 
competitors  that  includes  Grainger  and  a 
stockroom  of  others  (see  “Plentiful  Sup¬ 
pliers,”  Page  204). 

He  is  most  enthusiastic  when  discussing 
the  services  he  thinks  differentiate  Equal- 
Footing.  “We  respect  Grainger  a  ton,”  Fox 
says.  “They’re  a  real  pioneer  in  B2B  e-com¬ 
merce....  But  we’re  more  broad,  we’re  inter¬ 
ested  in  being  your  purchasing  agent  for 
everything  you  buy.”  Everything?  “Hey,  last 
week  we  sourced  20  Jacuzzis  for  a  good  cus¬ 
tomer.”  Demonstrating  appropriate  startup 
chutzpah,  Fox  says,  “Grainger  would  be  an 
ideal  supplier  to  EqualFooting.” 

Fox  sees  EqualFooting’s  linchpin  applica¬ 
tion  as  a  major  differentiator  and  a  business 
opportunity  in  its  own  right.  CIO  Mintu 
Bachann  joined  the  company  in  December 
1999;  before  that,  he  was  director  of  Oracle 
Corp’s.  architecture  group.  At  EqualFooting, 
his  first  priority  was  to  spearhead  develop¬ 
ment  of  the  decision-support  system,  which 
is  built  on  extensible  markup  language,  the 
specification  that  is  succeeding  HTMF  as 
the  Esperanto  of  the  Web.  The  application 
prefilters  applicants’  basic  requests  and  pro¬ 
files,  then  uses  that  information  to  route 
applications  to  appropriate  lenders  (whose 
lending  criteria  vary  greatly).  It  can  also  sug¬ 
gest  that  a  business  lease,  rather  than  buy, 
expensive  equipment. 

Fox  has  grand  plans  to  lease  the  appli¬ 
cation  to  other  business-to-business 
e-commerce  players.  EqualFoot¬ 
ing  may  “actually  brand  our 
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EXPERT  ANALYSIS  BY  HEATHER  ASHTON 

More  Is  Better, 
and  a  Must 

An  exchange  model  like  EqualFooting.com  offers  clear  benefits  to  buyers.  These 
small  and  midsize  businesses  get  to  choose  from  a  wider  selection  of  goods  and  serv¬ 
ices  than  they  had  before.  And  the  exchange  automates  purchases,  freeing  up  people 
to  focus  on  more  strategic  aspects  of  their  business. 

Things  aren’t  quite  as  rosy  for  the  suppliers  involved. 

While  exchanges  definitely  offer  new  channels  and  revenue 
possibilities,  many  small  and  midsize  suppliers  barely  have 
the  capacity  to  serve  their  existing  customers— and  would 
view  this  as  a  priority  over  tapping  into  an  online  exchange. 

In  addition,  forcing  these  suppliers  to  compete  on  price  as 
an  exchange,  like  EqualFooting  does,  prevents  them  from 
emphasizing  their  core  differentiators:  superior  service, 
long-standing  customer  relationships  and  products  that  are 
specialized  or  leading-edge. 

What  does  this  mean  for  EqualFooting?  It  certainly  makes 
it  tougher  to  sign  up  suppliers,  key  to  attracting  new  buying 
customers.  At  the  same  time  it  needs  a  critical  mass  of  sup¬ 
pliers  to  draw  more  buyers,  the  company  must  prove  to  the 
market  that  it  has  the  captive  buying  audience  to  attract  those  suppliers.  This  conflict 
is  endemic  to  online  exchanges  in  any  vertical  industry.  In  EqualFooting’s  case, 
there’s  also  stiff  competition  from  players  like  Grainger.com. 

Another  potential  hurdle  is  EqualFooting's  fee  structure.  The  5  percent  fee  as  a 
price  charged  to  suppliers  is  “predictable,”  but  such  costs  add  up  quickly  and  could 
deter  suppliers  from  joining  the  exchange.  The  company  should  reevaluate  this  plan. 

On  the  plus  side,  EqualFooting’s  multipronged  approach  may  make  the  company 
more  viable,  especially  its  plans  to  license  its  software  to  application  service 
providers  (ASPs),  an  exploding  market  that  appeals  to  the  e-business  needs  of  small 
and  midsize  companies.  EqualFooting  should  consider  adding  new  kinds  of  services 
by  teaming  up  with  other  companies  that  offer,  for  example,  accounting  services  or 
customer  relationship  management  capabilities  (with,  say,  an  ASP  like  Agillion).  The 
more  comprehensive  list  of  services  EqualFooting  can  offer,  the  more  compelling  it 
will  be  to  prospective  buyers  and  suppliers. 

EqualFooting’s  biggest  challenge  will  be  building  these  several  lines  of  business  at 
once.  But  with  the  right  combination  of  services  and  strategic  relationships, 
EqualFooting  has  a  chance  to  survive  a  shakeout  in  its  market. 


Heather  Ashton 


(hashton@hurwitz.  com ) 
is  director  of  electronic 
business  strategies  at 
Hurwitz  Group. 


financing  platform  as  a  separate  brand,”  he 
says.  For  instance,  “You  go  to  a  chemical 
site — they  sell  some  very  expensive  gear 
there — we  want  to  give  you  a  button  that 
says,  ‘Get  a  lease  for  this.’” 

To  cap  off  its  ambitious  plans,  Equal- 
Footing  aggressively  pursues  partnerships 
with  both  old-economy  companies,  such  as 
Textron,  and  other  Internet  companies 
(“We’re  an  anchor  tenant  on  Yahoo’s  B2B 
site,”  Fox  says). 

Asked  if  his  company  may  have  fingers 
in  too  many  pies,  Fox  shrugs  it  off.  “It’s  still 
not  the  largest  organization  I  ever  managed,” 
he  says  of  the  company’s  200  employees.  Fie 
also  points  to  the  McKinsey  pedigree  as 
an  asset;  EqualFooting  is  a  “very  execution- 
oriented  environment,  very  fact-based.... 
There’s  a  bias  on  being  buttoned  up,  having 
a  plan  of  action  and  executing.” 

The  View  from  Kenosha 

Dennis  Northern  has  a  globe  in  his  office. 
When  his  Kenosha,  Wis.,  electrical  supply 
company  ships  an  order  to  a  new  state  or 
country,  he  marks  the  locale  with  a  little  flag. 

The  globe  is  starting  to  look  like  a  pin¬ 
cushion.  “We’ve  shipped  to  42  states  plus 
Japan,  Saipan,  England,  [U.S.  territory] 
Guam,  Japan,  Germany  and  Switzerland,” 
Northern  says.  Fie  won’t  divulge  revenue 
numbers — “Let’s  just  say  we’re  a  small  busi¬ 
ness” — but  Northern’s  company  is  getting 
bigger  while  the  unblemished  parts  of 
his  globe  get  smaller.  Credit  goes  to  both 
Northern  Light  &  Electric  Supply’s  aggres¬ 
sive  pursuit  of  Internet  business  through  its 
own  website  (www.northernlighting.com) 
and  its  partnership  with  EqualFooting. 

Northern  was  surfing  the  Web  last 
November,  he  says,  looking  for  new  e-busi- 
ness  opportunities,  when  he  came  across 
EqualFooting’s  site,  which  was  still  a  mere 
placeholder.  “We  signed  up  [as  a  partner] 
before  they  opened,”  Northern  says.  He  has 
no  regrets.  “It’s  put  my  small  business  on  an 
even  keel  with  the  big  boys.”  EqualFooting 
“goes  out  and  gets  a  customer  base  and 
requests  for  quotes,”  he  says.  “Then  they 
come  to  guys  like  me.” 


Like  EqualFooting’s  other  partners, 
Northern  Lights  receives  e-mail  informing 
the  company  when  new  orders  come  in. 
Somebody  at  the  electrical  supply  business 
then  logs  in  at  the  EqualFooting  site  to 


learn  the  details  of  the  order. 

Northern  sees  the  EqualFooting  model  as 
a  “win-win-win.  It’s  a  win  for  customers 
’cause  they’re  not  going  to  buy  from  me  or 
anybody  unless  the  price  is  right.  It’s  a  win 
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make  anyone  listen  to  Muskrat  Love  for  9  minutes 

while  i  check  with  the  shipping  department  again. 


Customers  are  less  and  less  willing  to  put  up  with  frustration.  It’s  because 
the  Internet  revolution  has  increased  their  expectations.  When  your  employees  have  realtime, 
accurate  information  at  their  fingertips,  they  can  give  the  right  answers,  quickly. 

That’s  because  IBM  and  Siebel  have  teamed  up  to  provide  the  most 

comprehensive  customer  focused  e-business  solutions. 
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The  Goliath  in  this  field  held  less  than  a  2  percent  market 
share  in  1999.  Others  include  family-run  shops  reluctant 
or  unable  to  tap  the  Internet. 


for  EqualFooting.com  because  it  picks  up  the 
five  points.  And  it’s  a  win  for  us  with  new 
customers.”  He  says  the  company’s  biggest 
weakness  from  his  point  of  view  is  that  its 
rapid  growth  makes  it  hard  to  contact. 
“They’re  a  little  disorganized,”  Northern 
says.  “Their  [telephone]  extensions  change 
all  the  time.” 

This  minor  complaint  isn’t  enough  to  send 
Northern  back  to  the  Web  seeking  new  part¬ 
ners.  “I’ve  been  approached  by  three 
EqualFooting.com  competitors,”  he  says. 
“One  I  looked  at.  But  EqualFooting  is  user- 
friendly.  It’s  got  great  people.  We’re  loyal  to 
them.”  Besides,  he  adds,  he’s  too  busy  with 
new  business  to  look  around.  In  fact,  he 
says,  he  needs  to  wrap  up  his  telephone  inter¬ 
view  because  he  just  checked  the  Equal- 
Footing  site  and  “I  have  100  quotes  I’ve  got 
to  get  done.” 

Rick  Silber,  owner  and  CEO  of  City 
Group,  a  Jessup,  Md. -based  distributor  of 
cleaning  supplies,  has  been  ordering  prod¬ 
ucts — usually  hard-to-find  items  it  doesn’t 


Plentiful  Suppliers 


stock — through  EqualFooting  for  about  a 
year.  He  says  the  company’s  management 
and  openness  to  new  business  opportunities 
sold  him.  “I’m  impressed  by  all  of  its 
alliances  with  big  hitters,”  says  Silber. 

But  Silber  points  out  that  one  important 
promise  of  all  Internet  exchanges — rock- 
bottom  price,  regardless  of  where  you  find 
it — is  not  always  an  ally  of  small,  regional 
businesses  like  City  Group,  which  he  says  had 
revenues  of  about  $4  million  last  year.  “We 
sell  quality  products,  and  we  support  the 
heck  out  of  ’em,”  he  says,  conceding  that 
competitors  “10  times  bigger  than  me”  will 
always  win  on  price.  Thus  Silber  raises  an 
interesting  problem  for  small  businesses: 
Exchanges  like  EqualFooting  can  grow  your 


customer  base,  but  what  if  the  new  customers 
care  only  about  the  bottom  line? 

Questions 

Some  experts  question  whether  EqualFoot- 
ing’s  5-percent-off-the-top  revenue  model 
can  hold  up.  It  seems  inevitable  that  com¬ 
petitors  will  offer  4.5  percent,  then  4  per¬ 
cent  and  so  on  all  the  way  down  to  PC- 
manufacturer-level  subatomic  profits. 

Fox  responds  on  several  fronts.  First,  he 
points  out  that  high  sales  costs  and  low  per- 
transaction  figures  dampen  many  organiza¬ 
tions’  desire  to  target  small  business. 
EqualFooting’s  5  percent  represents  “a  com¬ 
mission  that’s  a  known  cost,”  he  says;  that 
predictability  is  important  to  small-business 
owners.  Moreover,  for  partners  like 
Northern  Lights,  that  5  percent  tends  to  be 
a  commission  on  sales  it  would  not  have 
realized  without  EqualFooting. 

The  company’s  head  start  may  also  be  a 
formidable  advantage.  After  all,  what  good 
is  a  theoretical  competitor’s  one-point-lower 
commission  if  it  can  promise  partners  a  sales 
volume  only  half  of  EqualFooting’s? 
“Someone  can  do  it  cheaper,”  Fox  says,  “but 
what’s  the  base  they’re  selling  to?  There  are 
not  going  to  be  57  marketplaces  like  this. 
The  ones  that  reach  liquidity  are  going  to 
dominate.”  The  Forrester  report  agrees: 
“The  huge  volume  of  business  to  business 
trade  will  give  rise  to  a  multitude  of  online 
marketplaces,  but  only  a  very  few  of  these 
Internet  newcomers  will  grow  up  to  be  com¬ 
mercial  giants.” 

Will  EqualFooting.com  be  one  of  the  very 
few?  BE] 


Tell  us  what  you  think  of  EqualFooting.com’s  plans 
at  letters@cio.com.  Steve  Ulfelder  (sulfelder@ 
charter.net)  is  a  freelance  writer  who  lives  in 
Southborough,  Mass. 


A  number  of  companies  are  vying  for  a  piece  of  EqualFooting.com’s  business,  including: 


Grainger.com 

Lake  Forest,  III. 

Established  five  years  ago, 
the  dotcom  offshoot  of 
market  leader  W.W. 
Grainger  has  a  pile  of  retail 
bricks  behind  it:  560-plus 
branches  throughout 
North  America. 

PurchasingCenter.com 

Burlington,  Mass. 

Online  buying  service  for 
maintenance,  repair  and 
operating  supplies 
launched  in  October  1999 
by  former  executives  of 


companies  like  W.W. 
Grainger  and  American 
Express.  Also  has  tie-ins  to 
Yahoo. 

FreeMarkets 

Pittsburgh,  Pa. 

Founded  in  1995,  it  spe¬ 
cializes  in  business-to- 
business  online  auctions 
for  industrial  parts  and  raw 
materials.  Auctioned  $2.7 
billion  worth  of  goods  in 
1999. 

VerticalNet 

Horsham,  Pa. 

Runs  57  B2B  "trade  com¬ 
munities.”  Recently  hired 


former  Amazon.com 
President  Joe  Galli  as  its 
president.  Revenues  on 
steep  climb,  but  operating 
in  the  red  as  of  June. 

MRO.com 

Bedford,  Mass. 

Project  and  asset  manage¬ 
ment  software  vendor 
Project  Software  & 
Development  launched 
this  online  B2B  market¬ 
place  in  July. 
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If  you're  not  using  the  Gomez  Performance  Network  to  measure  internet  site  and  transaction  user  experience  from  over  50  global  locations, 

you're  not  seeing  what  your  customers  and  prospects  are  experiencing.  oo  We've  developed  the  first  real-time  capability  to  provide  you  with 

■ 

a  true  vision  of  your  site  from  the  user's  point  of  view.  No  other  service  provides  you  with  such  reliable  and  consistent  performance  data, 

Ilk. 

includinq  diagnostics,  alerts  and  reports.  It's  the  detailed  information  you  need  to  measure  hosting  firms,  ISP's,  content  caching  technologies, 
and  3rd  party  content  providers.  Use  it  to  validate  service  levels,  then  manage  your  architecture  and  service  providers  for  optimal  performance. 

e0  Find  out  how  the  Gomez  Performance  Network  works  harder  to  provide  you  with  the  insights  you  need... at  a  fraction  of  the  cost  you  may 

:t77,:T.'T:  T.  :: Tv  ■  t:  .  T. V  TTT ^TTT  .:-':TTTvT., 

be  paying  today.  Call  toll  free  866  275.7896  or  visit  gomeznetworks.com.  °  realtime  °  transactions  °  service  level  reporting 


E-Commerce  Measurement  and  Benchmarking 


©  2000  Research  In  Motion  Limited.  All  rights  reserved 
BlackBerry  is  an  end-to-end  wireless  email  solution  developed 
by  Research  In  Motion  (RIM)  BlackBerry.  the  BlackBerry  logo, 
the  "envelope  in  motion"  symbol.  RIM.  the  RIM  Wireless  Handheld 
family  of  marks  and  the  RIM  logo  are  trademarks  of  RIM 


When  it  comes  to  wireless  email,  there’s  one  thing  most  products  ignore.  It’s  that  ‘little’ 
issue  called  security.  Then  there’s  BlackBerry™  It’s  a  complete  wireless  email  solution  actually 
engineered  to  meet  your  corporate  security  standards.  BlackBerry  is  a  totally  integrated 
package  that  features  powerful  wireless  handhelds,  desktop  tools,  enterprise  server  software, 
advanced  encryption  technology  and  nationwide  airtime.  With  support  for  Triple  DES  encryption, 
BlackBerry’s  end-to-end  security  model  ensures  the  authentication,  integrity  and  confidentiality 
of  all  incoming  and  outgoing  email  messages.  No  wonder  BlackBerry  is  becoming  the  corporate 
standard  for  wireless  email.  It’s  safe  to  say  that  it’s  the  best  for  business. 


They  took  good 

care  to  ensure  security.  Not  only  is  there  password  protection  for  the  BlackBerry  handheld, 


but  it  also  uses  Triple  DES  to  encode  messages  between  the  desktop  and  the  handheld.  "" 

InformationWeek  ] 


WWW.  BLACKBERRY.  N  ET 
I  N  FO  @  BLACKBERRY.NET 


BLACKBERRY 


WIRELESS  EMAIL  SOLUTION 


Interview 


Bob  Metcalfe 


Going  with 


Information  wants  to  be  free. 
All  Bob  Metcalfe  did  was 


open  the  door,  by  lew  mccreary 


I  |  a  frigid  February  morning,  Bob  Metcalfe,  the  inventor  of 

Ethernet  technology,  stands  in  his  barn  on  a  picturesque  Maine 
hilltop  amidst  a  couple  of  dozen  rare  and  pregnant  Cotswold 
sheep.  He’s  just  finished  recounting  that  among  his  flock  are  some  sheep  that,  until 
recently,  were  found  nowhere  else  on  earth  but  some  Scottish  Hebridean  island. 
The  gene  pool  there  has  remained  sequestered  for  so  long  that  “genetically,  seen 
under  a  microscope,  these  sheep  don’t  even  identify  as  sheep.”  Then  he  pauses  and 
says,  “Well,  you’ve  got  to  admit  it,  that’s  pretty  Darwinian....” 

Metcalfe  presides  over  Kelmscott  Farm  (its  website  is  www.kelmscott.org) 
with  his  wife,  Robyn — a  dedicated  preservationist  of  rare  and  endangered  live¬ 
stock  breeds.  Recently  he’s  spent  much  more  time  on  the  farm  near  Camden, 


This  article  is  reprinted  from  Darwin  magazine’s  June/July  2000  issue. 
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Maine,  than  in  his  Boston  town  house.  The 
inventor-turned-technology-pundit  wants  to 
spend  more  time  with  his  family,  and  he  can 
write  his  weekly  newspaper  column  any¬ 
where — so  why  not  here?  (Full  disclosure: 
Metcalfe  is  vice  president  of  technology 
for  International  Data  Group — CIO  and 
Darwin  magazine’s  parent  company.) 

The  farm,  a  nonprofit  venture,  is  open 
year-round  to  the  public.  But  on  the  day  of 
my  visit,  with  a  tart  wind  whipping  the 
snow  horizontal,  nobody  else  swings  by. 
The  lanolin-rich  coats  of  the  sheep  are 
frozen  stiff. 

The  house  itself  is  a  Sears  and  Roebuck 
prefab,  ordered  from  the  venerable  catalog 
(precursor  to  Amazon.com  et  al.)  in  the  early 
years  of  the  recently  lapsed  century. 
Connected  to  a  smaller,  older  barn  than  the 
one  the  sheep  inhabit,  it  rambles  comfort¬ 
ably  and  in  a  decidedly  nonprefab  way — 
with  lateral  jogs,  narrow,  twisting  stairs  and 
adjunct  alcoves — as  though  plotted  out  by 
meandering  livestock  looking  for  ever-tastier 
bits  of  roughage. 

Metcalfe,  who  appears  to  be  somewhat 
obsessed  with  the  obscure  but  all-important 
particulars  of  various  kinds  of  insurance 
coverage,  relates  why  barns  catch  fire  so 
often — and,  thus,  why  insurance  premiums 
are  quite  a  bit  higher  for  houses  that  adjoin 
them:  “If  hay  is  harvested  wet,  the  moisture 
ferments  inside  the  bales  and  creates  a  haz¬ 
ard  of  combustion.  But  when  you  harvest  it 
dry,  that  risk  goes  away.  Hence,”  he  says, 
“the  old  saying,  ‘Make  hay  while  the  sun 
shines.’  That’s  where  that  comes  from.” 

In  this  and  other  eclectic  anecdotes  and 
scraps  of  arcana,  Bob  Metcalfe  gives  the 
impression  of  someone  who  eagerly  vacu¬ 
ums  up  new  data  of  almost  any  kind.  It  all 
seems  so  interesting  to  him. 

Perhaps  even  more  Darwinian 

than  the  sheep,  goats  and  pigs  of 
Kelmscott  Farm  is  the  massive  round 
of  technology  mutations  that  Metcalfe 
helped  set  in  motion.  In  fact,  you  could  argue 
that  if  it  weren’t  for  Metcalfe — and  a  merry 


band  of  equally  gifted  compatriots — you 
probably  wouldn’t  be  reading  this  magazine. 

Ironically,  Metcalfe,  who  airs  his  libertar¬ 
ian-conservative  viewpoints  both  loudly  and 


proudly,  is  one  of  the  charter  members  of  the 
revolutionary  cadre  who  gathered  in  Palo 
Alto,  Calif.,  in  the  early  1970s  to  overthrow 
the  established  computing  order.  “It  was  a 
crusade,”  he  emphasizes  vehemently,  look¬ 
ing  as  though  he  might  pound  his  fist  on 
something.  He’d  pound  it  on  a  centralized 
computing  model,  if  it  were  handy. 

Metcalfe’s  baby,  Ethernet,  is  one  of  the 
seminal  enablers  of  letting  the  information 
genie  out  of  its  well-guarded  bottle.  As  a 


networking  technology,  Ethernet  let  infor¬ 
mation  roam.  Without  being  able  to  roam,  it 
would  have  remained  in  the  iron-fisted  grip 
of  those  custodial  eminences  in  the  informa¬ 


tion  services  function,  unavailable  to  you 
and  your  kind  except  through  a  process  of 
laborious  petition — during  which  you’d  be 
told  to  bloody  well  wait  your  turn  (fre¬ 
quently  in  the  hope  that  you’d  eventually 
give  up  waiting  and  just  go  away). 

As  the  brainiac  denizens  of  Xerox  Corp.’s 
Palo  Alto  Research  Center  (PARC),  Met¬ 
calfe  and  his  antiestablishment  cohorts  were 
inventing  personal  computing — doing  the 
basic  spadework  that  would  trigger  the 


Metcalfe’s  baby,  Ethernet,  is  one  of  the 
seminal  enablers  of  letting  the  information 
genie  out  of  its  well-guarded  bottle. 
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Can  you  build  an  eBusiness 

and  still  protect  your  IT  investment? 


Your  business  will  be  an  eBusiness.  That’s  a  given,  at  this  point.  But  how  you  get  there  is  still  up  for 
grabs.  Do  you  toss  it  all  and  start  from  scratch?  That’s  what  some  are  selling.  Or  find  a  partner  who 
can  get  you  there  without  trashing  all  your  business  software?  That’s  what  interBiz  does.  With  BizWorks, 
the  eBusiness  Intelligence  Suite.  Our  eCommerce,  eProcurement  and  eCommunity  products.  And  our 
CRM  solutions.  All  built  on  years  of  CA  experience.  All  ready  to  integrate  what  you’ve  got  and  what  you 
need,  to  lead  you  into  eCommerce— and  beyond.  Of  course,  if  you  need  web-enabled  manufacturing, 
distribution,  financial  or  HR  management  applications,  we  have  them,  too.  Call  1-800-997-9014  or  visit 
www.interBiz.com.  11 
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Software  superior  by  design. 

interBiz,  publisher  of  BizWorks™  and  world-class  software  applications  in  Financial.  Banking  &  Supply  Chain  Management. 
Powered  by  Jasmine*1  ii. 

©  2000  Computer  Associates  International,  Inc.  (CA).  interBiz  and  BizWorks  are  trademarks  of  CA. 
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broad  evolutionary  trend  to  distribute  com¬ 
puting  power:  Out  of  the  white  rooms  and 
into  the  streets!  If,  back  then,  IBM’s  model 
was  to  confine  all  authority  over,  and  access 
to,  computerized  information  within  the  IT 
priesthood,  what  Metcalfe  and  the  others 


at  PARC  were  doing  was  laboring  to  set  it 
free,  to  democratize  access  and  governance. 
After  all,  the  information  belonged  to  the 
enterprise,  not  to  the  archdruids  who  ran  the 
mysterious  machines  (machines  so  persnick¬ 
ety  that  they  needed  the  pampered,  air- 


conditioned  sanctuary  of  special  rooms  that 
no  mere  mortal  dared  enter). 

The  creation  of  the  personal  computer 
was  arguably  the  Manhattan  Project  of  IT. 
What  the  “controlled”  triggering  of  nuclear 
fission  had  done  for  hitherto  stable  matter, 
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GE  Capital  IT  Solutions 

We  bring  good  things  to  life. 


Innovation.  Incredible  customer  service.  Tried  and  true  GE  Six  Sigma  quality  processes. 

In  short,  we're  applying  in  the  IT  world  everything  we've  done  to  be  a  leader  in  other  industries.  Our  expertise  spans  a  myriad  of  IT 
services  like  on-site  management  and  support,  help  desk,  disaster  recovery,  remote  network  management,  wireless  and  e-business 
services  and  product  procurement.  So,  now  you  can  rely  on  us  for  innovative  services  for  all  your  technology  investments  in  IT. 

At  GE  Capital  IT  Solutions,  there's  only  one  way  of  doing  business  -  doing  it  better. 


For  more  information  on  our  services,  log  on  to  www.gecitsolutions.com 
or  contact  our  GE  Intellicenter  at  1-800-277-3835. 
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the  computer  scientists  of  PARC  would  do 
for  ones  and  zeros:  make  them  grow,  gal¬ 
lop,  frolic,  rampantly  multiply — and  wreak 
havoc  on  the  usual  way  of  thinking  about 
and  applying  technology. 

Now  the  crusade  is  over.  Metcalfe  and 
his  colleagues  at  PARC  won  hands  down. 
IBM  has,  of  course,  long  since  capitulated 
and  broadened  its  vision  and  portfolio. 
Mainframes  know  their  place  and  keep  it. 
(Modern  mainframes  are  for  the  most  part 
fat,  happy  bins  of  stored  information  wait¬ 
ing  to  be  summoned  by  whomever  needs  it.) 
Metcalfe  went  on  to  found  3Com  Corp.,  the 
company  that  first  commercialized  Ethernet 
(3Com  is  now  a  $6  billion  networking  pow¬ 
erhouse).  Data  flows  everywhere  like  water, 
swift  and  mostly  unimpeded,  across  fast 
Ethernet  cabling.  Nobody  even  thinks  twice 
about  it — or  about  the  fact  that  a  key  reli¬ 
gious  belief  of  the  early  days  of  computing 
was  that  the  users  couldn’t  be  trusted  with 
the  stuff. 

But  Metcalfe  never  doubted  the  outcome. 
“It  was  inevitable,”  he  says.  “It  couldn’t 
have  been  stopped.”  His  own  contribution 
to  victory  was  the  pipe  that  would  can  y  the 


freed  information  away  from  its  white-room 
Alcatraz.  And  it  isn’t  ever  coming  back. 

The  flow  of  information,  in 

lively  gusts  and  eddies,  is  more  or 
less  continuous  around  Metcalfe. 
This  truth  dovetails  neatly  with  his  work. 
In  fact,  everything  satisfying  about  life 
seems  relatable  to  the  burgeoning  happy 


outcomes  of  simply  letting  information 
roam  unfettered.  Free-range  information 
will  inevitably  produce  benefits  that  are 
both  logical  and  predictable  as  well  as 
serendipitous  and  unexpected. 


For  instance,  in  high  school  Metcalfe 
loved  the  classic  all-girl  Motown  group  the 
Shirelles.  Despairing  of  ever  again  dropping 
a  diamond  needle  on  their  stirring  rendition 
of  “Will  You  Still  Love  Me  Tomorrow?”  he 
recently  stumbled  on  their  greatest  hits  33 
rpm  vinyl  LP  on  Amazon.com’s  auction  site. 
“There  was  no  hope  that  I  was  ever  going 
to  get  this  album.  In  fact,  I  wasn’t  even  look¬ 
ing  for  [it],”  he  says.  “I  just  happened  to  be 
futzing  around  in  Amazon.com,  and  it  was 
like,  ‘Oh,  there  are  people  selling  albums!’ 
And  now  I  have  it.  It  cost  me  $15.” 

This  matter  of  online  auctions  is  one  of 
the  interesting  trends  Metcalfe  thinks  busi¬ 
nesses  should  take  note  of:  customers  creat¬ 
ing  their  own  pricing  on  the  fly.  “We  learned 
in  elementary  economics  about  supply  and 
demand.  In  reality,  it  is  very  hard  to  find  sup¬ 
ply  and  demand  curves  that  are  dynamic. 
These  auctions  let  companies  optimize  along 
supply  and  demand  curves  on  a  minute-by- 
minute  basis.  And  that  is  good  for  econom¬ 
ics.  It  is  good  for  businesses,  it  is  good  for 
everybody.  It  is  a  win-win-win- win-win.” 

In  its  fluidly  optimized  state,  informa¬ 
tion  can  be  subversive.  Customers  can 
instantly  interact  with  and  choose  from 
among  a  wider  array  of  competing  alter¬ 
natives.  And  justice  thereby  prevails.  “Many 
businesses  rely  on  being  monopolies  within 
narrow  geographical  or  topical  areas, 
because  information  flow,  in  the  past,  [was 


so  limited].”  But  the  gracious  protection 
conferred  by  those  geographical  bound¬ 
aries  is  vanishing.  “It’s  hard  to  be  a 
monopoly  anymore  because  your  cus¬ 
tomers  have  access  to  [information]  that 


Free-range  information  will  inevitably 
produce  benefits  that  are 
both  logical  and  predictable  as  well  as 
serendipitous  and  unexpected. 
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In  e-business,  what  looks  good  one  minute  can  be  deadly  the  next. 

That's  where  Informatica  comes  in.  We  give  you  instant  access  to  all  of 
your  information  no  matter  where  it  is.  Delivered  to  you  no  matter 
where  you  are.  So  you  can  make  informed  decisions.  See  the  whole 
picture  now,  at  www.informatica.com/elunch-CIO.  Or  call  1  -800-970-1 1 79. 
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lies  outside  of  your  little  monopoly.  That 
is  going  to  be  very  disruptive.” 

He  obviously  relishes  the  idea  that  a  sys¬ 
tem  of  broadly  distributed  information  can 
right  competitive  wrongs.  Information  has 
a  curative,  purifying  role  to  play  in  the 
world,  in  life,  in  business,  shedding  a 
cleansing  light  into  corners  where  shady 
dealings  might  otherwise  erupt.  “The  fact 
that  communication  is  increasing  means 
good  news  for  ethics,”  he  says,  “because 
you  can’t  keep  secrets  like  you  [might  have 
done]  in  the  past.  If  you  ship  a  junk  prod¬ 
uct,  the  community  is  going  to  be  on  you 
like  white  on  snow.” 

Metcalfe  has  a  law  of  com- 

puting  named  after  him.  Metcalfe’s 
Law  states,  basically,  that  the  asset 
value  of  a  computer  network  increases  expo¬ 
nentially  as  each  new  node — or  individual 
user — is  added  to  it.  Because  every  new  user 
brings  along  a  wealth  of  linkages  and 
resources,  the  fund  of  networked  value 
grows  to  be  far  richer  than  the  mere  sum  of 
its  parts.  Metcalfe’s  Law  is  at  the  heart  of  the 
Internet’s  power — it’s  the  place  where 
(despite  occasional  courageous,  and  mostly 
unavailing,  efforts  to  charge  a  fee  for  it) 
information  really  wants  to  be  free.  And  it 
is  the  most  inspiring  model  of  a  decentral¬ 
ized  communications  network  that  is  likely 
ever  to  exist  outside  of  insect  pheromone 
messages  in  nature. 

Metcalfe  first  became  acquainted  with  the 
Internet  when  it  was  a  cozy  little  loop  con¬ 
necting  relatively  small  numbers  of  govern¬ 
ment  and  academic  research  outposts.  Its 
users  were  a  closed,  purposeful  community 
that  invented,  out  of  necessity,  the  early  pro¬ 
tocols  for  online  information  sharing.  Now, 
he  believes,  with  the  community  burgeon¬ 


ing  toward  the  billions  of  users,  we  are  on 
the  brink  of  having  the  network  connections 
themselves  become  de-specialized.  Already, 
pagers  and  cell  phones  and  Palm  devices  are 
connected  to  the  Internet. 

“PCs  are  passe,”  he  says,  getting  at  one 
of  the  canonical  beliefs  of  the  informational 
new  age:  intelligent,  networked  everything — 
from  refrigerators  to  blenders  to  garage- 
door  openers  to  contact  lenses. 


At  the  recent  high-tech  industry  event 
known  as  DEMO  (a  gig  where  venture  cap¬ 
italists  come — checkbooks  open — to  make 
deals  for  promising  technologies),  one  of  the 
more  revolutionary  concepts  unveiled  was 
“chips  that  some  geniuses  have  designed  that 
allow  you  to  run  Ethernet  on  the  power  line 
in  your  house.  This  is  a  real  step  toward 
ubiquity,  being  able  to  put  the  Internet  wher¬ 
ever  anything  gets  plugged  in.” 


Surrounded  everywhere  by  animals  whose  survival 
as  species  is  threatened,  Metcalfe  can  appreciate  the 
simple  problem  of  getting  the  damn  car  out  of  the  garage. 
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But  even  with  all  of  these  great  leaps  for¬ 
ward  so  tangibly  at  hand,  Metcalfe  sees  fun¬ 
damental  problems  still  waiting  to  be  solved. 
One  thing  he  would  like  to  tackle  next — 
whenever  next  turns  out  to  be — involves 
software  design.  “I  have  a  pipe  dream  of 
returning  to  research,”  he  confesses.  “There 
has  been  very  little  software  progress  in  the 
last  25  years.  All  the  progress  we  have 
enjoyed  has  been  hardware  progress.” 

He  longs  to  delve  into  something  he  calls 
“anticiparallelism” — the  ability  of  software 
to  anticipate  what  the  user  will  want  to  do 
next,  and  then  to  do  it  in  the  background, 
invisibly,  concurrent  with,  or  parallel  to, 
whatever  task  is  visible  to  the  user. 

“One  of  my  prime  irritants  is  when  I  am 
looking  at  a  webpage  and  I  click  on  Back  to 
go  to  the  previous  webpage,  I  have  to  sit 
there  and  wait.  For  what?  Three  seconds, 
two  seconds,  four  seconds?  I  don’t  under¬ 
stand  why  it  isn’t  back  in  a  hundredth  of  a 
second.  Because  Back  is  a  pretty  frequent 
[action],  the  software  should  know  that  it 
is  very  likely  that  I  am  going  to  go  back.  It 
should  anticipate  and  in  parallel  be  getting 
ready  for  me  to  say  Back.  Then  when  I  [do], 
there  should  be  no  delay  at  all. 

“Generalize  this  notion  to  other  less-obvi¬ 
ous  examples,  where  the  software  knows 
what  is  likely  to  be  done  in  the  future,  or 
needs  doing,  and  pursues  it  contingently  in 
parallel,  anticipating  what  is  going  to  be 
done.  All  that  unused  computer  power  is  sit¬ 
ting  there,  while  you  are  reading  your  e-mail; 
there  are  a  million  things  it  could  be  doing.” 


But,  reckons  Metcalfe,  that  would  require 
a  new  computer  programming  language  that 
allows  for  reasonably  reliable  predictive  allo¬ 
cations  of  processing  power.  To  undertake 


such  a  project  would  mean  more  than  retir¬ 
ing  to  his  backstairs  lair  and  hacking  out  a 
solution.  It  would  take  something  on  the 
order  of  a  research  institute  with  a  team  of 
zealous  engineers  parsing  the  project  into 
manageable  chunks.  In  Thomas  Edison’s 
Menlo  Park,  N.J.,  lab  120-plus  years  ago, 
dozens  of  assistants  specialized  in  various 
subsets  of  raw  materials,  ransacking  all  of 


nature  looking  for  the  perfect  lightbulb  fila¬ 
ment.  To  reform  the  design  of  software, 
Metcalfe  would  have  to  preside  over  some¬ 
thing  comparably  intense.  Whether  he  is 


interested  enough  in  the  challenge  to  do  so 
remains  to  be  seen. 

The  license  plate  on  Metcalfe’s 

Volvo  station  wagon  reads  ETHER — 
though  in  the  ancient  garage  of  his 
Maine  redoubt  (two  side-by-side  spaces  emp¬ 
tying  out  through  one  width  of  door),  it  is 
pinned  so  far  into  a  post-blocked  corner  that 
getting  it  out  and  on  its  way  requires  the 
patience  and  finesse  of  a  bomb  defuser.  In  its 
tortuous  extrication,  the  car  is  far  from  ethe¬ 
real.  Metcalfe  is  clearly  amused,  challenged 
and  frustrated  by  the  painstaking  task  (which 
dwarfs  by  vast  time  factors  the  longest  imag¬ 
inable  wait  for  the  previous  webpage  after 
hitting  the  Back  button). 

But  he  executes  the  needed  maneuvers 
with  disciplined  skill,  backing  slowly  among 
the  obstructing  timbers  and  finally  out  into 
the  snow-blown  sunlight — all  without  once 
reversing  direction.  It  becomes  an  interest¬ 
ing  accomplishment.  In  the  climate  of  natu- 


A  key  religious  belief  of  the  early  days 
of  computing  was  that  the  users 
couldn’t  be  trusted  with  the  stuff. 
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ral  directness  at  Kelmscort  Farm,  sur¬ 
rounded  everywhere  by  animals  whose  sur¬ 
vival  as  species  is  threatened,  Metcalfe  can 
appreciate  the  simple  problem  of  getting  the 
damn  car  out  of  the  garage. 

He  readily  cites  automobiles  as  belong¬ 
ing  among  the  technologies  he  does  not 


knows  how  to  invent  a  technolog}'  or  start 
up  a  company.  Or  how  to  write  an  incendi¬ 
ary  column  or  be  a  pundit  bold  enough  to 
predict — incorrectly,  as  it  turned  out — the 
complete  and  utter  collapse  of  the  Internet 
because  of  overwhelming  traffic  on  an 
underdeveloped  infrastructure. 


faces  eaten  and  lost  their  jobs.  These  are  not 
obvious  decisions.  They  are  complicated.  I 
have  seen  all  the  cases.  I  have  sold  people 
stuff  they  should  not  have  bought.  I  didn’t 
do  it  knowingly,  but  then  I  watched  them 
crash  and  burn.  And  it  was  not  really  a  risk 
they  should  have  been  taking,  in  retrospect.” 


“PCs  are  passe,”  Metcalfe  says,  getting  at  one  of  the  canonical  beliefs 
of  the  informational  new  age:  intelligent,  networked  everything. 


understand.  “I  don't  even  open  the  hood 
anymore.  For  a  while,  like  most  males,  I 
would  open  the  hood  and  look  at  it  as  if  I 
could  possibly  fix  something  under  there. 
But  now  if  it's  not  functioning  properly,  I 
get  on  the  phone  and  call  a  pro.  I  do  not 
know  how  to  fix  cars.  I  can  change  a  tire.” 

Last  summer;  out  in  his  lobster  boat  on 
Penobscot  Bay.  he  "mixed  up  port  and  star¬ 
board,"  as  he  puts  it.  “I  was  running  out  of 
the  empty  tank  instead  of  the  full  tank.  I  had 
fuel.  All  I  had  to  do  was  switch  tanks.  But 
when  you  run  out  of  fuel  with  a  diesel,  you 
have  to  bleed  the  air  out. 

“For  somebody  who  does  not  open  the 
hood  of  a  car,  this  is  a  major  problem. 
Here  I  am.  moored  to  a  buoy  at  dark,  in 
the  middle  of  the  Penobscot  Bay,  on  a  cell 
phone  whose  battery  is  running  down, 
finding  a  diesel  expert  who  taught  me  over 
the  phone — in  two  minutes  flat — how  to 
bleed  [the  fuel  lines].  That  is,  take  the 
injectors  off  each  of  the  eight  cylinders, 
crank  the  engine  to  start  pumping  the  fuel, 
wait  until  the  air  gets  out  and  [the  injector] 
sprays  diesel  fuel.  My  kids  were  with  me, 
watching — they  had  diesel  fuel  all  over 
their  faces.  Then  tightening  down  the 
things.  This  is  a  major  accomplishment.  I 
am  so  proud  of  it!  I  am  now  the  kind  of 
guy  who  knows  how  to  bleed  a  diesel 
engine!” 

This  last,  newest  attribute  is  asserted  with 
a  degree  of  pride  perhaps  equal  to  that  he 
might  take  in  being  the  kind  of  guy  who 


But  he’s  never  lacked  the  courage  of  his 
strong  convictions,  nor  the  zeal  required  to 
deal  with  the  consequences  (he  literally  ate 
his  words  in  public — his  column  liquefied 
in  a  blender — when  the  Net-collapse  predic¬ 
tion  didn’t  pan  out).  And  he  has  a  way  of 
choosing  pursuits  that  require  more  than  a 
bit  of  a  stretch. 

When  he  left  PARC  in  1979  to  start  up 
3Com,  he  had  just  met  his  future  wife 
Robyn.  She  counseled  him  not  to  leave 
Xerox,  not  to  do  this  madcap  thing  of  start¬ 
ing  up  a  company  (back  then,  the  launch¬ 
ing  of  upstart  ventures  was  not  nearly  the 
bland  cliche  it  is  now).  “If  I  had  listened  to 
her,  I  would  still  be  working  at  Xerox, 
because  there  was  no  rational  way  to 
explain  why  I  should  start  3Com — except 
that  I  wanted  to.” 

He  continues  to  admire  various  forms 
of  irrational  gumption.  He  once  sold 
Ethernet  to  a  banker  who  had  decided  to 
invest  in  the  bleeding-edge  technology  well 
ahead  of  any  obvious  need  the  bank  had. 
“He  decided  on  his  own,  and  then  I  fed  his 
enthusiasm,”  says  Metcalfe.  The  banker 
had  concluded  that  his  career  fortunes 
would  “do  better  at  the  bank  if  he  was 
aggressive  on  technology  adoption.  Years 
later  he  got  in  touch  with  me.  He  was  now 
the  head  of  the  bank,  [and]  he  remembered 
the  meeting  we  had  where  he  decided  to 
take  this  risk. 

“But  then  there  are  other  examples  where 
people  decided  to  go  too  soon,  got  their 


In  the  life  of  every  company  there  arise 
these  critical  moments  of  choice.  In  the  early 
days  of  3Com,  when  a  newly  hired  senior 
manager  invested  in  an  advanced  manufac¬ 
turing  planning  system,  Metcalfe  plainly 
thought  the  guy  was  nuts.  “I  opposed  the 
decision,  I  want  you  to  know.” 

The  system,  he  says,  had  “capabilities 
that  were  several  orders  of  magnitude 
beyond  what  our  little  company  needed  to 
manage  its  manufacturing.  But  the  company 
was  growing  at  300  percent  a  year,  and 
[eventually]  we  reached  a  stretch  where  we 
could  not  have  operated  without  this  system. 
Our  competitors  had  not  made  that  forward 
investment.  So  our  products  were  cheaper, 
reliable,  delivered  on  time,  at  a  cost  we  could 
make  a  profit  at.  And  having  that  little  sys¬ 
tem — and  we  were  experienced  using  it  by 
the  time  we  actually  needed  it — we  knocked 
out  three  or  four  competitors.” 

It’s  almost  never  easy  to  identify  situations 
when  too  soon  is  just  right.  “Companies 
that  make  the  right  decisions  flourish,  and 
the  ones  that  make  the  wrong  decisions  die.” 

Which  is  an  increasingly  harsh  reality. 
And,  unfortunately,  there’s  no  biodiversity 
farm  dedicated  to  preserving  the  hapless  vic¬ 
tims  of  errant  business  decisions — though 
Metcalfe  would  likely  regard  Cotswold  sheep 
as  more  deserving  of  such  protection.  EDS 


Lew  McCreary  is  the  editorial  director  of  CIO  mag¬ 
azine  and  the  editor  in  chief  of  Darwin.  He  can  be 
reached  at  mccreary@cio.com. 
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Systems  Architecture 

Reports  of  the  mainframe’s  extinction 
have  been  greatly  exaggerated 

BY  DEREK  SLATER 


Curt  Schumacher  has  a  three-year  plan  to  migrate  off 
the  mainframes  at  the  Chicago  Board  of  Exchange. 


He's  had  this  three-year  plan  since  1993. 

Schumacher  is  vice  president  of  systems  opera¬ 
tions  for  the  Chicago  Board  of  Exchange  (CBOE),  an 
options  trading  exchange.  As  such,  he  is  in  charge  of  all 
of  the  infrastructure  that  keeps  the  Exchange’s  systems 
running  around  the  clock.  The  CBOE  has  made  all 
sorts  of  upgrades  and  changes  in  its  computing  archi¬ 
tecture  since  1993,  but  still  those  three  big  Amdahl 
processors  keep  plugging  away  at  the  heart  of  the  com¬ 
pany’s  core  trading  system.  “I  still  state  that  in  three 


Reader  ROI 

Learn  why  mainframes  are 
still  the  engine  of  choice  for 
many  jobs 

Steal  successful  techniques 
to  staff  your  data  center 

Understand  why  Linux,  of  all 
software  packages,  can  now 
be  run  on  a  mainframe 
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years  we  want  to  be  off  of  these  systems,” 
Schumacher  says,  “but  it  always  comes  back 
to  the  old  disciplines  of  the  data  center  and 
its  reliability.” 

Reliability,  uptime,  data  integrity — those 
are  the  key  strengths  of  that  least  cool  of  all 
computing  platforms,  the  mainframe.  And 
that’s  the  principal  reason  why  many  CIOs 
are  standing  in  Schumacher’s  shoes,  keep¬ 
ing  their  big  iron  dinosaurs  alive  no  matter 


z/OS  running  on  the  z900  platform.  All  well 
and  good,  but  if  the  declining  sales  of  IBM’s 
mainframes  (and  Amdahl’s  and  Hitachi’s 
withdrawal  from  the  market)  are  any  indi¬ 
cator,  the  tide  hasn’t  turned — yet. 

After  all,  the  Chicago  Board  of  Exchange 
fits  the  profile  of  the  classic  mainframe  hold¬ 
outs:  financial  companies,  airlines,  telecoms. 
And  even  in  these  industries,  mainframe 
users  have  yet  to  overcome  two  key  obsta- 


cations  that  have  high  transaction  volumes 
and  a  rapacious  appetite  for  system  uptime 
and  data  integrity. 

CheckFree  does  that  kind  of  processing — 
and  the  core  bill-paying  application  it  runs 
on  the  mainframe  is  relatively  new,  not  a 
musty  Cobol  dinosaur  wheezing  along  on  its 
last  legs.  CheckFree  went  public  in  1996  and 
used  its  newfound  cash  to  acquire  two  com¬ 
petitors.  New  CTO  Ravi  Ganesan,  charged 


and  uptime  are  the  principal  reasons 

why  many  CIOs  are  keeping  their  big  iron  dinosaurs 
alive  no  matter  how  many  Unix  and  Windows  NT 


mammals  are 


s  urrying  ai  ound 


underfoot. 


how  many  Unix  and  Windows  NT  mam¬ 
mals  are  scurrying  about  underfoot.  Even 
so,  various  wags  and  pundits  have  con¬ 
tinued  to  shovel  dirt  on  the  mainframe’s 
grave  for  years.  To  pick  one  recent  exam¬ 
ple,  The  Robert  Frances  Group,  a  Westport, 
Conn.-based  research  house,  issued  a  “Duel 
for  Data  Center  Dominance”  report  last 
May  that  trumpeted  IBM’s  loss  of  market 
share  to  big  Unix  vendors  Sun  and  Hewlett- 
Packard. 

IBM  has  renamed  and  rearchitected  the 
mainframe  and  its  operating  system  several 
times  in  an  attempt  to  stem  the  tide — most 
recently  announcing  its  next  generation  as 


cles — outrageous  software  licensing  costs 
and  staffing  difficulties.  But  despite  these 
challenges,  other  businesses  might  do  well 
to  reexamine  the  potential  benefits  of  hav¬ 
ing  a  highly  reliable,  mature  computing  plat¬ 
form  anchoring  their  e-commerce  systems 
in  the  age  of  Internet  availability  demands. 
After  all,  if  you’re  in  a  new-economy  gun- 
fight,  you  should  carry  a  big  gun. 

Size  Does  Matter 

The  bread  and  butter  for  the  mainframe  in 
recent  years  has  been  power  processing — 
online  transaction  processing  (OFTP)  appli- 


with  consolidating  the  three  bill-paying  sys¬ 
tems  into  one,  had  experience  overseeing  a 
mixed  mainframe/Unix/Windows  NT  envi¬ 
ronment  with  70,000  users  in  a  previous 
position  at  Bell  Atlantic.  “Everybody  knew 
my  pager  number,  so  I  have  a  very  good 
understanding  of  the  manageability  of  that 
environment,”  he  says,  laughing.  Ganesan, 
who  has  since  become  the  company’s  vice 
chairman,  and  his  crew  at  CheckFree 
designed  a  system  that  uses  NT  for  a  num¬ 
ber  of  applications,  but  relies  on  roughly 
1,700  MIPS  (million  instructions  per  second) 
of  mainframe  horsepower  for  the  back-end 
processing. 
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It  is  noteworthy  that  the  software  Check- 
Free  hosts  on  the  S/390  is  a  consumer-facing 
application  that  is  up  and  chugging  24 
hours  a  day.  “Our  customers  don’t  care 
what  runs  the  back  end,  whether  it’s  a  main¬ 
frame  or  5,000  Commodore  Amigas.  But 
people  get  very  emotional  when  you’re 
moving  their  money,  so  dial-tone  quality  is 
very  important.”  says  Ganesan. 

Total  Systems  Services  (TSS)  also  relies  on 
big  iron.  TSS  is  a  Columbus,  Ga. -based 
credit  card  processor  with  two  big  data  cen¬ 


ters.  The  company  operates  five  clusters 
(parallel  sysplexes)  of  IBM  mainframes  and 
50-plus  terabytes  of  Hitachi  Data  Systems 
DASD  storage.  Last  Christmas  season,  TSS 
processed  over  300  point-of-sale  credit  card 
authorizations  per  second.  Mainframe 
usage  is  not  an  ideological  issue  for  TSS; 
the  company  intranet  and  other  applica¬ 
tions  run  on  Windows  NT  servers.  “But  for 
the  amount  of  processing  we  do  against  our 
cardholder  accounts — our  real  core  business 
systems — we  don’t  see  moving  away  from 


the  mainframe,”  says  Ben  Hollek,  senior 
director  of  technical  services  for  Total 
Systems  Services  in  Norcross,  Ga. 

In  terms  of  sheer  OLTP  capacity,  Unix 
servers  have  made  great  strides  during  the 
past  several  years.  But  the  mainframe’s  M 
power  curve  has  also  risen.  According  to  s 

Peter  McCaffrey,  IBM’s  program  director  for  i 

>- 

the  S/390,  the  company’s  first  generation  of  1 
CMOS-based  mainframes  could  run  up  to  £ 
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12  processors  at  201  MIPS  each  in  a  single 
box — plus  the  parallel  sysplex  architecture 
allows  as  many  as  32  boxes  to  appear  as  a 
single  image,  bringing  the  total  theoretical 
capacity  to  12x201x32,  or  77,184  MIPS. 

Unfortunately  it’s  tough  to  compare 
those  numbers  against  what  Unix  servers 
offer,  according  to  IDC  analyst  Steve 
Josselyn  (IDC  is  a  sister  company  of  C/O’ s 
publisher,  CXO  Media).  Certainly  you  can, 
in  theory,  staple  together  a  zillion  Unix 
boxes  to  handle  the  same  number  of  trans¬ 
actions  per  second.  The  catch  lies  in  the 


software  that  keeps  those  systems  up  and 
running.  Or  doesn’t.  The  mainframe  envi¬ 
ronment  has  been  banged  on  incessantly 
for  several  decades  now,  and  it’s  a  high- 
availability  platform.  Getting  the  same 
level  of  reliability  for  Unix  servers  requires  a 
lot  of  investment  in  man  power  and  soft¬ 
ware.  Analysts  say  the  cost  of  maintaining 
Unix-based  OLTP  systems  rises  significantly 
when  you  go  from  96  percent  uptime  to 
99.9  percent  uptime,  and  that  is  even  more 
true  of  Windows-based  systems  (see 
“Deciding  Factors,”  CIO,  Feb.  1,  2000). 


Years  ago,  only  banks,  airlines  and  telecoms 
needed  five  nines;  today,  the  Net  has  created 
24-hour  demand  for  customer  access  to  all 
kinds  of  information,  from  retail  systems 
to  inventory  data. 

It’s  not  that  users  don’t  have  their  frus¬ 
trations  with  advances  in  mainframe  tech¬ 
nology.  For  instance,  IBM  touts  its  ability 
to  connect  the  S/390  directly  to  standard 
networking  protocols  like  Ethernet,  gigabit 
Ethernet  and  asynchronous  transfer  mode 
(ATM).  But  Ganesan  says  CheckFree  had 
enough  problems  with  that  particular  tech- 
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nology  to  dump  it.  Instead,  CheckFree’s 
mainframe  uses  IBM’s  ancient  Systems 
Network  Architecture  (SNA)  to  connect  to 
Unix-based  RS/6000  servers,  which  then 
connect  to  the  rest  of  the  network  via 
TCP/IP.  “Our  usage  isn’t  evenly  distributed, 
and  at  the  sort  of  (OLTP]  scale  we  need,  we 
have  not  been  lucky  with  our  TCP/IP  stack 
on  the  mainframe.  I  think  [IBM]  needs  to 
do  some  more  work  on  that,”  Ganesan  says. 

Similarly,  IBM’s  geographically  dispersed 
parallel  sysplex  (GDPS)  technology  allows 
for  mainframes  40  kilometers  apart  to  oper¬ 
ate  as  a  single  system;  TSS’s  Hollek  says  that 
distance  limitation  is  still  too  small  to  pro¬ 
vide  real  reliability  benefits  on  the  east  coast. 
“It  protects  you  maybe  from  a  tornado,  but 
not  a  hurricane,”  which  can  wreak  havoc 
over  a  larger  area,  he  says.  TSS,  like  nearly 
every  company  with  sensitive  data,  mirrors 
its  critical  systems,  but  that’s  for  naught  if 
both  copies  get  wiped  out  by  the  same 
storm.  As  a  result,  TSS  may  experiment  with 
a  third  data  processing  location  to  lessen  its 
risk  exposure  to  natural  disasters. 


Two  Big  Buts 

Cognizant  of  these  flaws,  IBM  appears 
committed  to  upgrading  the  platform,  espe¬ 
cially  since  its  S/390  hardware  and  software 
still  constitute  a  billion-dollar  business  for 
Big  Blue.  However,  the  mainframe  faces 
two  other  significant  real-world  challenges 
that  can’t  be  fixed  by  vendor  R&D  expen¬ 
diture.  One  challenge  is  the  old  bugaboo 
of  software  licensing;  the  other,  newer 
problem  is  an  ever-more-acute  lack  of  IS 
staff  with  mainframe  management  and  pro¬ 
gramming  skills. 

Software  licensing  has  been  a  thorn  in  the 
side  of  mainframe  users  for  many  years, 
with  vendors  charging  high  yearly  usage  fees 
based  on  the  size  of  the  processors  the  soft¬ 
ware  is  running  on.  Since  many  companies 
beef  up  their  capacity  every  year,  software 
costs  rise  with  the  tide.  Users  grudgingly 
admit  that  software  vendors  have  made 
some  concessions  in  recent  years.  TSS  has 
opened  negotiations  with  several  software 
providers  to  explore  alternative  forms  of 


contracts.  “We  continue  to  work  on  that,  to 
at  least  allow  our  financial  people  to  under¬ 
stand  where  our  costs  will  be  going,”  Hollek 
says.  “We’re  not  pleased  with  the  costs, 
that’s  for  sure.”  Schumacher  says  the  CBOE 
spends  about  $7.5  million  on  software  every 
year,  of  which  more  than  half  goes  for  main¬ 
frame  software.  “And  if  I  get  bigger  engines, 
our  nice  pals  will  send  me  a  bigger  [soft¬ 
ware]  bill  for  nothing,”  Schumacher  says, 
pointing  out  the  most  unpopular  feature  of 
mainframe  software  licensing  policies. 

Josselyn  of  IDC  is  still  more  blunt.  “If  you 
look  at  the  third  parties  like  Computer 
Associates  and  BMC,  those  guys  have  been 
very  resistant  to  reducing  software  costs.  I 
thought  it  was  interesting  when  both  of 
them  recently  pointed  the  finger  at  IBM  for 
difficulties  in  their  businesses,  when  they 
should  have  looked  in  the  mirror.” 

IBM’s  z/OS  and  z900  announcement  (in 
September  2000)  included  reformed  licens¬ 
ing  policies  based  on  actual  use  rather  than 
capacity.  The  announcement  also  touted 
support  for  this  new  pricing  policy  from 
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1994  CMOS  Change  underlying  chip 
technology  from  emitter  coupler  logic 
(ECL)  to  complementary  metal  oxide 
semiconductor  (CMOS).  ECL  chips  actu¬ 
ally  ran  at  faster  clock  speeds,  but  also 
generated  a  lot  more  heat.  CMOS 
machines  are  typically  air  cooled,  which 
makes  them  less  bulky  than  old  water 
cooled  ECL  systems. 

1994  Parallel  Sysplex  This  technology 
allows  multiple  mainframes  to  be  cobbled 
together  and  run  as  a  single  system. 


Initially  a  parallel  sysplex  required  use  of  a 
coupling  facility  that  cached  critical  data 
so  that  all  the  mainframes  in  the  sysplex 
could  access  that  data  at  high  speeds.  Now 
the  same  functionality  is  being  built  into 
the  servers  themselves,  so  an  external  cou¬ 
pling  facility  isn't  required. 

1995  Open  Systems  Adapter  (OSA)  OSA 

Express  cards  connect  the  S/390  to  stan¬ 
dard  network  protocols  like  TCP/IP  or  ATM. 


1995  Unix  Systems  Services  embedded  in 
OS/390,  allowing  mainframes  to  run  Unix 
application  software  natively,  without  rede¬ 
veloping  or  recompiling. 

1999  Geographically  dispersed  parallel 
sysplex  (GDPS)  GDPS  allows  mainframes 
in  a  sysplex  to  be  located  up  to  40  kilome¬ 
ters  apart. 

2000  64-bits  The  underlying  chip  archi¬ 
tecture  in  IBM’s  z900  systems  moves  from 
32-bit  technology  to  64-bits. 

2000  Software-based  capacity  upgrades 

Even  if  you  order  a  mainframe  with  eight 
processors,  the  box  you  get  actually  con¬ 
tains  the  maximum  number  of  CPUs— 12— 
but  only  eight  are  switched  on.  Need  more 
horsepower?  The  other  four  processors  can 
be  turned  on  via  an  access  code. 


CA,  BMC  and  a  raft  of  other  key  software 
vendors.  How  this  policy  shift  will  change 
the  checks  CIOs  write  remains  to  be  seen. 
If  the  change  is  big,  it  could  open  the  door 
for  a  dramatic  upsurge  in  mainframe 
adoption. 

Staffing  difficulties  are  a  more  recent 
dilemma.  Once  upon  a  time,  Cobol  pro¬ 
grammers,  MVS  (the  predecessor  to  today’s 
OS/390  operating  system)  and  SNA  staffers 
were  plentiful.  Now,  though,  Windows 
NT/2000  and  Linux  have  all  the  cachet, 
which  means  many  new  college  graduates 
have  neither  experience  with  mainframe 
technologies  nor  the  inclination  to  sit  in  the 
data  center  running  tape  backups  for  their 
first  two  years  of  employment.  One  of  the 
TSS’s  solutions  to  this  problem  is  a  joint 
program  the  company  helped  develop  in 
cooperation  with  the  state  of  Georgia. 
College  students  get  their  bachelor’s  degree 
or  associate  computer  science  degree  paid 
for  by  agreeing  to  work  in  a  Georgian  IS 
department  for  several  years.  TSS  also  helps 


provide  instruction  at  the  local  school, 
Columbus  State  University.  Hollek  says  the 
company  has  brought  in  about  10  techni¬ 
cal  employees  through  this  program. 
However,  that’s  clearly  not  going  to  single- 
handedly  solve  the  staffing  shortage. 

Linux:  Cool  or  Silly? 

There’s  more  hope  in  this  year’s  announce¬ 
ment  of  Linux  support  on  the  S/390.  At  first 
blush,  this  might  appear  to  be  a  desperate 
attempt  to  hitch  the  mainframe’s  falling  star 
to  the  meteoric  rise  of  open  source  software. 
After  all,  if  the  maturity  of  OS/390  is  one 
of  the  mainframe’s  key  selling  points,  why 
buy  an  expensive  box  and  run  a  much  less 
robust  operating  system?  “I  wrote  a  white 
paper  earlier  this  year  about  Linux  on  the 
mainframe  and  some  of  the  other  folks  here 
laughed,  but  it  looks  like  there’s  some  real 
interest  out  there,”  says  Bill  Claybrook,  a 
research  director  at  Aberdeen  Group.  That 
interest  centers  around  the  ability  to  run 


Linux  in  one  partition  of  a  mainframe  and 
use  it  as  a  development  platform  for  appli¬ 
cations  that  could  then  be  ported  to  run  on 
an  MVS  partition.  Linux  is  also  popular  for 
hosting  Web  applications,  which  again  can 
benefit  from  the  mainframe’s  relatively 
bulletproof  performance. 

It  may  seem  odd  that  the  ability  to  run 
critical  systems  could  depend  on  the  “cool¬ 
ness”  of  their  hardware  platform,  but  that’s 
IS.  And  Linux,  TCP/IP  stacks  and  such 
technologies  may  help  restore  to  the  main¬ 
frame  some  measure  of  coolness.  In  fact,  it’s 
possible  the  mainframe  will  even  become 
hip  again,  with  a  sort  of  classy  retro  appeal 
like  hamburgers,  dry  martinis  and  platform 
shoes.  But  in  light  of  the  Internet’s  relentless 
demand  for  uptime,  the  mainframe’s  same 
old  selling  points  may  be  the  wellspring  of 
its  resurgence  for  a  long  time  to  come.  BE] 


Linux  on  the  mainframe— hot  technology  or  hot  air? 
E-mail  your  thoughts  to  Executive  Editor  Derek 
Slater  at  dstater@cio.com. 


234  CIO  NOVEMBER  15,  2000  •  www.cio.com 


Pick  the  wrong  eMarketplace  solution  in  today’s  rapidly  changing  B2B  market 
and  your  company  could  be  signing  its  own  death  certificate.  Where  companies 
like  Ariba,  Commerce  One  and  Oracle  force  you  to  fit  your  business  processes 
to  their  packaged  applications,  EC  Cubed  builds  your  eMarketplace  to  meet 
your  unique  business  needs. 

With  ecMarketplace ,SM  we  fuse  our  Net-native  software  platform  with  high-speed 
assembly  and  application  management  services  to  rapidly  deliver  your 
one-of-a-kind,  fully  managed  private  eMarketplace. 

For  an  eMarketplace  application  that  adapts  as 
your  business  evolves,  or  to  receive  our  white 
paper  "Networked  eMarketplaces  for  the  Digital 
Economy,"  call  877-EC-CUBED  or  visit  us  at 
www.eccubed.com/marketplace 
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In  a  rocky  and  fiercely  competitive  global 
economy,  your  data  is  your  most  valuable  asset. 

Unrivaled  solutions  from  VERITAS  give  you  the  vital 
edge  necessary  to  scale  new  business  heights. 

VERITAS,  The  Data  Availability  Company, 

provides  you  with  essential,  industry-leading 
software  solutions,  UNIX  to  NT,  data  center  to 

laptop,  to  continuously  access  and  protect 
your  business  critical  data. 


VERiTAS 

BUSINESS  WITHOUT  INTERRUPTION 
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Vice  president  of  operations,  IS 
Krispy  Kreme  Doughnut 
Winston-Salem,  N.C. 


Company  known  for:  Honey-dipped 
and  other  varieties  of  doughnuts 


("Hot  Doughnuts  Now") 


Established:  1937  (public  since  April  2000) 


1999  sales:  $318.9  million 


Total  employees:  3,016 


Total  IT  staff:  20 
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Four  companies,  famous  for  doughnuts,  hot  sauce,  bike  locks 
and  a  lubricant  spray,  reveal  that  you  can  promote  a 
high-profile  brand  with  a  small  IT  staff 


BY  STEWART  L.  DECK 


It  was  8:40  on  an  August  morning, 
about  three  blocks  from  Frank 
Hood’s  office  in  Winston-Salem, 

N.C.,  but  it  could  have  been  any 
time  of  year.  Two  young  girls  in  T- 
shirts  and  shorts  pressed  their  noses  up 
against  a  room-length  plate  glass  window, 
hypnotized  by  a  doughnut-making  ma¬ 
chine  at  work  in  Krispy  Kreme  Doughnut’s  flagship  shop. 
The  girls’  father,  a  local  clothing  store  owner  dressed  in  a 
comfortable  gray  summer  suit,  stood  next  to  them.  Beside 
him  stood  a  commercial  real  estate  broker,  another  cus¬ 


tomer  who  had  paused  to  see  a  process 
that  he’s  witnessed  perhaps  100  times 
before.  Together  they  watched  doughy 
circles  dive  into  hot  oil,  flip  over  and 
trundle  up  a  conveyor  before  finally 
parading  through  a  grand  sugar-glazing 
waterfall. 

As  anyone  who  has  bitten  into  one  of 
the  3  million  doughnuts  the  company  makes  every  day 
can  tell  you,  these  airy  confections  (with  no  formal  adver¬ 
tising)  have  made  Krispy  Kreme  one  of  the  country’s  most 
beloved  brands.  And  it’s  part  of  Frank  Hood’s  job,  as  vice 


Reader  ROI 

►  Learn  how  IT  contributes 
to  the  building  of  famous 
brands 

►  See  how  very  lean  IT 
groups  stay  small 

►  Get  tips  for  doing  more 
with  fewer  people  on  staff 
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president  of  Krispy  Kreme  in¬ 
formation  services,  to  keep  it 
that  way. 

Lisa  Bell,  Mike  Freeman  and 
Lisa  Dumas  can  empathize  with 
Hood.  All  of  them  are  entrusted 
with  upholding  the  status  of 
some  of  the  United  States’  best- 
known  brands  by  directing  the 
technology  works  for  Tabasco 
sauce  maker  Mcllhenny  Co., 

WD-40  and  U-shaped  bike  lock 
maker  Kryptonite,  respectively. 

Their  companies  aren’t  the 
nation’s  most  enormous  brands 
or  top  revenue  generators,  nor  are  they  on 
technology’s  bleeding  edge.  But  they  also 
don’t  work  under  the  shadow  of  a  corpo¬ 
rate  conglomerate.  Each  company  has  a 
specialty  and  employs  a  passionate  group 
of  workers  to  help  turn  out  its  well- 
respected  consumer  products.  They  also 
share  another  noteworthy  trait:  They  all  use 
technology  in  creative  and  judicious  ways 
because  their  IS  staffs  are  all  surprisingly, 
even  shockingly,  small. 

The  Power  Behind  the  Brand 

rusted,  beloved  brands  don’t  just 
happen.  They  are  the  result  of  effec¬ 
tive  planning  and  execution,  not 
just  by  marketing  departments  but  by  every¬ 
one  in  the  company — the  IT  side  included. 
What’s  often  overlooked  in  producing  a 
memorable  brand  is  the  support  for  inter¬ 
nal  employees,  says  Sheryl  Goldstein,  a  mar¬ 


keting  strategist  at  Luminant  Worldwide,  an 
Internet  professional  services  company  in 
New  York  City.  “You  can  spend  a  lot  of 
money  to  convince  your  customers  that 
you’re  everything  that  you  say,  but  if  your 
own  people  don’t  buy  it,  then  those  internal 
customers  will  project  a  bad  image,” 
Goldstein  explains.  “People  don’t  pay 
enough  attention  to  how  the  brand  experi¬ 
ence  is  [presented],  not  just  to  your  own 
audience  and  consumer,  but  to  your  own 
people  because  they’re  the  walking  and  talk¬ 
ing  entities  of  your  brand.” 

This  means  CIOs,  more  immediately 
than  they  might  have  thought,  have  direct 
responsibility  for  and  influence  on  their 
brands.  If  they  can  provide  the  technology 
foundation  that  allows  workers  to  get  their 
questions  answered,  then  these  workers  can 
provide  greater  value  to  customers  and  be 
happier  for  it.  Therefore,  what  the  CIO 


does  also  has  a  significant  influ¬ 
ence  on  customer  experiences. 

Jonathan  Asher,  president  of 
New  York  City-based  brand  con¬ 
sultancy  The  Coleman  Group, 
says  simplifying  every  customer 
interaction — from  getting  ques¬ 
tions  answered  to  collecting  pay¬ 
ments — is  also  a  key  to  brand 
building.  “If  CIOs  can  make  it 
easier  for  customers  to  do  busi¬ 
ness  with  them,  they’ll  build  bet¬ 
ter  relationships,  negotiate  better 
deals  and  ultimately  provide  the 
type  of  service  that  great  brands 
have  to  have.” 

Hot  Stuff 

hen  people  find  out  where  Lisa 
Bell  works,  their  eyes  light  up 
and  anecdotes  start  pouring 
out.  People  can’t  wait  to  tell  her  how  they 
sprinkle  Tabasco  sauce  on  everything  from 
pizza  to  potato  chips.  A  few  have  even 
extolled  the  virtues  of  painting  boat  bottoms 
with  a  mixture  of  the  scarlet  potion  and 
paint  to  keep  sloops  barnacle-free. 

Fifteen  years  ago  you  could  find  the 
132-year-old  Mcllhenny’s  delectably  firey 
Tabasco  sauce  in  almost  any  grocery  store 
in  the  United  States,  even  though  the  com¬ 
pany’s  entire  IT  operation  was  contained  in 
one  small  room  with  three  terminals  into 
which  all  the  company’s  data  was  keyed  in 
once  a  month. 

Bell,  Mcllhenny’s  IS  director,  is  thrilled 


These  airy  confections  have  made  Krispy  Kreme 
one  of  the  country’s  most  beloved  brands.  Fart 
of  Frank  Hood’s  job  is  to  keep  it  that  way. 
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The  power  to  take  your  next  great  idea 


Full-Service  E-Commerce 
Streaming  Video  to  the  Desktop 
On-the-Fly  Wireless  Connectivity 
Real-Time  Collaboration  Over  the  Intranet 
Higher  Productivity,  Lower  Operating  Costs 


and  run  with  it. 


ENTERASYS 

NETWORKS.* 


What’s  going  to  be  the  next  big  thing  for  your  e-business?  Wireless?  Convergence?  VPNs?  Before  you  go  too  far,  you  might  want 
to  think  about  the  network  that’s  going  to  support  these  ideas.  Then  think  about  us.  We’re  Enterasys  Networks'” — a  new  company 
singularly  focused  on  building  the  powerful,  flexible,  highly  intelligent  solutions  to  lead  you  and  your  business  farther. 
Even  to  places  you  haven’t  thought  of... yet. 

To  learn  more  about  solutions  that  will  give  you  a  distinct  competitive  advantage,  contact  your  Enterasys  Networks’  distributor  or  author¬ 
ized  reseller,  or  call  toll  free  877-423-8074.  You  can  also  visit  us  on  the  web  at  enterasys.com/runwithit/. 


Enterasys  Networks.  Run  with  it.  ™ 
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USA  BELL 


Director  of  IS 
Mcllhenny 
Avery  Island,  La. 


Company  known  for:  Tabasco  brand 
pepper  sauce 


Established:  1868 


Company  fact:  Makes  500,000  bottles  daily 

Total  employees:  196 


Total  IT  staff:  5 


those  days  have  passed.  Five  years  ago  the 
company,  which  manufactures  500,000  bot¬ 
tles  of  Tabasco  every  day,  modernized 
things  considerably  by  bringing  Oracle 
Manufacturing  and  Financials  on  board  for 
enterprise  planning.  It  also  installed  a  net¬ 
work  with  Lotus  Notes  databases  that  are 
now  used  for  everything  from  promotion 


tracking  and  industrial  customer  listings 
to  IS  information  sharing  and  cus¬ 
tomer  complaints. 

Since  then  the  Avery  Island,  La. -based 
company  has  also  added  an  online  sales 
reporting  system  for  its  sales  managers  and  a 
payroll  system  from  Automated  Data 
Processing.  The  company  has  also  pumped 
up  the  use  of  its  electronic  data  interchange 
(EDI)  system,  which  now  handles  90  percent 


of  the  25,000  food  broker  orders  it  receives 
annually.  Here’s  the  interesting  part:  Bell 
manages  all  this  with  an  IT  staff  of  five — 
that’s  right,  five. 

A  five-person  staff  doesn’t  seem  like  it 
could  possibly  do  everything  required  for 
such  a  well-established  brand,  but  through 
a  combination  of  automated  systems,  cross¬ 
training  and  elbow  grease,  Bell  makes  it 
work.  “Actually,  having  a  staff  this  size  helps 
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Dell  Service  Provider  Direct. 

For  Web-hosting  companies, 
ASPs  and  ISPs,  expertise  brings 
your  customers  in  -  but  it's  often 
reliability  that  keeps  them. 

Dell  Service  Provider  Direct  is 
here  to  offer  you  the  best  of  both 
worlds.  Our  experts  will  work 
with  you  to  implement  and  sup¬ 
port  the  server  technology  you 
need  for  maximum  uptime.  And 
because  we  build  the  products 
our  customers,  and  yours,  can 
rely  on  time  after  time,  we've 
become  the  #2  supplier  of 
standard  Intel0  architecture  servers 
in  the  U.S.  and  worldwide* 

Reliable  Dell  solutions,  like 
those  backed  by  a  PowerEdge  ” 
6450  rack-optimized  enterprise 
server,  featuring  up  to  four  Intel 9 
Pentium ®  III  Xeon''  processors 
700  MHz,  can  be  a  time-proven 
investment  for  high-performance 
data  centers. 

Apply  for  Service  Provider 
Direct  membership  today: 
www.dell.com/spd/apply 
888. 53 2.  DELL 


D*LLOCOM 


•Source:  IOC's  Worldwide  Quarterly  Server  Met,  Q2  2000.  Intel,  the  Intel  logo,  and  Pentium  ore  registered  trademarks,  and  Pentium  III  Xeon  is  a  trademark  of  Intel  Corporation.  888. 532. DELL 

Dell,  PowerEdge,  ond  the  Dell  logo  ore  registered  trademarks  of  Dell  Computer  Corporation.  ©2000  Dell  Computer  Corporation.  All  rights  reserved. 
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in  many  ways,”  she  says.  “If 
we’re  having  trouble  with  our 
EDI  system,  we  have  one  person 
to  go  to.  If  there’s  a  database 
problem,  we  don’t  have  to  spend 
a  lot  of  time  figuring  out  whose 
responsibility  it  is.  We  have  one 
[database  administrator]  who 
takes  care  of  anything  database 
related — same  thing  for  Oracle 
applications  or  Lotus  Notes.  It 
really  speeds  things  up.”  But  Bell 
doesn’t  try  to  do  the  impossible 
with  five  people:  an  outside  com¬ 
pany  designed  the  company’s  col¬ 
orfully  entertaining  website.  (The 
site  at  www.tabasco.com  keeps 
the  brand  burning,  complete  with 
a  corporate  history  lesson  by 
local  sauce  historian  Raymond 
Broussard.)  Having  such  a  well- 
known  product  is  a  terrific  assist, 
Bell  adds.  “Our  name  immedi¬ 
ately  gets  the  attention  of  [tech¬ 
nology]  vendors,”  which  are  lured 
by  the  distinctive  Tabasco  label. 

A  strong  brand  has  little  to  do 
with  size  and  everything  to  do 
with  execution.  Stephen  Dull,  a 
partner  in  Andersen  Consulting’s 


|  g&ggti 


customer  relationship  management  practice 
in  Atlanta,  says  every  strong  brand  is  suc¬ 
cessful  at  three  things:  offering  something 
distinctive  and  better  than  its  competitors, 
making  its  product  experience  consistent 
every  day  and  communicating  its  distinc¬ 


tiveness  or  personality  clearly  to  its 
audience. 

It  usually  requires  a  large  IT  staff  to 
help  provide  this  consistent  experience 
and  distinction.  Some  of  America’s  most 
well-known  brands,  like  Coca-Cola,  which 
has  an  IT  staff  of  approximately  1,000 
among  its  more  than  30,000  employees, 
have  made  hefty  man  power  investments  in 
IT.  But  it  doesn’t  always  require  sheer  num¬ 


bers:  Chick-Fil-A,  America’s  third-largest 
fast-food  chicken  chain  (beloved  for  its 
nuggets  and  sandwiches)  supports  over  930 
restaurants  with  a  full-time  IT  staff  of  57. 

Lock  It  Up 

Lisa  Dumas  hears  anecdotes  too. 
When  she  tells  strangers  the  name 
of  her  company,  they  quickly  re¬ 
spond  with  long  narratives  about  locking 
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“...Today,  children  need  to  learn  how  to  access  new  information  instead 
of  simply  memorizing  things. ...When  our  school  tapped  into  the  ’Net,  our 
students  began  to  see  learning  as  an  adventure  instead  of  a  chore. ...We 
couldn’t  have  done  it  on  our  own. ...TECH  CORPS®  made  it  so  simple, 
l  from  the  wiring  to  the  teacher  training. ...Even 

those  of  us  who  were  technophobes  ended  up 
enthusiastic. ...The  community  saw  they  can  make 
a  difference.  Now  our  volunteer  support  is  up 
even  in  areas  outside  of  technology.  So  is  staff 
morale....Now  we  realize  how  much  support  there 
is  for  public  schools,  even  among  people  without 
children.  TECH  CORPS  made  people  see  how 
much  their  involvement  can  accomplish.” 


anette  Butler  Adams 

Principal,  Kenilworth  Elementary  School 
Washington  D.  C. 


TECH  CORPS... technology  volunteers  in  K-12  schools. 

Visit  us  at  www.ustc.org,  e-mail  us  at  info@ustc.org,  or  write  to 

TECH  CORPS,  PO  Box  832,  Sudbury  MA  01776. 


Get  involved! 


Special  Thanks  to  TECH  CORPS  National  Sponsors: 

Cellular  Telecommunications  Industry  Assoc*  •  Cisco  Systems,  Inc.  •  Computerworld*  •  Digital  Equipment  Corp*  •  MCI*  •  MediaOne  •  National  Cable  Television  Assoc. 

©  1998  tech  CORPS  .  “Founding  Sponsors 
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Lisa  Dumas,  who  is  Kryptonite’s  entire 
IT  staff,  keeps  tabs  on  it  all,  from  EDI 
ordering  systems  to  network  security. 


up  their  favorite  bicycles.  Or  they  tell  her 
about  photographs  they’ve  seen  of  deter¬ 
mined  protesters  chained  by  their  necks  to 
bulldozers  or  trees. 

Twenty-eight-year-old  Kryptonite  has  fol¬ 
lowed  Dull’s  recipe  for  strong  branding  pre¬ 
cisely,  and  Karen  Rizzo,  the  company’s 
director  of  brand  management,  says  the 
brand  name  now  carries  considerably  more 
heft  than  the  company’s  60-  employee  oper¬ 
ation  would  suggest. 

“Every  action  and  every  decision  we 
make  isn’t  about  the  product,  it’s  about  the 
brand  and  supporting  the  brand.  It  isn’t 
about  making  bicycle  brackets  and  other 
locks,  it’s  a  passion  for  what  these  locks 
secure,”  Dumas  says.  “We  try  very  hard  to 
make  sure  the  product  lives  up  to  that  pas¬ 
sion.”  She  makes  this  statement  knowing  a 
lot  rides  on  her  efforts:  She  is  Kryptonite’s 
entire  IT  staff,  keeping  tabs  on  everything 
at  the  company  from  EDI  ordering  systems 
to  network  security  to  back-end  accounting 
software.  Dumas  says  the 
company  name  and  reputa¬ 
tion  are  both  a  help  and  a 
challenge.  “Because  so  many 
people  know  our  name,  it 
opens  doors  with  some  ven¬ 
dors,  but  it  also  gets  the  atten¬ 
tion  of  some  hackers,”  she 
says,  noting  this  adds  an 
important  challenge  to  her 
duties.  A  reputation  for  iron¬ 
clad  physical  lock  protection 
has  drawn  the  attention  of  a 
few  would-be  network  bur¬ 
glars  who  have  attempted  to 
hack  Kryptonite’s  network 


and  website.  “Our  brand  stands  for  safety 
and  protection,  so  our  own  network  has  to 
reflect  that  and  give  customers  a  consistent 
feeling  of  security  and  strength,”  she 
explains. 

Dumas  has  automated  as  many  functions 
as  possible,  from  system  and  network 
backup  to  EDI,  in  order  to  handle  the  every¬ 
day  needs  of  60  users,  many  of  whom  travel 
extensively  and  require  solid  remote  net¬ 
work  access.  “We’ve  cut  out  as  much  data 
entry  as  possible,  automated  a  lot  and  kept 
things  simplified  from  a  network  perspec¬ 
tive.  And  as  the  company  grows,  I’m  sure 
we’ll  add  at  least  a  few  more  IT  staff,”  she 
laughs.  As  it  is,  she  doesn’t  try  to  handle 
everything.  Like  sauce  maker  Mcllhenny,  the 
company  outsourced  its  website  design. 

Glazed  and  Enthused 

ithin  seconds  of  being  intro¬ 
duced  to  Frank  Hood,  people 
start  telling  him  stories  from 


their  childhood.  He’s  heard  more  than  a  few 
recollections  of  car  trips  to  see  grandparents 
and  special  Saturday  morning  expeditions. 
One  of  his  favorites  centers  around  piano 
lessons  in  the  early  1960s  in  Richmond,  Va., 
that  were  always  rewarded  with  a  Krispy 
Kreme  glazed  doughnut.  Each  of  these  sto¬ 
ries  is  told  with  a  chuckle  and  a  fondness, 
and  Hood  knows  that  his  company’s 
lighter-than-a-forgotten-dream  yeast  con¬ 
fections  will  eventually  make  an  appear¬ 
ance.  Hood  loves  hearing  these  stories. 

Three  years  ago,  as  the  6  3 -year-old  com¬ 
pany  began  to  explore  the  possibility  of 
going  public,  it  brought  Hood  aboard  from 
textile  manufacturer  Dan  River  Mills  to 
develop  an  IT  strategy — and  staff — that 
would  take  it  into  the  future.  “The  most  dif¬ 
ficult  part  was  getting  people  to  spell  out 
our  concrete  business  strategy  and  then 
translating  that  business  strategy  into  an  IT 
strategy,”  he  says.  Hood  also  had  to  endure 
some  staff  turnover  as  he  communicated  the 
need  to  undertake  more  (and 
higher-profile)  IT  projects. 

Hood  helped  crystallize  a 
business  strategy  that  would 
help  the  company  gain  a  bet¬ 
ter,  more  granular  view  of 
sales  data  from  each  of  Krispy 
Kreme’s  156  retail  stores, 
while  providing  access  to  this 
and  other  data  to  the  com¬ 
pany’s  business  analysts 
across  the  nation.  These  end 
users  wanted  to  be  able  to  see 
sales  data  broken  down  into 
crumb-size  pieces — everything 
from  drive-through  sales  per 


Tips  for  using  a  small  IT  staff 
to  build  a  grand  brand 

■  Cross-train  your  staff  so  that  they  can  do  more  than  their  primary 
tasks  and  can  fill  in  for  one  another  when  needed. 

■  Evaluate  what  you  can  outsource.  Most  website  design,  for  exam¬ 
ple,  probably  should  be  handled  by  outside  designers. 

■  Look  into  which  business  processes  you  can  automate.  Krispy 
Kreme  automatically  polls  sales  data,  for  example,  and  an  EDI  sys¬ 
tem  can  cut  way  down  on  stacks  of  paper  orders. 

■  Consider  beta  testing  new  products  as  a  way  to  save  money  and 
gain  insight  into  new  IT  products  and  systems. 

■  Hire  team  players  who  you’ll  want  to  spend  time  with. 
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|our  investment  in  IT  infrastructure  is 
huge.  And  the  impact  of  the  Internet  on  your 
IT  budget  grows  larger  every  day.  You've  poured 
tons  of  resources  into  ERP  systems  as  well  as 
e-mail  and  document  workflow  systems.  How 
much?  Well,  studies  show  that  as  much  as 
50%  of  an  average  IT  budget  can  be  involved  with 
managing  documents. 

□  True,  there  are  more  documents  online  than 
ever  before.  But  it's  also  true  that  we  are  creating 
more  paper  documents  than  ever  before:  twice  as 
many  as  just  five  years  ago.  The  reason  is  simple: 
Most  companies  have  lots  of  off-ramps  that  turn 
electronic  documents  into  paper  documents,  but 
almost  no  one  has  lots  of  on-ramps  capable  of 
converting  paper  documents  into  electronic  ones. 

□  In  fact,  giving  you  new  ways  to  leverage  your 
IT  investment  by  bridging  the  frustrating  gap 
between  the  paper  world  and  the  electronic  world 
is  exactly  what  the  Xerox  Document 
Centre  system  was  designed  to  do. 


□  For  starters,  a  Document  Centre  lets 
people  work  the  way  they  are  used  to 
working— you  can  scan  documents  in  the  same 
place  you  print  or  copy  them— it's  that  easy  and 
that  accessible.  Of  course,  the  Document  Centre 
gives  workgroups  of  10  or  more  desktop  control 
over  everyday  functions  like  printing,  copying, 

PC  faxing  and 


finishing.  What's 
more,  by  making 
document  imaging 
an  "everyday" 
function,  the 
knowledge  and 
information 
recorded  in  paper 
documents  can  now 
become  a  seamless 
part  of  the  digital  workflow. 


XEROX 

DOCUMENT  CENTRE 


Ready  to  scan  your  job. 


f  Basic  V I 

j  m,  Scanning  \J 


More  Scan 
Features 


It  5  c&out  document 

bwfnf  |or 
evern  Workgroup. 


Template  Name 

1  DEFAULT 

|  @  DLOWY 

j  @  ELLEN 

uj 

1 

|  MICHAEL 

|  MGR-MAIL 

|  MGR-MAIL 

lemalalgJaMs 

Destination: 

XEROX-CHI-1 7VOL1/USERS/ELLEN/Scan 


.  □  Sides  Scanned 

1  Sided 


Type:  Normal 
Lighten  i  Darken  0 
Suppression  On 


If  scanning  is  on  your  radar  at  all, 
you  probably  see  it  as  limited  to 
environments  with  dedicated 
operators.  And  so  it  has  been. 

But  the  Document  Centre  system 
is  changing  that  in  big  ways. 


iW  online  tVorld  is  now  Open  lor  business. 


<S  cm  Airertltj  t&  tW  Wet 

or  virtually  anywhere  else 
you  iVtfut  t& 

Going  out  to  the  hallway  and  scanning  large 
documents  into  the  digital  stream  at  up  to  65  ppm 
is  certainly  efficient  but  the  important  question 
remains:  Where  is  all  that  information  going,  and 
what  can  you  do  with  it  once  it  gets  there? 

□  Document  Centre  lets  you  scan  directly  to 
industry-standard  messaging  and  collaboration 
platforms 
like 

Microsoft 
Exchange, 

Lotus  Notes 
or  Domino. Doc. 

□  You  can 


Microsoft  Exchange 
Public  Folders 


Scan  65  ppm 


3  easy  steps 


1  Select  scan  folder 


2  Select  destination 


scan  directly  to  a  Web 
repository,  so  anyone  has  instant 
access  to  information  from  a  remote  location. 


3  Press  green  button 


□  Scan  to  your 

PC  desktop,  and  with 

OPEN 

ScanSoft  PaperPort  and 

ARCHITECTURE 

TextBridge  software 

SYSTEMS 

bundled  with 

Microsoft 

Windows  NT  4.0  &  2000 

Document  Centre, 

Appletalk 

you  can  drag  and 

Novell  NetWare  4.X 

PCL6 

drop  your  scanned 

Token  Ring  14/16MB 

image  into  any  one  of 

TCP/IP 

OS/2  WarpServer 

150  industry-standard 

applications.  You 

Ethernet  10/100 

Adobe  PostScript  3 

won't  need  to  re-key 

your  documents. 

□  Or  scan  documents  to  the  network,  and 
using  software  like  Xerox  DocuShare,  users  can 
access  them  through  any  current  Web  browser  on 
any  platform.  It  gives  you  an  electronic  file  cabinet 
that's  a  very  efficient  way  to  share  knowledge  and 
dramatically  reduces  e-mail  traffic. 

□  Or  combine  Document  Centre  with  Xerox 
FlowPort.  FlowPort  is  a  Web- 
based  software  platform  that 
manages  the  flow  of 
documents  from  paper  to 
digital  and  back  again  in 

dramatically  new 

)ways.  For  example, 

FlowPort  gives 
mobile  workers 

_  the  freedom  to 

access  and  print 
any  documents  on  the 
Web  without  using  a  PC. 

□  And  when  it  comes 
to  getting  your  digital 
documents  back  into  paper 
form.  Document  Centre's 
open  architecture  supports  all 
major  industry  printing  standards  and  encourages 
third-party  software  solutions  to  thrive.  So  you  can 
print  not  only  from  your  desktop  or  from  the  Web, 
but  also  directly  from  your  mainframe,  including 
ERP  applications  like  SAP. 

□  In  short,  things  once  limited  to  paper 
are  electronically  archived,  accessed,  shared 
and  easily  printed  wherever  you  need  them. 

It  doesn't  just  increase  productivity,  it  decreases 
costs  and  saves  time.  Turn  the  page  to  learn  how 
one  of  our  customers  is  already  benefiting. 


P^per  or  ii^ital,  it  s  flyout  solution*  tWt  leverage  the  netw/or^. 


We  have  hundreds  of  customers  who  report  impressive  results.  But  here's  one  in-depth  story  of 
how  a  Document  Centre  solution  reduced  one  organization's  work-cycle  time  from  three  days  to 
just  three  minutes. 


The  Solution: 

Combine  Xerox 
FlowPort  and 
DocuShare  with  two 
Document  Centres. 
This  gives  you  a 
search  engine  for  all 
your  documents. 


The  Customer: 

Center  for  Technology  Management  in  a 
prominent  Midwestern  research  institute. 


The  Problem: 

There  are  dozens  of  huge  file  cabinets  over¬ 
flowing  with  documents— -patents,  notes  and 
contracts  about  inventions  the  university  owns. 
Each  year  up  to  1,500  new  folders  are  added. 
Every  day,  dozens  of  people  call  and  request 
files.  By  law,  the  university  must  provide  public 
access  to  any  of  these  thousands  of  complex 
scientific  documents  for  reference,  revision, 
notation  or  collabo¬ 
ration.  And  it  must 
be  done  for  25  years. 

The  commitment  of 
time,  space  and 
personnel  is  large 
and  growing. 


Now  when  people  need  a  document,  they  just 
check  off  the  file  they  need  on  a  FlowPort  cover 
sheet,  scan  it  into  the  Document  Centre,  and 
FlowPort  software  finds  and  sends  the 
requested  electronic  file  to  a  server  that  can 
print,  e-mail  or  store  the  document.  What's 
more,  once  the  file  is  stored,  DocuShare  lets  you 
manage  it  on  the  Web,  giving  authorized  users 
instant  access  for  viewing,  downloading  and 
printing  documents  from  anywhere  at  any  time. 


The  Result: 

A  process  that  used  to  take  three  days  can 

now  be  completed 
instantaneously. 
Documents  are 
accessed  and 
shared  electronically. 
Paper  is  eliminated 
while  collaborative 
work  processes  are 
made  simpler. 
Security  is  improved. 
Those  20  file 
cabinets  are  soon 
history.  Costs 
are  lowered. 

Time  is  saved. 


Online  or  ojl  &'s  a  simpler  Way  to  slo^re 


In  a  world  of  intranets  and  extranets,  of  e-commerce  and  the  Internet,  you  need  state-of-the-art 
technology  and  expertise  to  manage  and  share  the  documents  that  contain  the  knowledge  in  your 
organization.  The  Xerox  Document  Centre  is  a  digital  platform  engineered  from  the  ground  up  to 
eliminate  the  barriers  between  your  paper  and  online  documents. 

Call  us  or  visit  our  Web  site  for  more  information.  And  see  how  much  you  can  increase  productivity 
and  control  cost  just  by  getting  all  your  company's  documents  online. 


1-800-ASK-XEROX,  ext.  online 


www.xerox.com/online 


COMPANY 

XEROX 


XEROX,-  The  Document  Company,'  the  digital  X,’  DocuShare,  Document  Centre,  FlowPort  and  CentreWare  are  trademarks  of  XEROX  CORPORATION.  Microsoft  and  Windows  are  trademarks  of  Microsoft  Corp.  Adobe  and  Postscript  are  trademarks  of  Adobe  Inc.  All  other  trademarks  are  the 
property  of  their  respective  owners.  Document  Centre  models  are  either  newly  manufactured  or  remanufactured  and  contain  both  new  components  and  recycled  components  that  are  reconditioned.  ©2000  XEROX  CORPORATION.  All  rights  reserved. 


If  we  put  our  Research  Centers,  Discussion 
Forums,  Sound  Off,  Ask  the  Experts,  B2B  Network, 
CIO  Wanted,  CIO  Radio,  Article  Archives,  Events 
Calendar,  and  Analyst  Corner,  aH  into  our  magazine 
you  would  need  a  PB8lly  PMlIU 

big  mailbox. 


(So  we  just  put  them  on  our  site.) 


You're  looking  for  research.  Or  articles.  Or  a  job.  Or  even  a  business  solution.  There's 
one  place  to  go.  At  CIO.COM,  you  can  find  past  articles,  research,  employment  oppor¬ 
tunities,  or  even  vote  in  the  Quick  Poll.  Catch  the  latest  in  Sound  Off,  Ask  the  Expert 
or  CIO  Radio.  Or  the  latest  CIO  Knowpulse™  results.  It's  all  at  your  fingertips.  The  most 
current  information  available.  From  the  resource  you  know  and  trust.  CIO.COM. 


Tell  us  what  you  think  of  CIO.COM.  Call  Tim  Horgan,  CIO's  Senior  Vice 
General  Manager,  at  508  935-4087  or  email  him  at  thorgan@cio.com. 
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IT  Strategies 


and  divisional  users  and  stores 
are  now  outfitted  with  IBM 
ThinkPads.  In  addition,  27  IBM 
AS/400s  now  support  38  region¬ 
al  sites,  17  Windows  NT  servers 
serve  out  applications  and  e-mail 


Vice  president  of  operations,  CIO 
WD-40 

San  Diego  


Company  known  for:  WD-40  lubricant 
("The  No.  1  Multipurpose  Problem  Solver") 

Established:  1953 


Fiscal  2000  sales:  $152.7  million 


Total  employees:  180 


Total  IT  staff:  6 


hour  to  most  popular  merchandise  per  store 
to  comparisons  of  glazed  to  jelly-filled  sales 
at  different  times  of  the  day.  To  do  this, 
Hood  and  his  IT  staff  of  20  set  up  plans  to 
provide  each  store  with  common  thin-client 
point  of  sale  (POS)  systems,  as  well  as  store 
operating  systems,  to  provide  remote  users 
applications  for  retail  forecasts  and  produc¬ 
tion  management.  They  also  began  building 
an  extensive  intranet,  called  the  Krispy 
Kreme  Information  Exchange,  to  serve  as  a 


conduit  to  get  information  and  all  documen¬ 
tation  (including  technical  instructions  on 
how  the  doughnut-making  machines  and 
POS  systems  work,  how  to  order  supplies 
and  HR  forms,  and  processes)  out  to  the 
field.  They  also  began  laying  the  ground¬ 
work  for  a  data  warehouse  to  hold  sales  and 
route  accounting  data. 

When  Krispy  Kreme  went  public  in 
April,  Hood’s  team  had  plenty  to  show  for 
its  efforts.  The  company’s  220  mobile  sales 


and  four  Citrix  Meta-Frame 
servers  help  run  the  intranet.  A 
Microsoft  SQL  Server-based 
IBM  DB2  data  warehouse  holds 
information  ranging  from  vari¬ 
eties  of  different  doughnuts  sold 
in  each  store  during  different 
times  of  day  to  broad  customer- 
profile  patterns  to  regional  sales 
figures.  “It  wasn’t  hard  to  see 
that  what  we  were  doing  was  the 
right  thing  to  do,”  Hood  says. 
“We  automated  as  many 
processes  as  possible,  semiauto- 
mated  our  EDI  systems  and  built 
ways  to  poll  stores  automatically 
[for  sales  data].  It  took  a  lot  of 
time  and  commitment,  but  with¬ 
out  these  systems  and  the  data 
they  provide,  we  couldn’t  have  gone  pub¬ 
lic,”  he  says.  In  the  past,  he  adds,  such 
precise  sales  data,  necessary  for  perform¬ 
ance  forecasts,  wasn’t  easily  and  quickly 
accessible. 

Hood  also  recognized  that  all  of  his  mod¬ 
ernizing  efforts  couldn’t  and  wouldn’t  ever 
upstage  the  company’s  product.  “Our  brand 
and  the  experience  of  the  product  itself  is 
held  so  dear,”  he  says,  which  is  why 
strangers  tell  him  stories  about  holiday  car 


248  CIO  NOVEMBER  15.  2000  •  www.cio.com 


PHOTO  BY  ED  CARREON 


www.amdahl.com 


a  Fujitsu  company 

©  2000  Amdahl  Corporation.  All  rights  reserved. 


IT  Strategies 


trips  and  piano  lessons  recalled  from  40 
years  ago. 

Stuck  On  You 

Mike  Freeman  has  heard  lots  of 
WD-40  sagas.  Fishermen  have 
told  him  tall  tales  of  whopping 
bucket-mouthed  bass  caught  on  fishing  lures 
sprayed  with  it.  Others  swear  by  the 
lubricant  as  a  remedy  for  arthritis.  His 
favorite  story  (and  it  is  a  good  one)  involves 


December,  order  data  will  flow  into  an 
Innatrack  ERP  system  (from  Draves  & 
Barke  Systems  in  Minneapolis)  running  on 
a  Unix  file  server.  It  is  also  transferred  over 
a  fractional  T1  frame  relay  network  to  the 
company’s  seven  manufacturing  sites. 
“We’re  careful  to  set  up  good  business 
processes  and  get  live  people  involved  only 
when  there  is  an  exception,”  Freeman 
explains.  WD-40  also  agrees  to  beta  test 
new  technologies,  “which  is  a  little  risky  in 


his  company  want  to  help  it  succeed. 
“We  wouldn’t  be  in  some  of  the  trade 
channels  we’re  in  without  such  a  well- 
established  name.” 

But  Freeman  neither  counts  on  favors  nor 
rests  on  what  he’s  built  so  far.  “We’ve  been 
growing  through  acquisitions  lately  [pur¬ 
chasing  two  more  well-known  brands, 
Three-in-One  oil  and  Lava  soap]  so  we  look 
to  IT  to  make  sure  we  don’t  get  stuck  in 
making  those  transitions.”  The  WD-40 


WD-40’s  IT  staff  of  six  gets  training  in  multiple 
disciplines  so  that  a  sick  day  or  vacation 
doesn’t  turn  into  a  disaster. 


the  product’s  role  in  nabbing  a  naked 
burglar  stuck  in  an  air  duct. 

Well-known  might  be  an  understatement. 
Freeman  can  walk  into  just  about  any  hard¬ 
ware  store  in  the  United  States  and  buy  a 
familiar  blue  and  yellow  can  of  WD-40. 
There  might  be  one  or  two  stores  out  there 
that  don’t  carry  it,  just  as  there  are  a  few 
households  that  don’t  have  a  can  in  the  base¬ 
ment  or  in  a  toolbox.  There  aren’t  many, 
though.  The  company’s  research  has  found 
that  85  percent  of  all  U.S.  households  have 
a  can  and  more  than  25  percent  of  U.S. 
households  will  use  WD-40  this  week.  “My 
dentist  doesn’t  like  me  to  say  it,  but  more 
people  will  use  our  product  today  than  will 
use  dental  floss,”  Freeman  says. 

It  takes  an  IT  staff  of  six  to  drive  this 
omnipresence. 

Although  that  hardly  seems  possible, 
Freeman’s  explanations  are  convincing. 
Orders  from  120  of  WD-40’s  North  Amer¬ 
ican  accounts  come  in  chiefly  by  EDI  and 
are  handled  by  an  automated  order-pro¬ 
cessing  system  (the  rest  of  WD-40’s  6,000 
accounts  don’t  have  EDI).  Starting  in 


some  ways,”  Freeman  admits,  “but  it’s  very 
economical,  very  practical  and  lets  us  see 
where  we  can  get  the  most  bang  for  our 
buck.”  The  Innatrack  ERP  system  is  one 
of  those  beta-tested  technologies  that 
worked  out  well  because  it  allowed 
Freeman  and  his  team  to  work  closely  with 
the  developer  to  incorporate  many  of  WD- 
40’s  requirements  into  the  software. 

Freeman  also  makes  certain  his  staff  is 
cross-trained  in  other  disciplines  so  that  a 
sick  day  or  a  vacation  doesn’t  have  disas¬ 
trous  results.  “We  make  sure  there’s  a  lot 
of  communication  in  our  group.  But 
really,  with  just  five  [other]  people,  we’re 
always  talking,”  Freeman  adds.  “With  a 
staff  this  size,  I  can  get  more  done  in  a 
three-minute  hallway  conversation  than 
I  could  accomplish  with  a  whole  day’s 
worth  of  meetings  somewhere  else.” 
The  41 -year-old  brand  (named  after  its  foun¬ 
der’s  40th  attempt  to  make  a  water- 
displacement  formula)  also  helps  get  plenty 
accomplished.  “Having  a  strong  brand  is 
wonderful,”  Freeman  says,  adding  that 
some  businesspeople  who  are  familiar  with 


brand  is,  after  all,  famous  for  getting  things 
unstuck,  including  an  infamous  Colorado 
burglar  who  figured  a  middle-of-the-night 
air  duct  break-in  would  be  easier  if  he  shed 
his  clothes.  Police  finally  extricated  the 
Mensa  applicant  after  drenching  him  liber¬ 
ally  with  WD-40. 

CIOs  have  long  considered  IT  a  business 
enabler.  But  when  it  comes  to  branding, 
Andersen  Consulting’s  Dull  says  technology 
now  functions  as  the  crucial  component  to 
building  a  lasting  and  well-known  name. 
“Technology  enables  you  to  create  distinc¬ 
tiveness  and  maintain  it  through  consistency. 
Some  companies  are  counting  on  more  and 
new  technology  to  replace  the  human  touch 
in  order  to  create  greater  consistency.  But  the 
best,  the  very  best,  are  using  technology  to 
enhance  the  human  touch.”  To  Hood,  Bell, 
Dumas  and  Freeman,  the  human  touch  is 
absolutely  essential.  After  all,  that’s  what  the 
best  stories  are  all  about.  QQ 


Stewart  L.  Deck  would  be  happy  to  hear  more  firey, 
sugary,  squeaky  and  locked-up  yarns.  Send  your 
most  colorful  to  sdeck@cio.com. 
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Meet  Cayenta.  Your  foray  into  eBusiness  can  be  exciting  and 
rewarding,  but  navigating  unfamiliar  territory  can  be  risky.  You've 
taken  your  business  this  far,  but  now  the  journey  gets  harder. 
Cayenta's  solutions  give  your  company  a  rock  solid  foundation  to 
help  build  profitability.  Whatever  resources  you  need— from  hosting 
solutions  to  interoperable  systems  networks  to  hands-on  consulting— 
Cayenta  is  there  to  guide  you  through  the  process. 

To  learn  more  about  Cayenta,  simply  go  to 
www.cayenta.com/TSP  or  call  1-888-771-1673. 
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Fulfilling  A  Vision 
for  Global 
E-Business:  BP 
and  WorldCom 


BP's  vision  is  clear:  it  intends  to  play  a  leading  role  in 
meeting  the  world's  growing  energy  needs  while  protecting 
the  environment  and  promoting  safety  around  the  globe. 
But  to  fulfill  its  vision,  the  company  realizes  that  it  must 
deliver  more  than  outstanding  human  resources  and  global 
organization.  BP  must  lead  the  way  in  developing  cutting- 
edge  technologies  that  will  help  it  reach  out  to  local  com¬ 
munities,  customers,  contractors,  partners,  governments  and 
employees. 


Making  900  IKON  Office  Solutions,  based  in  Malvern,  Penn.,  grew 
Offices  One  through  acquisition  in  the  mid-1990s  to  become  a  global 

leader  in  the  office  technology  market  with  more  than  900 
locations  today  in  the  U.S.,  Canada  and  Europe.  To  support 
the  company's  growth  and  enhance  delivery  of  its  products 
and  services,  IKON  turned  to  WorldCom  to  build  its  e-busi- 
ness  infrastructure  for  the  21st  century. 


For  full  story  visit: 

www.computerworld.com/worldcom 
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Solution  Center  will 
have  a  story  about  trans¬ 
forming  a  call  center 
into  a  Web-based  multi- 
media  contact  center. 

As  businesses  roll  out  a 
dizzying  array  of  ways 
for  communicating  with 
their  most  vital  assets  — 
customers  —  the  one¬ 
dimensional  call  center 
is  being  transformed  into 
a  Web-based  multimedia 
contact  center  that  can 
accommodate 
telephone  calls, 
Internet-generated 
leads,  e-mail  and  chat. 
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The  Internet  has  given  birth  to  a  new  generation.  A  generation  that  was  born  digital. 
A  generation  that’s  as  comfortable  with  bits  and  bytes  as  their  forefathers  were  with  pen 
and  paper.  A  generation  that  believes  technology  can  change  the  world. 

At  WorldComfM  we  understand  those  people  because  we  are  those  people.  We  get  a 
childlike  thrill  out  of  introducing  companies  to  the  wonders  of  global  hosting,  VPNs  and 
web-enabled  call  centers.  Which  means  we  get  to  turn  brick-and-mortar  businesses  into 
click-and-mortar  ones. 

It’s  a  whole  new  playground  out  there.  And  if  you  ask  us,  the  more,  the  merrier. 

For  more  details,  visit  us  at  www.wcom.com/generationd. 


generation  d 


WORLDCOM,. 


Security 


If  government  departments  that 
deal  with  national  secrets  have 
trouble  tracking  mobile  devices, 
is  there  hope  for  your  company? 


Dan  Coolidge  would  never  work  on  sensitive  documents 
in  public.  He  watches  his  laptop  so  closely  that  if  he  is 
detained  at  an  airport  security  checkpoint,  he’s  not  shy 
about  announcing  loudly  that  that’s  his  bag  on  the  con¬ 
veyor  belt.  And  he  encrypts  all  the  client-related  informa¬ 
tion  on  his  hard  drive.  “It’s  a  little  inconvenient,”  admits 
Coolidge,  an  attorney  at  Boston  law  firm  Fish  &  Richardson 
and  coauthor  of  A  Survival  Guide  for  Road  Warriors: 
Essentials  for  the  Mobile  Lawyer  (American  Bar 
Association,  1996).  “It  might  take  30  seconds  to  get  at  that 
file  instead  of  five  seconds,  but  I  sleep  nights.” 

Most  users  aren’t  so  vigilant.  In  the  past  year,  the  U.S.  State 


Department  and  Britain’s  intelligence  agency  both  hit  the 


headlines  with  embarrassing 
breaches  of  security  through 
simple  laptop  theft.  In  a  survey 
done  by  the  San  Francisco  FBI 
Computer  Intrusion  Squad  and 
the  Computer  Security  Institute, 


Reader  ROI 

►  Learn  how  to  protect 
your  mobile  devices 

►  Get  road  warriors  to  take 
security  seriously 

►  Deal  with  the  problems 
created  by  PDAs 
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Mike  Scoda,  system  g 
architect  of  field 
infrastructure  at 
Prudential  Insurance, 
says  encryption 
software  provides 
the  sturdiest  laptop 
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Security 


45  percent  of  respondents  reported  laptop  thefts  in  the  past 
year,  and  security  vendors  claim  that  as  many  as  one  in  every 
10  laptop  computers  is  stolen.  A  $1,000  laptop — a  significant 
loss  to  most  consumers  and  a  tidy  gain  for  the  thief — is  a  drop 
in  the  corporate  bucket  compared  with  the  loss  of  the  device’s 
information.  Not  only  is  it  inconvenient  to  try  to  rebuild  files, 
but  more  significant  losses  can  occur  if  someone  uses  the  device 
to  access  sales  contacts,  financial  records,  trade  secrets,  mili¬ 
tary  plans  or  even  just  salary  records.  One  former  systems  con¬ 
sultant  at  an  insurance  company  in  the  Northeast  recalls  that 
a  manager’s  laptop  computer  containing  all  his  staff’s  salary 
information  was  stolen  right  off  his  desk  in  the  middle  of  the 
day.  The  CIO,  beleaguered  by  the  challenges  of  a  recent  merger, 
never  found  out  whether  the  laptop  was  swiped  by  an  out¬ 
sider  or  an  internal  thief. 

Such  thefts  are  not  uncommon,  but  implementing  and 
enforcing  policies  that  protect  laptop  and  handheld  comput¬ 
ers  is  cumbersome  and  expensive.  “Executives  don’t  necessarily 
see  the  payback,”  says  Adam  Braunstein,  a  senior  research  ana¬ 
lyst  at  Westport,  Conn. -based  Robert  Frances  Group  (RFG). 
“Everything  is  always  ROI — implement  a  solution,  make  prod¬ 


ucts  faster,  make  more  revenue — versus  this,  which  is  prevent¬ 
ing  something  bad  that  may  not  have  happened  anyway.”  True, 
technology  chiefs  and  their  lieutenants  must  constantly  weigh 
risks  and  rewards.  “Fike  most  things  in  life,  once  you  have 
reached  a  certain  level  of  control,  to  make  it  to  99.9  percent 
secure,  the  cost  becomes  disproportionate  to  the  risk,”  says  Bud 
Albers,  CTO  of  Seattle-based  Getty  Images.  As  mobile  devices 
become  smaller  and  their  uses  bigger,  IS  executives  are  faced 
with  the  challenge  of  establishing  workable  policies  and  pro¬ 
cedures  that  protect  hardware,  data  and  network  connections 
that  may  be  out  of  their  physical  reach,  all  the  while  accounting 
for  the  really  tricky  part:  getting  free-wheeling  mobile  users  to 
follow  the  rules. 


booted  out  of  the  office 


It’s  no  secret  that  an  increasing  number  of 
employees  are  hitting  the  road.  The  mobile  computing 
market  in  the  United  States  is  expected  to  leap  from  7.1 
million  in  1998  to  12.7  million  in  2003,  according  to  market 
research  company  Dataquest,  a  division  of  Stamford,  Conn.- 
based  Gartner  Group.  Within  that  market  in  the  same  time 
frame,  the  number  of  handheld  computers  is  expected  to  triple, 
from  2.2  million  to  8.8  million.  Cahners  In-Stat  Group,  a  high- 
tech  market  research  company  based  in  Scottsdale,  Ariz.,  esti¬ 
mates  that  by  2004,  the  average  large  corporation  in  the  United 
States  will  support  about  153  remote  offices  and  660  telecom¬ 
muters,  and  more  than  29  million  wireless-enabled  workers. 

CIOs  already  fighting  to  keep  track  of  the  laptops  IS  has 
procured  must  now  also  monitor  high-tech  stocking  stuffers. 
Traditionally  seen  as  toys,  popular  versions  of  personal  dig¬ 
ital  assistants  (PDAs)  may  now  come  with  8MBps  of  mem¬ 
ory  and  pared-down  versions  of  PC  software.  Fooming 
ahead  are  smarter  cell  phones  that  will  make  the  mobile 
landscape  muddier. 

With  those  devices,  both  the  pocket  and  shoulder  kinds, 


“Once  you  have  reached  a 
certain  level  of  control,  to 
make  it  to  99.9  percent 
secure,  the  cost  becomes 
disproportionate  to  the  risk.” 

-BUD  ALBERS,  CTO  AT  GETTY  IMAGES 
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Is  your  ITorTelecom 
infrastructure  causing  you  pain? 


TEKsystems  brings  relief  fast. 


If  your  IT  orTelecom  infrastructure  is  causing  you  pain  and  stress,  there's  a  proven  way  to  get  the  help  you 
need  fast.  TEKsystems  is  the  recommended  relief  for  companies  everywhere.  Whether  your  problems  are 
in  strategic  staffing,  deployment,  consulting,  training  or  support  services, TEKsystems  can  help. 

Sixteen  thousand  times  a  day,  in  80  offices  around  the  world, TEKsystems  brings  needed  relief  by  matching 
the  industry’s  most  talented  IT  and  Telecom  professionals  to  each  company's  specific  requirements.  Our 
high  rate  of  success  is  due  to  "special  ingredients"  like  the  strong  and  valued  relationships  our  account 
managers  have  with  their  clients  and  to  "thingamajob.com",  our  proprietary  recruitment  hub  that's  fast 
becoming  the  Web  place  to  grow  and  advance  a  technical  professional's  career 

But  at  TEKsystems,  we  refuse  to  rest  on  our  laptops.  That's  why  we  have  our  own  technical  training  labs 
and  partner  with  companies  like  HP®,  Intel®  and  Remedy®.  Our  comprehensive  services  help  businesses 
run  their  IT  telecommunications  and  network  systems  keeping  your  team  ahead  of  the  curve. 

So  for  fast,  reliable  and  permanent  relief  from  your  worst  IT  orTelecom  headaches,  call  us  or  visit  our  Web 
site.  You’ll  get  the  relief  you  need.  Fast. 


Visit  us  at  COMDEX  Fail  2000  Nov.  13-17  Las  Vegas,  NV  Booth  #L50 1 9 


888.832.12  IS 


The  Hire  Authority  for  IT 
and  Communications  Services .SM 

www.teksystems.com 


HP®  is  a  registered  trademark  of  Hewlett-Packard  Company.  Intel®  is  a  registered  trademark  of  Intel  Corporation.  Remedy®  is  a  registered  trademark  of  Remedy®  Corporation. 


Security 


comes  an  attitude.  “The  whole  idea  of  a  mobile  device  involves 
freedom,  ease  of  use  and  fewer  restraints,  so  the  user  is  more 
empowered,”  says  J.  Dodge  McCord,  manager  of  telecommu¬ 
nications  and  business  continuity  consulting  services  with 
Atlanta-based  North  Highland  Co.  “Security  is  exactly  the 
opposite.”  An  effective  security  strategy  is  part  trust,  part  edu¬ 
cation  and  part  plain  old-fashioned  rules. 


setting  a  security  policy 


The  best  security  policies  must  begin  with 
company-provided  mobile  devices,  which  are  easier 
for  IS  departments  to  manage.  Laptops  have  been 
around  long  enough  that  most  companies  provide  them  or  at 
least  don’t  have  problems  persuading  users  to  relinquish  some 
control.  But  handheld  computers  are 
causing  some  companies  to  revisit  their 
policies.  The  Marmaxx  Group,  for  in¬ 
stance,  doesn’t  allow  employees  to  work 
on  handheld  computers  they  bring  from 
home,  although  the  Framingham,  Mass.- 
based  parent  company  of  T.J.  Maxx  and 
Marshalls  stores  is  testing  a  program  to 
give  non-Internet-ready  PDAs  to  senior 
management.  Mike  Coons,  a  project 
manager  at  the  information  center,  says 
that  at  Marmaxx,  Windows  NT  is  con¬ 
figured  so  that  users  without  appropriate 
network  access  simply  cannot  install  any 
software — like  that  needed  to  synchronize 
a  PDA  to  one  of  its  beefier  cousins — and 
he’s  confident  no  one’s  found  a  way  to 
sneak  the  devices  past  the  IS  department. 

If  a  company  allows  users  to  purchase 
their  own  PDAs,  however,  IT  should  at 
least  establish  a  short  list  of  supported 
models  and  standardize  the  way  they 
interface  with  the  network.  Mark 
Margevicius,  a  Cleveland-based  research 
analyst  at  Gartner,  recalls  one  incident 
where  a  student  hired  to  do  network 
administration  decided  to  synchronize 
the  address  book  on  his  PDA  with  the 
one  on  the  company  network  and 
replaced  the  e-mail  directory  with  his 
own,  affecting  thousands  of  users.  “Even 
if  you  can’t  control  the  device,  you  can 
control  how  it  accesses  your  data,”  says 


Margevicius,  adding  that  CIOs  may  also  require  users  to 
acknowledge  that  some  of  the  information  on  the  device 
belongs  to  the  company.  Synching  PDAs  through  the  network 
also  lets  IT  track  what  has  been  downloaded  where. 

A  statement  regarding  PDA  usage  can  be  incorporated 
into  existing  security  policies,  which  often  consist  of  com- 
monsense  advice  along  the  standard  lines — change  pass¬ 
words  often,  don’t  leave  them  on  sticky  notes  near  your  com¬ 
puter,  watch  your  laptop  while  going  through  airport  secu¬ 
rity,  remember  that  others  can  see  your  screen  if  you  use  your 
laptop  in  a  public  place.  The  policies  are  usually  given  to 
employees  who  have  just  received  a  mobile  device  or  to  new 
hires.  Users  may  be  required  to  sign  them  and  perhaps 
acknowledge  that  adherence  is  considered  during  evalua¬ 
tions.  As  RFG’s  Braunstein  points  out,  “The  organization  has 
the  right  to  say,  ‘This  is  your  device,  this  is  what  you  are 
allowed  to  access,  and  you  are  not  allowed  to  do  anything 


“The  more  secure  you  get,  the  more 
price  there  is  to  pay  at  both  ends: 
dollars  and  time.” 

-TERRY  MILHOLLAND,  CIO  AND  CTO  AT  EDS 
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rHong  Kong  Science  Park,  an  exclusive 

R&D  complex  in  the  hub  of  Asia 

Only  a  chosen  few  will  be  invited  to  set  up  their 
R&D  operation  in  Asia's  most  preferred  Science  Park. 

Hong  Kong  Science  Park  is  a  world-class  R&D  complex  strategically  located 
at  the  gateway  to  China.  Fully  funded  by  the  Hong  Kong  Special  Administrative 
Region  Government,  the  Science  Park  is  dedicated  to  the  advancement  of  high-tech 
businesses  in  Electronics,  IT,  Biotech  and  Precision  Engineering. 


Our  Senior  Directors  will  be  at  the  Las  Vegas  Comdex  from  November  13  to  15,  in 
Washington  DC  from  November  16  to  19,  and  in  the  New  York  area  from  November 
20  to  22,  2000.  To  find  out  more  about  the  Hong  Kong  Science  Park,  please  contact 
Daniel  Lam,  Director  of  Marketing,  via  email  at  danielam@hksciencepark.com. 

If  you  are  outside  these  areas,  please  call  our  general  information  line  at 
(852)  2629-1818,  or  visit  us  at 

www.hksciencepark.com. 


HongKong  If}# 

SciencePark 

where  innovation  breeds 
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No  company  can  have 
an  effective  security 
policy  without  the  end 
users’  support. 


else.  Failure  to  follow  this  will  result  in 
termination.’” 

Some  companies,  however,  are  look¬ 
ing  for  ways  to  make  security  awareness 
more  ongoing.  EDS,  a  Plano,  Texas- 
based  global  IT  services  provider — 
where  about  80  percent  of  the  company 
is  considered  mobile — is  in  the  process 
of  implementing  a  security  awareness 
course  that  all  employees  will  go 
through  each  year,  says  Terry 
Milholland,  CIO  and  CTO  at  EDS. 

Rather  than  having  the  information 
filed  away  in  an  employee  handbook, 

“you’ll  have  to  go  to  a  website  and 
acknowledge  the  fact  that  you’ve  read  the  material,” 
Milholland  says.  “It  gets  rid  of  the  argument  that  ‘no  one 
ever  told  me.’” 

The  main  challenge  for  CIOs,  however,  is  creating  an  envi¬ 
ronment  where  people  want  to  exercise  caution,  never  mind 
the  rules.  It’s  not  easy.  After  all,  even  Secretary  of  State 
Madeleine  Albright,  embarrassed  over  security  problems  in 
her  department,  including  the  disappearance  of  a  laptop  con¬ 
taining  sensitive  data,  had  to  lecture  her  staff  about  the  impor¬ 
tance  of  safeguarding  the  nation’s  secrets.  “We  cannot  and 
should  not  suggest  that  those  responsibilities  somehow  inter¬ 
fere  with  the  performance  of  our  jobs,”  she  told  employees  last 
May.  “Security  is  an  inherent,  inextricable  and  indispensable 
component  of  all  our  jobs.” 

Across  the  pond — where  last  March  a  British  spy  left  a  lap¬ 
top  with  top-secret  information  in  a  tapas  bar  and 
another  agent’s  laptop  was  snatched  in  a  London 
train  station — an  executive  at  BG  Group  echoes 
Albright’s  statement  about  security  awareness.  “It’s  a 
cultural  thing,”  says  Tom  O’Connor,  head  of  knowl¬ 
edge  management  systems  at  the  U.K.-based  energy 
company,  where  220  senior  executives  around  the 
world  have  been  issued  PDAs  to  supplement  their  lap¬ 
tops.  “We  tell  people,  ‘Treat  it  as  if  it’s  your  personal  piece  of 
property.  Look  after  it  as  if  it’s  your  wallet.’” 


Steve  Sommer,  CIO  at 


Hughes,  Hubbard  and  ! 


Reed,  relies  on  peer 

pressure  to  enforce 

# 

security  policies. 


steps  to  security 


STEVE  SOMMER,  CIO  AT  HUGHES,  HUBBARD  AND  REED, 
relies  on  a  combination  of  embarrassment  and  peer  pres¬ 
sure  to  keep  the  lawyers  at  his  New  York  City-based  firm 
in  check.  “If  somebody  doesn’t  comply  and  we’re  working  on 
a  confidential  policy,  then  that  person  can  ruin  the  whole  deal 
for  us,”  he  says,  and  nobody  wants  to  be  that  person.  On  the 
technology  side,  however,  common  sense  isn’t  enough. 
Especially  when  users  are  accessing  network  resources  remotely 
or  dealing  with  sensitive  material,  the  CIO  needs  to  address 
three  components  of  security:  the  hardware,  its  data  and  any 
network  connections.  Here  are  some  tips  for  better  security: 


keep  track  of  the  hardware 


Cable  locks  that  allow  users  to  tether  their  machines  to  a  desk 
or  the  furniture  in  a  hotel  room  have  been  used  for  years,  but 
some  companies  are  taking  physical  security  to  another  level. 
BG  Group,  for  instance,  marks  all  its  handheld  units  with 
a  chemical  coding  system  from  U.K. -based  SmartWater, 
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YOU  MANAGE 
YOUR  OPERATIONS. 


LET  INDUSASP 
HELP  MANAGE 
YOUR  ASSETS. 

Indus  International  has  specialized  in  Enterprise  Asset  Management  software  and  services  for  nearly  two 
decades.  We’ve  implemented  our  extensive  solutions  at  hundreds  of  asset-intensive  sites  around  the  world. 
Our  customers  benefit  from  organized,  efficient  ways  of  managing  their  equipment,  facilities  and  processes. 
Now,  the  powerful  Indus  Solution  Series  can  be  delivered  directly  to  you — anywhere,  anytime — using  a 
standard  web  browser.  Forget  obsolete  technology,  software  incompatibility,  and  hard  to  find  technical 
resources.  IndusASP,  hosted  in  world-class  data  centers,  reduces  your  up-front  costs  and  long-term  total 
cost  of  ownership.  Implementation  is  fester  and  service  levels  are  guaranteed.  Best  of  all,  you  can  return  to 
what  matters  most:  your  business. 

fB  dus  ASP 

hosted  world  class  EAM  solutions 


To  maximize  your  return  on  assets,  call:  800-35-lndus 

www.lndusasp.com 


Security 


secure  connections 

new  developments  in  security  technology 

EVERYONE  WHO  TALKS  ABOUT  SECURITY  POINTS  OUT  THAT  IT’S  A 

catch-22:  Effective  security  tends  to  be  hard  on  the  user,  which 
means  that  the  user  either  becomes  less  productive  or  tries  to  cir¬ 
cumvent  it,  and  that  means  the  security  is  no  longer  effective. 
Here’s  an  overview  of  some  offerings  that  don’t  rely  on  passwords: 

Smart  cards.  The  standard  form  of  authentication  is  something 
users  know,  like  a  password.  Administrators  can  add  another 
level  of  security  by  requiring  users  to  physically  have  something, 
such  as  a  smart  card — a  credit-card-size  device  that  can  contain 
identifying  information  and  a  decryption  key. 

Biometrics.  Although  biometrics  technology  is  still  in  its  infancy, 
lots  of  companies  are  optimistically  pushing  biometrics  wares, 
which  usually  identify  users  by  their  fingerprints  or  their  irises. 
For  instance,  Santa  Clara,  Calif.-based  Veridicom’s  (www.veridi 
com.com )  fingertip-size  chip  comes  installed  in  five  models  of  NEC 
laptops  being  sold  in  Japan;  U.S.  deals  are  in  the  works. 

Motion  detectors.  At  least  one  company  is  working  on  a  motion- 
detection  security  system  in  which  users  will  program  a  sequence 
of  moves — say,  lifting  the  left  side  30  degrees  and  then  the  back 
60  degrees — to  turn  the  alarm  on  or  off.  When  the  alarm  is  on, 
if  the  laptop  is  moved  out  of  a  selected  range,  this  product  from 
Cambridge,  Mass. -based  Caveo  Technology  will  work  with 
encryption  software  to  lock  the  machine  until  a  16-digit  code  is 
entered.  -S.  Scalet 


O’Connor  says.  This  forensic  coding  fluid,  when  dabbed  onto  a 
device,  dries  to  leave  an  ultraviolet  marking  akin  to  DNA. 

Other  companies  are  taking  an  approach  similar  to  the 
Lojack  system,  in  which  a  hidden  transmitter  allows  police  to 
track  down  a  stolen  automobile.  Because  laptop  thefts  had 
become  3  Corn’s  largest  property  theft  worldwide,  for  the  past 
two  and  a  half  years,  the  Santa  Clara,  Calif.-based  network¬ 
ing  company  has  been  installing  tracking  software  on  every 
new  laptop,  says  Brad  Minnis,  manager  of  security  operations. 
Absolute  Software’s  CompuTrace  lets  administrators  monitor  a 
laptop’s  physical  location  whenever  and  however  its  user  con¬ 
nects  to  the  Internet.  If  the  device  is  reported  stolen,  Absolute 
works  with  local  law  enforcement  agencies  to  track  down  the 
device.  Users  may  not  even  be  aware  of  the  software,  which  is 
designed  to  survive  a  reformat  of  the  hard  drive.  In  addition, 
each  3Com  laptop  is  issued  with  a  cable  lock,  and  the  company 
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makes  individual  departments  pay  for  replacement  units. 
“There’s  a  real  monetary  incentive  for  departments  to  take 
care  of  their  assets,”  Minnis  says. 


enforce  password  usage 


Keeping  track  of  the  hardware  is  the  first  priority  but  not  the 
only  one.  Protection  of  the  data  on  a  hard  drive  starts  with  a 
BIOS  password  and  good  password  habits.  That’s  easier  said 
than  done,  of  course.  Everyone  knows  that  the  longer  and  more 
unique  a  password  is,  and  the  more  often  it’s  changed,  the  more 
cumbersome  it  becomes.  “It  will  slow  users  down,”  EDS’s 
Milholland  says.  “The  more  secure  you  get,  the  more  there  is 
to  pay  at  both  ends:  dollars  and  time.”  Besides,  anything  that 
requires  a  password  means  more  calls  to  the  service  line. 
Already,  Milholland  notes  that  the  biggest  percentage  of  calls 
to  help  desks  involve  password  resets  for  all  kinds  of  devices. 

Assuming  that  users  won’t  bother  with  passwords  unless  they 
have  to,  some  IS  departments  set  up  systems  so  that  passwords 
must  be  changed  at  specific  intervals  or  network  passwords  can¬ 
not  be  saved  on  the  machine — never  mind  the  service  calls. 
Some  places  combine  these  procedures  with  physical  spot 
checks  for  password  cheat  sheets  taped  to  computers. 


use  encryption 


The  only  way  to  truly  keep  data  safe  is  with  a  sturdy  encryp¬ 
tion  program,  although  many  companies  don’t  see  the  need  for 
such  a  strict  system.  According  to  Ken  Dulaney,  the  San  Jose, 
Calif.-based  vice  president  of  mobile  computing  at  Gartner, 
“You’d  better  be  dealing  in  nuclear  secrets”  before  implement¬ 
ing  companywide  encryption.  He  says  that  even  on-the-fly 
encryption  programs — which  automatically  decrypt  and 
encrypt  documents  as  users  open  and  close  them — slow  users 
down  and  are  often  seen  as  too  intrusive. 

The  Prudential  Insurance  Co.  of  America,  based  in  Newark, 
N.J.,  however,  decided  to  install  encryption  software  on  each 
of  the  13,000  laptops  that  have  been  issued  to  its  agents  and 
field  support  staff  during  the  past  three  years.  Meanwhile,  when 
users  dial  in  to  check  e-mail,  access  customer  information  or 
download  forms,  laptop  management  software  can  see  what 
they’re  doing  and  even  take  control  of  the  machine  to  do 
upgrades,  for  instance,  or  check  for  unauthorized  software. 
Mike  Scoda,  systems  architect  of  field  infrastructure,  has  a 
sunny  take  on  getting  users  at  the  insurance  giant  to  comply 
with  security  policies.  He  says  his  team  had  no  trouble  con¬ 
vincing  people  to  follow  security  precautions  because  employees 
want  to  protect  customer  information.  Besides,  he  says,  “you 
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Sprint  IONSM  simplifies  your  network  by  uniting  voice,  video,  data,  and  high-speed  Internet. 
Try  it  for  four  months.  Plus,  you  could  save  your  company  up  to  $250,000. 


It's  breakthrough  technology,  at  extraordinary  savings.  Sprint  ION,  Integrated  On-Demand  Network,  is 
true  convergence,  delivering  broadband  power  and  flexibility  that  can  dramatically  simplify  the  way  you  do 
business.  Sprint  ION  can  improve  productivity,  control  costs,  and  help  you  communicate  more  effectively 
than  ever.  Now  you  can  take  advantage  of  all  this  for  up  to  two  months  free.  That  could  save  you  up  to 
$250,000.  Sprint  ION.  It's  an  opportunity  that  can  take  your  business  as  far  as  you  want  it  to  go. 


•  Get  Sprint  ION  free  for  up  to  two 
months  (up  to  a  $250,000  total  credit).* 

•  Try  Sprint  ION  for  four  months,  and  if 
you  are  not  satisfied.  Sprint  will  pay 
hardware,  software,  and  installation 
costs  to  switch  you  back.** 


Let's  make  contact: 

Call  1  877  604-1843,  ext.  225,  now  to  start  saving,  or  visit  www.sprint.com/tryion25 


The  point  of  contact" 


•The  following  qualification  criteria  and  restrictions  apply.  First  month  of  credit  must  be  used  during  the  first  four  months.  The  second  month  of  credit  can  be  used  anytime  after  the  end  of  the  fourth  month. 
Total  credit  for  the  two  free  months  of  service  not  to  exceed  $250,000.  New  Sprint  ION  prospects  only;  two  or  more  sites  with  NxTI  access  or  above;  $25,000  MRC,  minimum  two-year  contract 
The  four-month  trial  begins  on  the  day  Sprint  begins  billing  the  customer  for  service.  Offer  expires  12/31/00  * ’Certain  restrictions  apply.  Switching  costs  are  capped  at  10%  of  estimated  first-year  contract 
revenue;  applies  to  previous  carrier  only  and  replacement  of  previous  or  comparable  hardware/software.  Copyright  ©  Sprint  2000.  All  rights  reserved 


Security 


can’t  get  into  the  laptop  unless  you  have  the  proper 
password.  That  really  self-enforced  the  whole  envi¬ 
ronment.”  The  downside?  If  an  agent  forgets  the 
password,  the  laptop  is  useless  until  he  contacts  the 
help  desk  to  get  one-time  codes  generated  based  on 
the  machine’s  serial  number.  Scoda  is  mum  on  how 
much  time  the  help  desk  spends  doling  them  out. 


synchronize  often 


Bruce  Benham,  CTO  of 
JRe/JVJgx  International, 
believes  that  the  key  to 
preventing  data  loss  is 
to  minimize  the  data 
stored  on  the  laptop. 


Another  approach  to  preventing  data  loss  is  to 
minimize  the  data  stored  on  the  machine,  which 
has  the  added  benefit  of  ensuring  that  if  a  user 
loses  the  unit,  all  of  his  work  won’t  be  gone,  too. 

At  Greenwood  Village,  Colo. -based  Re/Max 
International,  for  instance,  the  key  information 
on  a  user’s  hard  drive  regarding  communications 
with  prospects  is  automatically  synchronized  each 
time  the  user  checks  e-mail,  says  Bruce  Benham, 

CTO  of  the  real  estate  franchise,  which  has  more 

than  62,000  sales  associates  in  34  countries.  If 

there’s  an  update  to  information  on  the  network  end,  the  server 

takes  care  of  that,  too;  the  synch  usually  takes  less  than  five 

minutes.  Benham  says  salespeople  don’t  usually  complain 

about  this  synch  time  because  they  no  longer  have  to  compile 

separate  reports  about  their  field  activity. 
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to  Getty;  all  the  network  traffic  will  pass  through  one  or  two 
secure  connections. 


threshold  of  pain 


5 


establish  secure  connections 


Unfortunately,  minimizing  the  data  saved  on  a  hard  drive  and 
relying  instead  on  the  network  has  its  own  problems.  Tying 
users  to  a  telephone  line  can  seriously  hamper  productivity,  and 
the  more  resources  that  valid  users  can  access  remotely,  the 
greater  the  potential  risks.  Companies  that  want  to  control  costs 
and  simplify  international  network  access  are  increasingly  mov¬ 
ing  away  from  dial-in  modem  pools  and  looking  to  virtual  pri¬ 
vate  networks  (VPNs) — although  what  that  actually  means 
varies  greatly. 

Getty  Images,  a  visual  content  provider,  is  moving  core  cor¬ 
porate  data  off  workstations  and  implementing  a  network¬ 
centric,  server-based  computer  model,  with  remote  access 
strictly  controlled  by  the  VPN.  CTO  Albers  says  that  right 
now,  the  company  has  a  handful  of  ways  mobile  users  are  dial¬ 
ing  in — a  result  of  the  25  companies  Getty  has  acquired  in 
the  past  five  years.  With  the  new  system,  each  user  will  be 
able  to  dial  in  to  a  service  provider  that  has  thousands  of 
access  points  in  dozens  of  countries.  From  within  the  vendor’s 
network,  authenticated  users  will  get  a  private  encrypted  line 


The  level  of  security  required  for  mobile 
users  really  depends  on  the  company  and  the  users. 
CIOs  must  achieve  a  balance  between  the  amount 
of  security  a  company  needs  and  the  time  it  takes  a  user  to  get 
through  that  security.  “There  is  this  real  balance  of  protecting 
the  data  so  much  that  it’s  not  easy  for  the  users  to  make  use 
of  it,”  BG  Group’s  O’Connor  says.  “That’s  a  real  issue  for  cor¬ 
porate  organizations.”  Gartner’s  Margevicius  calls  this  the 
threshold  of  pain,  or  of  inconvenience. 

Executives  may  need  to  use  encryption  software,  while  other 
employees  may  not  even  need  network  access  from  their 
devices.  Everyone  needs  to  be  reminded — gently  but  firmly — 
that  no  company  can  have  an  effective  security  policy  without 
the  end  users’  support.  “You  can’t  eliminate  the  social  prob¬ 
lems  related  with  security,”  says  Frank  Prince,  senior  analyst 
of  e-business  infrastructure  at  Forrester  Research  in  Cambridge, 
Mass.  “You  can  only  make  a  decision  about  how  important 
security  is  and  try  to  enforce  it  as  best  as  you  can.”  BE] 


When  was  the  last  time  you  changed  the  password  on  your  laptop?  E- 
mail  Staff  Writer  Sarah  D.  Scalet  at  sscatet@cio.com. 
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Copyright  2000.  The  Profit  Recovery  Group  International,  Inc.  All  rights  reserved 


Prevention  is  the  key  to  not  getting  burned. 
The  company  you  hire  to  protect  your 
bottom  line  must  know  that.  We  are  that 
company.  We  are  PRG,  your  single  source 
for  recovery  services,  expense  containment 
and  knowledge  application.  We  help  to  spot 
inaccuracies  before  they  become  headaches. 
We  also  improve  your  existing  processes  with 
a  suite  of  services  that  includes  logistics, 
tax,  communications  and  payables.  At  PRG, 
everything  we  do  is  designed  to  produce 
more  profits  and  keep  your  operations 
under  control.  Log  on  to  www.prgx.com 
or  call  866.284.4096  for  more  information. 


Answers  beyond  the  numbers 7 


Recovery  Services 


Expense  Containment 


Knowledge  Application 


Don’t  Learn 
The  Hard  Way 


What  some  companies  call  e-learning  simply  isn't.  Flat  graphics.  Stale  presentations.  Recycled  text.  They're  hardly  easy. 
KnowledgeNet  has  harnessed  the  power  of  the  Internet  to  create  an  e-learning  experience  that's  unique,  engaging, 
and  memorable.  As  a  Cisco®  and  Microsoft®  certified  learning  partner,  we  offer  both  live,  instructor-led  and  interactive, 
self-paced  courseware  with  rich  multimedia,  interactive  animations,  and  strong  instructional  design.  The  result:  increased 
retention,  higher  pass  rates  and  more  value  for  your  training  dollar.  Sure,  you  can  learn  the  hard  way.  But  why  would  you? 
With  KnowledgeNet  you  www.  DontLearnTheHardWay. com  |  1-B77-688-3734 


KndwledgeNet* 

Now  You  Know" 


C2000  KnowledgeNet.com.  Inc.  All  Rights  Reserved.  KNOWLEDGENET  is  a  registered  trademark;  and  the  K  DESIGN  and  NOW  YOU  KNOW  are  trademarks  of  KnowledgeNet.com.  Inc.  All  other  trademarks  or  registered  trademarks  are  the  property  of  their  respective  companies. 


Web  Business 


Masters  of  the  New  Economy 


MASTERS 


the  1 

New 

Words  of  wisdom  and  warning  from 
the  1 0  top  pundits  on  how  businesses 
can  thrive  in  the  new  economy 

BY  EMELIE  RUTHERFORD 

EC  ONOMY 


Whether  they  like  it  or  not,  its  incumbent  on  aos 

to  help  lead  their  businesses  through  the  purple  haze  of  the  new  economy. 
Heaven  knows  there  are  lots  of  guides  for  hire  and  hundreds  of  assorted  gurus 
with  opinions  on  e-business  innovation,  marketing,  business  model  disruption 
and  more.  We’ve  tried  to  simplify  things  by  assembling  a  guide  to  the  most 
well-known  and  pedigreed  pundits  and  asking  them  for  some  quick-hit  advice, 
plus  pointers  for  more  in-depth  investigation. 

These  and  other  luminaries  are  available  for  your  perusal  on  CIO  sister  magazine  Darwin's  website  www.darwinmag.com/learn/gurus. 
Additional  research  by  Web  Writer  Jon  Surmacz. 
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Web  Business 


Masters  of  the  New  Economy 


Thomas  H. 

Davenport 

Knowledge  management, 
e-commerce,  reengineering  and 
enterprise  systems 


Claim  to  Fame 

Davenport  has  written  two  best-selling 
books  and  many  articles  on  reengineering 
and  knowledge  management.  He  is  often 
one  of  the  earliest  pundits  to  write  and 
speak  about  hot  IT-oriented  topics,  such 
as  reengineering  and  the  role  of  the  chief 
knowledge  officer.  He  started  two  think 
tanks  at  major  consulting  companies  and 
is  a  prolific  writer  and  university  lecturer. 

Words  of  Wisdom  for  Today’s 
Business  Executives 

“The  most  valuable  resource  in  the  new 
economy  is  neither  technology  nor 
information,  but  rather  human  attention. 
Managers  and  professionals  of  all  types 
should  be  thinking  about  how  their  own 
attention  is  best  allocated  and  how  to 
capture  the  attention  of  their  colleagues, 
their  customers  and  their  business  part¬ 
ners.  The  key  markets  in  the  future  will 
be  those  in  which  attention  is  bought 
and  sold.  It’s  an  attention  economy,  and 
those  who  succeed  in  it  will  be  those 
who  know  how  to  manage  attention." 

Q&A 

What  are  some  common  misconcep¬ 
tions  about  e-business? 

Davenport:  By  far,  the  most  common 
misconception  is  that  success  at  some 
IT-related  business  objective  can  be 
achieved  through  the  use  of  IT  alone. 
Instead,  success  almost  always  derives 
from  the  human  aspects  of  an  initiative. 


What  is  the  biggest  change  the  Internet 
has  brought  to  business? 

The  Internet  has  been  astounding  in  the 
breadth  of  the  business  change  it  has 
wrought.  Almost  every  business  transac¬ 
tion  can  now  be  done  in  part  over  the 
Internet.  We've  recently  learned,  however, 
that  the  depth  of  change  is  less  than 
anticipated.  Only  a  few  industries  have 
been  transformed  by  the  Internet,  and 
the  volume  of  business  is  slow  to  take 
off.  It’s  not  frictionless  commerce,  but  it 
is  still  amazing. 


Curriculum  Vitae 

■  Directs  the  Andersen  Consulting 
Institute  for  Strategic  Change 

■  Teaches  management  and  IT  at 
Babson  College,  where  he  is  a 
distinguished  scholar  in  residence 

■  Teaches  management  and  IT  at 
Dartmouth  College’s  Tuck  School 
of  Business 

■  Member  of  CIO’s  editorial  advisory 
board 

■  Writes  the  “Davenport  On...”  column 
for  CIO 

■  Writes  the  “Higher  Order”  column 
for  Darwin 

■  Wrote  articles  for  Harvard  Business 
Review  and  Sloan  Management  Review 

■  Taught  at  Boston  University,  Harvard 
Business  School,  the  University  of 
Chicago  and  the  University  of  Texas 
at  Austin 

■  Served  as  a  partner  and  director  of 
research  at  Ernst  &  Young’s  Center  for 
Information  Technology  and  Strategy 

■  Directed  IT  research  at  McKinsey  & 

Co.  and  at  CSC  Index 

Books 

The  Attention  Economy,  coauthored 
with  John  Beck  (Harvard  Business 
School  Press,  2001) 

Mission  Critical:  Realizing  the  Promise 
of  Enterprise  Systems  (Harvard 
Business  School  Press,  2000) 

Working  Knowledge:  How  Organizations 
Manage  What  They  Know,  coauthored 
with  Laurence  Prusak  (Harvard 
Business  School  Press,  1998) 
Information  Ecology:  Mastering 
the  Information  and  Knowledge 
Environment  (Oxford  University 
Press,  1997) 

Contact 

For  speaking  arrangements,  contact 
Leading  Thoughts  at  781 235-4895  or 
leadingthoughts@aol.com.  For  consult¬ 
ing,  contact  Davenport  at  617  454-8201. 
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264  Mortgage  Loan  Default  Status 

265  Real  Estate  Title  Insurance  Services  Order 

266  Mortgage  or  Property  Record 
Change  Notification 

267  Individual  Life,  Annuity  and 
Disability  Application 

268  Annuity  Activity 

270  Eligibility,  Coverage  or  Benefit  Inquiry 

271  Eligibility,  Coverage  or 
Benefit  Information 

272  Property  and  Casualty  Loss  Notification 

273  Insurance/Annuity  Application  Status 

274  Healthcare  Provider  Information 

275  Patient  Information 

276  Health  Care  Claim  Status  Request 

277  Health  Care  Claim  Status  Notification 

278  Health  Care  Services  Review  Information 
280  Voter  Registration  Information 

283  Tax  or  Fee  Exemption  Certification 

284  Commercial  Vehicle  Safety  Reports 

285  Commercial  Vehicle  Safety  and 
Credentials  Information  Exchange 

286  Commercial  Vehicle  Credentials 

288  Wage  Determination  ,  ,£jgjggHtt 

290  Cooperative  Advertising  Agreements 
{Booking  Request}  (Ocean) 
(Ocean! 


ippmg  ms 
309  Customs  Manifest 


451  Railroad  Event  Report 

452  Railroad  Problem  Log  Inquiry  or  Advice 

453  Railroad  Service  Commitment  Advice 

455  Railroad  Parameter  Trace  Registration 

456  Railroad  Equipment  Inquiry  or  Advice 
460  Railroad  Price  Distribution  Request 

or  Response 
463  Rail  Rate  Reply 
466  Rate  Request 
468  Rate  Docket  Journal  Log 
470  Railroad  Clearance 
475  Rail  Route  File  Maintenance 

485  Ratemaking  Action 

486  Rate  Docket  Expiration 
490  Rate  Group  Definition 
492  Miscellaneous  Rates 
494  Rail  Scale  Rates 

500  Medical  Event  Reporting 

501  Vendor  Performance  Review 
503  Pricing  History 

517  Material  Obligation  Validation 
521  Income  or  Asset  Offset 
527  Material  Oue-(n  and  Receipt 

540  Notice  of  Employment  iStatus 


568  Contract  Payment  Management  Report 


iI«K(=l 


.  SECURE 


849  Response  to  Product  Transfer 
Account  Adjustment 

850  Purchase  Order 

851  Asset  Schedule 

852  ProducHyPOWy  Data 

853  Routing  and  Carrier  Instruction 

854  Shipment  Delivery  Discrepancy 

858  Shipment  Information 

859  Freight  Invoice 

860  Purchase  Order  Change  Request  - 
Buyer  Initiated 

861  Receiving  Advice/Acceptanjje  Certificate 

862  Shipping  Schedple^;.;^:?:-''' 

863  Report  of  Test  Results 

864  Text  Message 

865  Purchase  Order  Change 
Acknowledgment/Request  - 

866  Production  Sequence 

867  Product  Transfer  and  Resale  Report  . 

868  Electronic  Form  Structure 

869  Order  Status  inquiry 

870  Order  Status  Report 

871  Component  Parts  Content 

872  Residential  Mortgage  Insurance 
Application 

875  Grocery  Products  Purchase  Order 

876  Grocery  Products  Purchase  Order  Change 

877  Manufacturer  Coupon  Family 
Code  Structure 


AUTHOR  Authorization  message 
balanc  Bdrancrrrmsage 
BANSTA  Banking  status  message 
BAPLIE  Bayplan/stowage  plan  occupied 
and  empty  locations  message 
BAPLTE  Bayplan/stowage  plan  total 

BMISRM  Bulk  marine  inspection  summary 

B0PCUS  Balance  of  payment  customer 
transaction  report  message 
BOPDIR  Direct  balance  of  payment 
declaration  message 
BOP1NF  Balance  of  payment. 

from  customer  messj||^HHUN 
BUSCRD  Business  credit  report  message 
CAL1NF  Vessel  call  information  message 
CASINT  Request  for  legal  administration 
action  in  civil  proc 
CASRES  Legal  admin.slrati  , 


CNTCND  Contractual  conditions  message 

COACSU  Commercial  account  summary 
message 

COARRI  Container  discharge/loading 
report  message 

CODECO  Container  gate-in/gate-out 
report  message 

CODENO  Permit  expiration/clearance  ready 
notice  message 


RECT  MATERIAL  TRANSACTIONS 


OVER  THE  INTERNET.  @ 

DON’T  COMPROMISE  YOUR  DIRECT  MATERIALS 
PROCUREMENT.  WE’VE  DONE  THE  WORK  FOR  YOU... 
LEVERAGE  IT.  WWW.XmlS.COfTl  1.877.965.9657 


310  Freight  Receipt  and  invoice  (Ocean) 

311  Canadian  Customs  Information 

312  Arrival  Notice  iOcean) 

313  Shipment  Status  Inquiry  (Ocean) 

315  Status  Details  (Ocean) 

317  Deiivery/Pickup  Order 
319  Terminal  Information 

322  Terminal  Operations  and  Intermodat 
Ramp  Activity 

323  Vessel  Schedule  and  Itinerary  (Ocean) 

324  Vessel  Stow  Plan  (Ocean) 

325  Consolidation  of  Goods  in  Container 

326  Consignment  Summary  List 
350  Customs  Status  Information 

352  U.S.  Customs  Carrier 
General  Order  Status 

353  Customs  Events  Advisory  Details 

354  U.S,  Customs  Automated  Manifest 

355  U.S.  Customs.jfefeptafice/Rejection 

356  U.S.  Customs  pfer&itto  ^jpflsfer  Request 

357  U.S.  Cus  ~ 

358  Custom 

361  Carrier 

362  Cargo 
404  Rail  C 
410  Rail  C 
414  Rail  Cal 

417  Rail  Ca 

418  Rail  Adv 

434  Railroad 

435  Standard 
Code  Master 

.436  Locomotiv^lnformation 
437  Railroad  Junctions  and 
Interchanges  Activity 
440  Shipment  Weights 


601  U.S.  Customs  Export 
Shipment  Information 

602  Transportation  Services  Tender 
620  Excavation  Communication 
625  Weil  information 

650  Maintenance  Service  Order 
715  Intermodat  Grou^Loading  Plan 

805  Contract  Prftingjroposal 

806  Project  5cheduleReporting 

810  Invoice 

811  Consolidated  Service  Invoice/Statement 

812  Credit/Debit  Adjustment 

813  Electronic  Filing  of  Tax  Return  Data 

814  General  Request,  Response  or 
Confirmation 

815  Cryptographic  Service  Message 

816  Organizational  Relationships 

818  Commission  Sales  Report 

819  Operating  Expense  Statement 

820  Payment  Order/Remittance  Advice 

821  Financial  Information  Reporting 

822  Account  Analysis 

823  Lockbox 

824  Application  Advice 

826  Tax  information  Exchange 
7  Financial  Return  Notice 
Debit  Authorization 
Payment  Cancellation  Request 
tanning  Schedule  with 
Release  Capability 
Application  Control  Totals 
Price/Sales  Catalog 
Mortgage  Credit  Report  Order 
Benefit  Enrollment  and  Maintenan^ipg 

846  Inventory  Inquiry/Advice 

847  Material  Claim 

848  Material  Safety  Data  Sheet  J 


878  Product  Autboriz^|gp/De-authorization 

879  Price  Information 

880  Grocery  Products  Invoice 

881  Manufacturer  Coupon  Redemption  Detail 


882  Direct  S 
Informa 

883  Market 

884  Market 

885  Retail  A 


Summary 

Fund  Allocation 
Fund  Settlement 
cteristics 


886  Customer  Call  Reporting 

887  Coupon  Notification 

888  Item  Maintenance 

889  Promotion  Announcement 
891  Deduction  Research  Report 

893  Item  Information  Request 

894  Delivery/Return  Base  Record 

895  Delivery/Return  Acknowledgment  or 
Adjustment 

896  Product  Dimension  Maintenance 
920  Loss  or  Damage  Claim  - 

General  Commodities 

924  Loss  or  Damage  Claim  -  Motor  Vehicle 

925  Claim  Tracer 

926  Claim  Status  Report  and  Tracer  Reply 
928  Automotive  Inspection  Detail 

940  Warehouse  Shipping  Order 

943  Warehouse  Stock  Transfer 
Shipment  Advice 

944  Warehouse  Stock  Transfer  Receipt  Advice 

945  Warehouse  Shipping  Advice 

947  Warehouse  Inventory  Adjustment  Advice 
980  Functional  Group  Totals 
990  Response  to  a  Load  Tender 
993  Secured  Receipt  or  Acknowledgment 
996  Fite  Transfer 

IHfe  997  Functional  Acknowledgment 
998  Set  Cancellation 


COEDOR 

COHAOR 

COLREQ 

COMDiS 

CONAPW 

CONDPV 

CONDRA 

CONDRO 

CONEST 

CONITT 

CONPVA 

CONGVA 

CONRPW 

CONTEN 

CONWQD 

COPARN 

COPAYM 

COPINO 

COPRAR 

COREOR 

COSTCO 

COSTOR 

CREADV 

CREEXT 

CREMUL 

CU5CAR 

CUSDEC 

CUSEXP 

CUSPED 

CUSREP 

CUSRES 

DEBADV 

DEBMUL 

DEBREC 

DELFOR 

DELJIT 

DESADV 

DESTIM 

DGRECA 


Container  stock  report  message 
Container  special  handling 
order  message 
Request  for  a  documentary 
collection  message 
Commercial  dispute  message 
Advice  on  pending  works  messag 
Direct  payment  valuation  messag 


invitation  to  tender  message 
Payment  valuation  message 
Quantity  valuation  message 
Response  of  pending 
works  message 
Tender  message 

Work  item  quantity  determination 
message 

Container  announcement  message 
Contributions  for  payment 
Container  pre-notification  message 
Container  discharge/toading 
order  message 

Container  release  order  message 
Container  stuffing/stripping 
confirmation  message 
Container  stuffing/stripping 
order  message 
Credit  advice  message 
Extended  credit  advice  message 
Multiple  credit  advice  message 
Customs  cargo  report  message 
Customs  declaration  message 
Customs  express  consignment 
declaration  message 
Periodic  customs 
declaration  message 
Customs  conveyance 
report  message 
Customs  response  message 
Debit  advice  message 
Multiple  debit  advice  message 
Debts  recovery  message 
Delivery  schedule  message 
Delivery  just  in  time  message 
Despatch  advice  message 
Equipment  damage  and 
repair  estimate  message 
Dangerous  goods  recapitulation 
message 


*'j  xmLSolutions 


3000  business  documents  5  leading  XML  dialects 
•  10  international  languages 

Get  it.  www.xmls.com/directmaterials2 


Web  Business 


Masters  of  the  New  Economy 


Esther 

Dyson 

E-business  and  innovation 


Claim  to  Fame 

Dyson  plays  a  role  in  the  governance 
and  development  of  businesses  on  the 
Web  and  is  widely  recognized  for  her 
leadership  role  at  the  Internet 
Corporation  for  Assigned  Names  and 
Numbers  (ICANN).  She  served  as  a 
member  of  the  U.S.  National 
Information  Infrastructure  Advisory 
Council  and  is  commonly  called  on  as 
an  Internet  expert. 

Words  of  Wisdom  for  Today’s  Business 
Executives 

"A  domain  name  is  not  going  to  ensure 
your  future.  It  is  an  asset  that  you  can 
possibly  sell,  but  business  is  about 
leveraging  assets,  using  people  and 
building  something.  Issues  of  identity, 
issues  of  free  speech  are  all  very  impor¬ 
tant  and  very  interesting.  But  in  the  end, 
being  successful  in  business  depends 
on  being  successful  in  business,  not 
your  name." 

Q&A 

What  are  some  common  misconcep¬ 
tions  about  e-business  and  innovation? 

Dyson:  That  it’s  about  technology. 

Who  is  the  most  influential  person  in 
the  new  economy? 

No  single  person;  that’s  the  point.  It's  a 
much  more  bottom  up  world  than  it 
used  to  be.  That  doesn’t  mean  that 
Time-Warner  doesn’t  matter.  But  at  the 
same  time,  various  people  get  huge 
amounts  of  press.  If  you  look  at  a  guy 
surfing,  he’s  visible,  but  if  he  doesn’t 


catch  the  wave  right,  he  disappears. 

I  would  say  the  new  economy  is  like  the 
wave.  Famous  people  like  Bill  Gates, 
whoever,  caught  the  wave.  But  if  they 
hadn’t,  the  wave  would  have  gone  on 
without  them  and  somebody  else  would 
have  caught  it.  They  have  all  filled  the 
slot  that  was  waiting  for  somebody. 

What  is  the  biggest  change  the  Internet 
has  brought  to  business? 

The  change  in  the  balance  of  power  has 
shifted  to  consumers.  But  individuals  are 
producers  as  well.  It  used  to  be  that  in 
order  to  be  an  effective  producer,  you  had 
to  be  part  of  a  big  institution.  Now,  any¬ 
body  with  a  PC  can  be  extraordinarily 
productive.  That  doesn’t  mean  that  every¬ 
one  with  a  PC  can  be  Rupert  Murdoch, 
but  it  does  mean  that  it’s  a  flatter  mar¬ 
ketplace,  so  you  can  find  your  market. 

Curriculum  Vitae 

■  ICANN  chairman 

■  Chair  of  EDventure  Holdings,  a  com¬ 
pany  that  invests  in  emerging  IT  com¬ 
panies  around  the  world 

■  Publisher  of  Release  1.0,  a  monthly 


computer  industry  newsletter 

■  Sponsor  of  the  PC  Forum  conference 
and  EDventure’s  High-Tech  Forum  in 
Europe 

■  Board  member  of  numerous  compa¬ 
nies,  including  WPP  Group, 
Uproar.com,  Newspaperdirect, 
GreaterTalent.com,  Souceree, 
Trustworks,  CV-Online,  Rambler 
Group,  IBS  and  Medicalogic/ 
Medscape 

■  Former  chair  of  the  Electronic  Frontier 
Foundation 

■  Wrote  for  Harvard  Business  Review, 
The  New  York  Times,  The  New  York 
Times  Magazine,  Wired  magazine, 
Forbes  and  Transition 

Books 

Release  2.1:  A  Design  for  Living  in  the 

Digital  Age  (Broadway  Books,  1998) 

Release  2.0:  A  Design  for  Living  in  the 

Digital  Age  (Broadway  Books,  1997) 

Contact 

For  speaking  arrangements,  contact 

Dyson’s  assistant,  Irene  Lawrence,  at 

212  924-8800. 
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Are  you  taking  chances  with  your  Web  hosting  provider? 


eds.com 


When  it  comes  to  business  on  the  Web,  you  don't  want  a  hosting  service  that's  into  generating  random 
answers.  At  EDS,  well  give  you  solid  solutions  to  your  Web  hosting  questions.  And  well  give  you  a  lot  more, 
like  state-of-the-art  security,  scalability  and  quality  management  centers.  It's  something  you’d  expect  from 
someone  who’s  been  in  the  business  for  over  30  years.  And  with  a  99.95%  uptime,  your  users  will  never  be 
left  searching  for  answers.  For  your  personalized  Web  hosting  outlook,  please  call  800-566-9337  or  visit  eds.com. 


Web  Business 


Masters  of  the  New  Economy 


Geoffrey  A. 

Moore 

Developing  high-tech 
markets  and  strategies 


Claim  to  Fame 

As  a  consultant,  Moore  has  helped 
Fortune  500  companies  learn  the 
advantages  of  new,  disruptive  technolo¬ 
gies.  His  best-selling  books  are  required 
reading  at  leading  business  schools, 
including  Stanford,  MIT  and  Harvard. 

Words  of  Wisdom  for  Today’s  Business 
Executives 

"In  an  era  of  dramatic  change,  the  key  cur¬ 
rencies  are  time,  talent  and  management 
attention.  Waste  any  of  these  and  you  put 
your  entire  enterprise  in  jeopardy." 


Q&A 

What  are  some  common  misconceptions 
about  high-tech  strategy  and  markets? 

Moore:  In  terms  of  strategy,  the  most 
common  misconception  is  that  it  can 
be  separated  from  execution  and  that 
execution  is  all  that  really  matters.  The 
truth  is,  a  large  number  of  failures  in 
execution  are  from  working  out  the 
flaws  in  strategy. 

Who  is  the  most  influential  person  in 
the  new  economy? 

I  could  not  pick  a  person.  The  institution 
I  would  pick  is  venture  capital  compa¬ 
nies.  The  top  10  companies  have  the 
catbird  seat  in  shaping  the  new  economy 
from  the  point  of  view  of  funding  their 
most  novel  constituents. 

What  is  the  biggest  change  the  Internet 
has  brought  to  business? 

The  Internet  empowers  partnering 
for  and  outsourcing  of  business 


processes  at  a  level  of  intimacy 
never  before  possible.  This  allows 
companies  to  focus  more  and  more 
resources  on  what  is  their  core  value- 
add,  thereby  driving  up  their  returns 
on  invested  capital  to  unprecedented 
heights. 

Curriculum  Vitae 

■  Founder  and  chairman  of  The  Chasm 
Group,  a  high-tech  marketing  strategy 
consultancy 

■  Venture  partner  with  Mohr,  Davidow 
Ventures,  a  venture  capital  company 
specializing  in  specific  technology 
markets 

■  Former  principal  and  partner  at 
high-tech  marketing  company 
Regis  McKenna  (now  known  as 
The  McKenna  Group) 

■  Taught  literature  at  Olivet  College, 
and  received  a  PhD  in  Renaissance 
literature  from  the  University  of 
Washington 


Books 

Living  on  the  Faultline:  Managing  for 
Shareholder  Value  in  the  Age  of  the 
Internet  (HarperCollins  Publishers, 

May  2000) 

Crossing  the  Chasm:  Marketing  and 
Selling  High-Tech  Products  to 
Mainstream  Customers  (HarperCollins 
Publishers,  August  2000) 

Inside  the  Tornado:  Marketing 
Strategies  from  Silicon  Valley’s 
Cutting  Edge  (Harper  Business, 

July  1999) 

The  Gorilla  Game:  Picking  Winners  in 
High  Technology  (HarperCollins 
Publishers,  October  1999), 
coauthored  with  Paul  Johnson 
and  Tom  Kippola 

Contact 

Moore  can  be  reached  through  The 
Chasm  Group  at  www.chasmgroup.com 
or  650  312-1940. 


PHOTO  BY  WILLIAM  MCLEOD 


Just  how  does  he  know  who’s  been  naughty  or  nice? 


He  handles  billions  of  customers.  Yet  each  one  gets  individualized  attention. 
Personalized  marketing.  Personalized  service.  Personalized  transactions.  That’s  the 
magic  of  personalized  eBusiness. 


You  have  thousands,  perhaps  even  millions  of  important  business  relationships  too. 
Since  you  can’t  use  elves,  let  us  suggest  ePresence. 

ePresence  consultants  can  help  you  build  an  eBusiness  solution  that  gives  every  one 
of  your  customers,  business  partners,  suppliers  and  employees  a  totally  personalized 
experience.  Making  it  easier  for  them  to  do  business  with  you.  And  building  satisfaction 
and  loyalty  that’ll  make  them  want  to  welcome  you  with  milk  and  cookies. 

Let  us  show  you  how.  Go  to  www.epresence.com.  Or  call  1-800-222-6926. 


^  presence 

eBusiness.  We  make  it  personal 


Web  Business 


Masters  of  the  New  Economy 


Chunka 

Mui 

E-business 


Claim  to  Fame 

Mui’s  best-seller,  Unleashing  the  Killer 
App,  coauthored  with  Larry  Downes, 
was  the  first  book  to  lay  out  the  technol¬ 
ogy  and  economics  of  digitization  and 
offered  a  set  of  design  principles  for  cre¬ 
ating  “killer  apps."  Mui  also  consults  on 
changing  market  dynamics. 

Words  of  Wisdom  for  Today’s  Business 
Executives 

“A  huge  percentage  of  the  economy  is 
connected  to  the  Internet,  comfortable 
with  it  and  prepared  to  use  it  for  conduct¬ 
ing  business.  Rather  than  going  after 


small  niche  markets,  large  companies 
should  be  targeting  their  core  markets 
[on  the  Internet],  Rather  than  creating 
entrepreneurial  carve-outs,  they  should 
be  reinventing  their  core  businesses." 

Q&A 

What  are  some  common  misconcep¬ 
tions  held  about  killer  apps? 

Mui:  The  biggest  misconception  is  that 
you  build  one  and  you're  done.  You 
really  need  to  have  a  mechanism  for 
continuous  improvement.  It  just  gets 
harder  after  each  one. 

Who  is  the  most  influential  person  in 
the  new  economy? 

I  think  there  are  three.  Gordon  E.  Moore, 
he  was  there  so  early  and  so  dead-on 
in  his  formulation  of  Moore’s  law. 

Ronald  Coase,  the  Nobel  prize-winning 
economist  who  explained  the  concept 
of  transactive  costs.  And  Bob  Metcalfe, 
who  explained  why  networks  get  big  fast 


and  why  the  Internet  came  to  dominate 
closed  networks. 

What  is  the  biggest  change  that  the 
Internet  has  brought  to  business? 

The  Internet  has  made  the  information 
about  the  businesses  and  products  more 
valuable  than  the  products  themselves. 

Curriculum  Vitae 

■  Senior  partner  with  Diamond 
Technology  Partners 

■  Executive  editor  for  Context  magazine 

■  Member  of  the  State  of  Illinois’ 
VentureTECH  advisory  committee 

Book 

Unleashing  the  Killer  App:  Digital 
Strategies  for  Market  Dominance 

(Harvard  Business  School  Press,  1998) 

Contact 

For  speaking  or  consulting  information, 
contact  Mui  at  cmui@diamtech.com. 
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CMDISCO 


Managing  a  network  is  so  demanding.  Your  network  needs  to  be  reliable  and  available.  And  it  needs  to  be  running  365  days  a  year,  24  hours  a 
day.  How  do  you  effectively  manage  a  network  without  spending  every  waking  moment  with  it?  You  contact  Comdisco  Network  Services. 
It  will  mean  reliability  for  your  network  and  relief  for  you.  www.comdisco.com.  1-800-764-8866.  Delivering  the  promise  of  technology. 


Web  Business 


Masters  of  the  New  Economy 


Joseph  B. 

Pine  II 

Mass  customization  and  the 
emerging  experience  economy 


Brand  likes  to  say,  information  wants 
to  be  free.  It’s  only  when  you  turn  it 
into  informational  goods,  information 
services  or  informing  experiences  that 
customers  will  value  it  enough  to  pay 
you  money.  And  today,  customers  value 
experiences  much  more  than  they 
do  rapidly  commoditizing  goods  and 
services." 


Claim  to  Fame 

Pine's  first  book,  Mass  Customization: 
The  New  Frontier  in  Business 
Competition,  which  won  the  1995 
Shingo  prize  for  excellence  in  manufac¬ 
turing  research,  established  him  as  an 
authority  on  mass  customizing  prod¬ 
ucts.  His  acclaimed  book  The 
Experience  Economy:  Work  Is  Theater  & 
Every  Business  a  Stage  introduced  the 
concept  of  the  experience  economy. 

Words  of  Wisdom  for  Today’s  Business 
Executives 

"Ignore  the  hype.  There’s  no  such  thing 
as  an  'information  economy.’  As  Stewart 


Q&A 

What  are  some  common  misconcep¬ 
tions  about  the  experience  economy? 

Pine:  That  experiences  mean  entertain¬ 
ment.  That  we  have  to  entertain  our 
customers  and  make  them  have  fun. 
Entertainment  is  only  one  realm  of 
an  experience.  The  key  to  an  experience 
is  engaging  people.  You  can  engage 
people  through  entertainment,  but 
you  also  can  engage  people  through 
education  where  they  are  actively 
involved  in  the  experience.  You  can 
engage  people  in  an  escapist  manner, 
where  they  are  doing  things  as  part  of 
the  experience.  And  you  can  engage 
people  with  aesthetics  so  that  they 
are  passively  immersed  in  a 
wonderful  environment.  We 
encourage  companies  to  have 
aspects  of  all  four  reaims  of 
the  experience. 


Who  is  the  most  influential 
person  in  the  new  economy? 

Howard  Schultz,  the  head  of 
Starbucks.  Starbucks  created 
an  environment  that  allowed  all 
the  programmers  working  in 
the  new  economy  to  stay  up 
late  at  night,  working.  It  provides 
a  place  for  all  those  free  agents 
to  congregate  during  the  day, 
and  it  provides  a  tremendous 
example  of  a  company  that 
has  taken  a  core  commodity- 
coffee— and  really  turned  it  into 
an  experience. 


What  is  the  biggest  change  the  Internet 
has  brought  to  business? 

The  Internet  is  the  greatest  force  of 
commoditization  ever  invented. 

Because  it  is  commoditizing  all  goods 
and  services,  it  is  forcing  companies  to 
think  more  richly  about  their  products, 
and  in  many  cases,  they  are  going 
beyond  goods  and  services  and  staging 
experiences. 

Curriculum  Vitae 

■  Cofounder  of  consultancy  Strategic 
Horizons 

■  Fellow  at  Diamond  Technology 
Partners 

■  Wrote  for  the  Harvard  Business 
Review,  The  Wall  Street  Journal, 

Chief  Executive,  Worldiink  and  CIO 
magazines 

■  Taught  at  the  University  of 
Amsterdam,  Pennsylvania  State 
University,  the  UCLA  Anderson 
Graduate  School  of  Management,  the 
IBM  Advanced  Business  Institute  and 
the  MIT  Sloan  School  of  Management 

■  Former  program  manager  at  IBM 

Books 

Markets  of  One:  Achieving  Customer- 
Unique  Value  through  Mass 
Customization,  coauthored  with  Jim 
Gilmore  (Harvard  Business  School 
Press,  2000) 

The  Experience  Economy:  Work  Is 
Theatre  &  Every  Business  a  Stage,  coau¬ 
thored  with  Jim  Gilmore  (Harvard 
Business  School  Press,  1999) 

Mass  Customization:  The  New  Frontier 
in  Business  Competition  (Harvard 
Business  School  Press,  1993) 

Contact 

Pine  is  available  for  speaking  and 
consulting.  Contact  Doug  Parker  at 
105  Woodland  Trace,  Aurora,  Ohio, 
44202-8076,  330  995-4680  or 
dougpark@aol.com. 
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Results 

When  you  bring  in 

The  Technical  Resource  Connection,  Inc. 

to  deliver  software  solutions  to  your  business  problems, 
define  your  enterprise  architecture,  or  build  e-business 
solutions,  be  prepared  for  results. 

The  Results:  We  deliver  what  you  expect. 

On  time.  Within  budget.  Faster.  No  surprises.  Working. 

The  Long-Term  Benefits:  Improved  business. 

More  reliable.  Scalable.  Flexible.  Competitive. 

That's  because  TRC  focuses  on 

solving  your  business  problems 
using  our 

SolutionThread™ 
architecture-driven 
software  development  methodology. 

TRC  has  applied  its  methodology  to  architect  and  deliver  a 
variety  of  successful  large-scale  applications,  among  them: 

•  e-business  infrastructures  in  the  real-estate  services, 
insurance,  and  financial  services  industries 

•  product  ordering  systems  in  the  insurance  and 
telecommunications  industries 

•  enterprise  architecture  definitions  in  the  banking, 
financial  services,  and  insurance  industries 

•  trading  systems  in  the  banking  and 
financial  services  industries 

•  customer  care,  work  management  (workflow),  and 
product  distribution  software  in  the  retail,  pharmacy, 
telecommunications,  and  financial  services  industries 


Our  service  offerings  include: 

•  Architecture-Driven  Software  Development 

•  Rapid  Internet  Development 

•  Enterprise  Architecture  Definition 

•  Project  Assessments 

•  Technology  Consulting 

•  Training 


Our  technical  expertise  includes: 

•  CORBA,  EJB,  MOM,  application  servers  and  other 
middleware  technologies 

•  Java  and  C++ 

•  RDBMS  and  OODBMS 

•  Web  servers,  XML,  XSL 

•  Microsoft  COM+,  MTS,  MSMQ 


For  details  about  TRC’s  SolutionThread™  methodology, 
request  your  FREE  “Guide  to  Architecting  Distributed  Computing”  from  results@trcinc.com 


To  learn  how  The  Technical  Resource  Connection  can  meet  your  expectations — and  get  results — 

visit  www.trcinc.com, 

or  call  1-800-TRC-2992,  ext.  3029# 

For  job  opportunities,  send  resumes  to  jobs@trcinc.com. 

12320  Racetrack  Road 
Tampa,  Florida  33626 

The  Technical  Resource  Connection,  Inc.  is  a  Wholly  Owned  Subsidiary  of  Perot  Systems  Corporation 


Web  Business 


Masters  of  the  New  Economy 


Mohanbir 


Sawhney 

E-business  and 
technology  marketing 


Claim  to  Fame 

Sawhney,  a  professor  at  the 
Kellogg  Graduate  School  of 
Management,  has  had  his 
research  published  in  the 
California  Management  Review, 
Harvard  Business  Review, 
Management  Science, 

Marketing  Science  and  the 
Journal  of  the  Academy  of 
Marketing  Science.  Sawhney 
consults  for  several  startup  and 
Global  2000  companies,  and 
BusinessWeek  named  him  one 
of  the  25  most  influential  people 
in  e-business. 

Words  of  Wisdom  for  Today’s 
Business  Executives 

“There  is  no  such  thing  as 
e-business.  There  is  simply 
business.  Think  of  e-business 
as  a  set  of  possibilities  that 
allow  you  to  improve  and  rein¬ 
vent  your  business.  Don’t  push 
e-business  out  of  your  enter¬ 
prise  by  spinning  off  your 
e-business  ventures.  Instead, 
bring  it  in,  and  make  e-business 
part  of  the  plumbing  of  your 
enterprise." 


and  offline  commerce.  These  are  just 
channels,  not  separate  businesses. 

Who  is  the  most  influential  person  in 
the  new  economy? 

Cisco  Systems  CEO  John  Chambers. 

What  is  the  biggest  change  the  Internet 
has  brought  to  business? 

The  Internet  has  connected  companies 
with  partners  far  more  deeply  and 
has  made  partnerships  one  of  the 
most  important  factors  in  a  company’s 
success. 


Heads  the  Technology  and 
E-Commerce  (TEC)  group  at  Kellogg 
Contributing  editor  and  advisory 
board  member  of  Business  2.0, 
arid  editorial  board  member 
of  Context  and  Silicon  India 
magazines 

Consults  at  companies  such  as 
Amgen,  Andersen  Consulting, 

Baker  &  McKenzie,  Bank  of  America, 
Dell  Computer  Corp.,  Eli  Lilly  and 
Co.,  General  Mills,  USA  Networks 
and  Xerox 

■  On  the  board  of 

_  directors  for  divine 

interVentures, 

Edmunds.com, 

EthnicGrocer.com, 

HealthCite, 

MyPotential.com 

and  Vest@Capital 

(Europe) 

■  On  the  strategic 
advisory  boards 
of  more  than  15 


e-commerce  and 
technology  start¬ 
ups,  including 
Asera,  Autodaq 
and  Biztro 

■  Fellow  for  the  World 
Economic  Forum 

Books 

The  Seven  Steps  to 
Nirvana:  Strategic 
Insights  into 
eBusiness 
Transformation 
(McGraw-Hill,  2001) 
Photo  Wars  (Prentice 
Hall,  1999) 


Q&A 

What  are  some  common  misconcep¬ 
tions  about  e-business? 

Sawhney:  The  belief  that  there  is  a  neat 
distinction  between  online  commerce 


Curriculum  Vitae 

■  McCormick  Tribune  professor  of 
e-commerce/technology  at  the 
Kellogg  Graduate  School  of  Manage¬ 
ment  at  Northwestern  University 


Contact 

Sawhney  is  available  for  speaking  and 
consulting.  He  can  be  reached  at 
www.mohansawhney.com, 
mohans@nwu.edu  or  847  491-2713. 
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CIO 


The  Ninth  Annual 


Enterprise  Value  I^etreat  Awards  Ceremony 

January  28-31,  2001  •  The  Westin  La  Paloma  •  Tucson,  Arizona 


MODERATOR 


IT  and  the  Global  Economy 

F.  WARREN  MCFARLAN 

Albert  H.  Gordon  Professor  of  Business 

Administration 

Harvard  Business  School 


FEATURING 

Still  Creative  after  All  These  Years 

STEVE  ALLEN 

Case  Study:  Li  &  Fung  International,  Inc. 
MICHAEL  THOMAS  HSIEH 

President 

Li  &  Fung  International,  Inc. 

THE  2001  ENTERPRISE  VALUE  AWARDS 
WINNERS 


The  Enterprise  Value  Awards 
Ceremony  is  proudly 
underwritten  by 


GENUITY 


THE  NINTH  ANNUAL 


Enterprise  Value  Retreat  Awards 


JANUARY  28  -  31,  2001 
THE  WESTIN  LA  PALOMA 
TUCSON,  ARIZONA 


PARTNERS 


Acxiom  Corporation 
Citrix  Systems,  Inc. 
Comdisco,  Inc. 
E.piphany 
Genuity 

Hummingbird  Communications 
Infosys  Technologies 
Niku  Corporation 
Novell,  Inc. 

ProSight,  Inc. 

SAS 

Sybase,  Inc. 

Tivoli  Systems,  Inc. 

Tonic  Software 
Verizon  Communications 


s  the  Internet  causes  the  boundaries  between  countries  to  evaporate  at  break¬ 
neck  speed,  new  e-commerce  technologies  allow  organizations  to  extend 
their  reach  from  relatively  confined  geographic  markets  to  truly 


global  ones.  Now,  more  than  ever  before,  you  have  unparalleled  opportunities 
to  reach  new  customers. 

But  how  do  you  create  and  manage  the  new  service 
levels,  distribution  channels  and  organization  structures 
that  are  now  needed? 

Join  us  at  the  ninth  annual  CIO  Enterprise  Value  Retreat, 
where  we  will  delve  into  the  challenges  of  managing  an  IT 
strategy  in  the  global  economy.  Over  the  course  of  three  days 
Harvard  Business  School  Professor  F.  Warren  McFarlan 
leads  participants  in  a  thought-provoking 
and  rigorous  case  study  program,  center¬ 
ing  on  Hong  Kong  trading  company, 

Li  &  Fung,  and  their  dotcom  strategy. 

The  Retreat  features  the  Tuesday 
evening  dinner  and  awards  ceremony,  which 
honors  this  year’s  Enterprise  Value  Award 
winners,  all  of  whom  have  demonstrated 


t  ^ 
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business  achievement  through  the  innovative 
use  of  information  technology. 


Ceremony 


RETREAT  AGENDA 


Sunday,  January  28 

8:30  a.m. 

CIO  Enterprise  Value  Retreat 
Partners'  Golf  Tournament 

Enjoy  a  round  of  golf  at  the  beautiful 
Starr  Pass  Golf  Course. 

3  p.m.  -  6  p.m. 

Registration 

3  p.m. 

Superbowl  XXXV  Party 

Hosted  by  Tivoli  Systems,  Inc. 

Join  other  retreat  participants  to  watch 
the  game  on  the  big  screen. 

7:30  p.m.  -  9  p.m. 

Partners'  Cafe  Reception 

Mingle  with  our  Partners  and  meet  your 
colleagues. 


Monday,  January  29 

7:30  a.m.  -  8:30  a.m. 

Breakfast 

8:30  a.m.  -  8:45  a.m. 

Opening  Remarks  and 
KnowPulseSM  Poll 

GARY  BEACH 
Group  Publisher 
CXO  Media,  Inc. 

The  KnowPulse  "Knowledge"  poll,  an 
ongoing  poll  conducted  by  CIO  maga¬ 
zine,  captures  IT  and  business  execu¬ 
tives'  perspectives  on  current  topics  in 
the  news.  Past  polls  have  been  cov¬ 
ered  in  CIO  and  other  prestigious  media 
organizations,  including  CNN, 
Newsweek,  The  Wall  Street  Journal, 
and  U.S.  News  &  World  Report. 

8:45  a.m.  -  10:15  a.m. 

Retreat  Introduction  and  Welcome 
Address:  IT  and  the  Global  Economy 

F.  WARREN  MCFARLAN 
Senior  Associate  Dean 
Director  of  External  Relations 
Albert  H.  Gordon  Professor  of 
Business  Administration 
Harvard  Business  School 
McFarlan  outlines  how  new  technologies 
have  fundamentally  transformed  where 


work  is  being  done  on  a  global  basis.  The 
central  theme  of  the  Retreat  is  built 
around  how  Hong  Kong-based  trading 
company,  Li  &  Fung,  together  with  its 
Silicon  Valley-based  software  develop 
ment  arm,  is  opening  up  new  markets  by 
linking  factories  in  East  Asia  with  cus¬ 
tomers  in  Europe  and  in  the  US. 

10:15  a.m.  -  10:30  a.m. 

Enterprise  Value  Award  Winner 
Presentation 

One  of  this  year's  winners  and  a  mem¬ 
ber  of  the  awards  program  review  board 
together  outline  the  key  implementation 
success  factors  of  the  project. 

10:30  a.m.  - 1 1  a.m. 

Mid-Morning  Break 

1 1  a.m.  -  noon 

Still  Creative  after  All  These  Years 

STEVE  ALLEN 

This  man  of  many  talents  involves  us  in 
keeping  our  creative  juices  percolating. 

Noon  -  12:15  p.m. 

Enterprise  Value  Award  Winner 
Presentation 

12:15  p.m.-  1:30  p.m. 

Luncheon 

1:30  p.m.  -  5:05  p.m. 

Industry  Briefings 

Each  of  our  Partners  will  lead  interactive 
small  group  discussions  on  strategic 
business  and  IT  issues. 

5:15  p.m.  -  5:45  p.m. 

Global  Industry  Value  Chain 
Restructuring 

F.  WARREN  MCFARLAN 

McFarlan  identifies  how  every  aspect  of 
the  industry  value  chain  has  been 
deeply  transformed  by  Information 
Technology.  Inbound  logistics/outbound 
logistics  and  sales,  etc.,  all  operate  in  an 
entirely  different  way. 

5:45  p.m.  -  7  p.m. 

Partners'  Cafe  Reception 

Relax  and  take  the  opportunity  to  share 
your  thoughts  with  Partners  and  col¬ 
leagues. 


Tu  esday,  January  30 

7:30  a.m.  -  8:30  a.m. 

Breakfast 

8:30  a.m.  -  8:45  a.m. 

Enterprise  Value  Award  Winner 
Presentation 

8:45  a.m.  -  9:45  a.m. 

Evolving  Patterns  of  E-Commerce 
Management 

F.  WARREN  MCFARLAN 

McFarlan  shares  how  e-commerce  has 
completely  changed  the  competitive 
pattern  inside  an  industry  by  looking  at 
the  brokerage  battles.  He  also  focuses 
on  how  similar  issues  are  being  thought 
out  in  the  world  of  B2B  E-Commerce. 

9:45  a.m.  -  10  a.m. 

Enterprise  Value  Award  Winner 
Presentation 

10  a.m.  -  10:30  a.m. 

Mid-Morning  Break 

10:30  a.m.  -  10:45  a.m. 

Enterprise  Value  Award  Winner 
Presentation 

10:45  a.m.  -  11:30  a.m. 

Global  Patterns  of  IT  Service  Delivery 

F.  WARREN  MCFARLAN 

McFarlan  engages  participants  in  a  dis¬ 
cussion  on  the  extraordinary  revolution 
in  how  organizations  are  accessing  IT 
capabilities. 

1 1:30  a.m  -  2  p.m. 

Luncheon  &  Case  Study  Workgroups 

Participants  will  break  into  small  groups 
to  analyze  the  Li  &  Fung  case  over  a 
working  lunch. 

2  p.m.  -  3:15  p.m. 

Global  Security:  How  To  Protect 
Your  Infrastructure  Across  Borders 

A  high  ranking  government  official  leads 
a  provocative  discussion  on  global  secu¬ 
rity  and  its  impact  on  your  business. 
How  vulnerable  are  you? 

3:15  p.m.  -  5:30  p.m. 

Informal  Networking  and  Recreation 


6:30  p.m.  -  7:15  p.m. 

Enterprise  Value  Awards  Reception 

Meet  the  Award  winners. 

7:15  p.m.  -  9:30  p.m. 

Enterprise  Value  Awards 
Dinner  and  Ceremony 

Join  us  for  dinner  and  to  celebrate 
the  Enterprise  Value  Award  winners 
at  a  ceremony,  proudly  underwritten 
by  Genuity. 

9:30  p.m.  -  midnight 
Dessert  Reception 

Hosted  by  Genuity 


Wedn  esday,  January  31 

7:30  a.m.  -  8:30  a.m. 

Breakfast 

8:30  a.m.  -  8:45  a.m. 

KnowPulse  Poll  Results 

LEW  MCCREARY 

Editor  in  Chief 

Darwin  magazine 

McCreary  will  present  the  results  of 

Monday  morning's  poll. 

8:45  a.m.  -  10:30  a.m. 

Case  Study  Workgroup  Presentations 
and  Discussion  with  Li  &  Fung 
Executives 

F.  WARREN  MCFARLAN 
MICHAEL  THOMAS  HSIEH 
President 

Li  &  Fung  International,  Inc. 

Groups  will  present  and  discuss  their 
solutions  with  case  study  executives. 

10:30  a.m.  -  10:45  a.m. 

Mid-Morning  Break 

10:45  a.m.  -  11:30  a.m. 

Management  Implications  for 
Surviving  in  the  Information-Enabled 
Global  Economy 

F.  WARREN  MCFARLAN 
McFarlan  closes  the  Retreat  with  a  dis¬ 
cussion  on  the  specific  management 
practices  used  by  firms  that  are  success¬ 
fully  adapting  in  the  new  information  age. 


To  enroll  or  for  more  information,  call  800  355-0246  or  visit  our  website  at  www.cio.com/confercnces. 


THE  NINTH  ANNUAL 


Enterprise  Value  Retreat  ^>f  Awards  Ceremor 


JANUARY  28-31,  2001 
THE  WESTIN  LA  PALOMA 
TUCSON,  ARIZONA 


If  this  is  your  first  CIO  conference, 
your  business  card  is  required 
to  process  your  registration. 


Name: 
Title:  _ 


Telephone:. 

Facsimile: 


Company: 

Address: 


Mail  Stop: 


City,  State,  Zip: 
E-mail  Address: . 


Web  site  URL: 


Name  as  you  want  it  to  appear  on  your  badge: 


Name  of  my  companion: 

□  1  won't  be  able  to  attend,  but  please  keep  me  updated  on 

future  CIO  events. 

(Please  note  Companion  Program  details  below.) 


TN2 


WHAT  IS... 

Your  primary  industry? _ 

Your  organization's  annual  revenues  or  assets? 
Your  annual  IT  budget?  _ 


ENROLLMENT  FEES: 


PAYMENT: 


□  $3,325  —  IS  Practitioner/Executive 

Please  make  your  hotel  reservations  immediately  by  calling  the  The  Westin 
La  Paloma  at  520  742-6000.  To  receive  the  discounted  rate,  please  mention 
that  you  are  attending  the  Enterprise  Value  Retreat  when  making  your 
reservations.  This  fee  does  not  include  hotel.  Be  sure  to  guarantee  your  room 
with  a  credit  card,  as  all  unreserved  or  unguaranteed  rooms  will  be  released  on 
December  28,  2000. 


□  Check  enclosed  and  mail  to: 

Executive  Programs,  CXO  Media,  Inc.,  D3620, 
Boston,  MA  02241-3620. 

□  P.O.  # _ (A  complete  purchase  order  must  be 

submitted  within  10  business  days.) 


□  $3,925  —  Government/Military  □  MC  /  Visa  /  AmEx  (circle  one) 

This  fee  includes  your  hotel  for  three  nights.  CIO  will  make  your  hotel  reserva¬ 
tions  for  arrival  Sunday,  January  28  and  departure  Wednesday,  January  31.  Acct.  #: 

Additional  hotel  night  reservations  are  your  responsibility. 


□  $375  —  Companion  Program 

This  fee  includes  all  scheduled  meals,  receptions  and  entertainment, 
companion  breakfast  and  planned  companion  activities  at  the  Enterprise  Value 
Retreat.  Companions  are  not  eligible  to  participate  in  the  golf  tournament  or 
Retreat  sessions.  Companions  must  be  enrolled  in  this  program  to  attend  any 
Retreat  function. 

□  $10,000  —  Sales/Marketing/Consulting 

This  fee  applies  if  you  hold  a  sales,  marketing,  business  development  or 
consulting  position,  including  executive  management  of  IT  vendor  and 
consulting  companies.  This  enrollment  fee  is  payable  by  company  check 
only  and  does  not  include  three  nights  hotel.  CIO  will  make  the  final  determina¬ 
tion  of  this  category. 


Signature: 
Exp.: _ 


All  fees  must  be  paid  prior  to  the  Retreat,  and  all  cancellations  and 
changes  must  be  made  in  writing.  You  may  cancel  your  Retreat 
attendance  up  to  December  28,  2000  without  penalty.  A  $650 
administration  fee  will  be  imposed  for  cancellations  received 
between  December  29,  2000  -  January  12,  2001.  No  refund  or  credit 
will  be  given  for  cancellations  received  on  or  after  January  13, 

2001  or  for  no-shows.  CIO  reserves  the  right  to  limit  attendance 
to  practitioners  and  Partner  organizations. 


To  enroll  or  for  more  information,  call  800  355-0246,  fax  back  to  508  879-7720, 

or  visit  our  Web  site  at  www.cio.com/conferences 


The  Ninth  Annual 


iterprise  Value  Retreat  &  Awards  Ceremony 

January  28-31,  2001  •  The  Westin  La  Paloma  •  Tucson,  Arizona 


Harvard  Business  School 

Professor  F.  Warren  McFarlan 
vigorously  leads  participants 
through  case  studies  to  demon¬ 
strate  IT's  payoff  and  highlight 
technology's  strategic  enterprise 
value.  The  featured  case  study  is 
global  trading  house,  Li  &  Fung. 
Meet  the  Enterprise  Value  Award 
winners  and  become  part  of  this 
community  of  learning. 


To  enroll  or 
or  visit  our 


for  more  information,  call  800-355-0246, 


Web  site  at  www.cio.com/conferences. 


Web  Business 


Masters  of  the  New  Economy 


Michael 

Schrage 

Innovation 


Claim  to  Fame 

Schrage  writes  prolifically  on  innovation 
and  the  new  economic  order.  He  also 
directs  The  Merrill  Lynch  Forum’s 
Innovation  Grants  Competition,  which 
rewards  creative  approaches  to  com¬ 
mercializing  PhD  research. 


Words  of  Wisdom  for  Today’s  Business 
Executives 

"In  the  19th  century,  a  French  economist 
by  the  name  of  Le  Play  observed  that 
‘the  most  important  product  of  the 
mines  is  the  miner.’  In  today’s  post¬ 
industrial  economy,  it  should  be  clear 
that  the  most  important  product  of  the 
network  is  the  networker.” 

Q&A 

What  are  some  common  misconcep¬ 
tions  about  innovation? 

Schrage:  That  behavior  and  design  are 
squishy  and  soft  subjects.  The  reality  is 
that  technology  makes  the  trade-off 


associated  with  difficult  decisions  hard 
and  explicit. 

Who  is  the  most  influential  person  in 
the  new  economy? 

The  flip  answer  would  be  Alan 
Greenspan,  Joel  Klein,  David  Boies  or 
Bill  Gates.  The  real  answer  is  that  what 
makes  the  new  economy  new  is  that 
there  is  no  such  person. 

What  is  the  biggest  change  the 
Internet  has  brought  to  business? 

It  has  made  it  way  too  easy  for 
businesses  to  act  before  they  think — 
for  better  and  for  worse. 


Curriculum  Vitae 

■  Codirector  of  the  MIT  Media 
Laboratory's  e-markets  special 
interest  group 

■  Writes  a  bimonthly  column, 
“Brave  New  Work,"  for  Fortune 

m  Editorial  board  member  of  Sloan 
Management  Review 

■  Cocreator  of  the  Rockefeller 
Foundation’s  Science  for 
Development  prize 

■  Coinventer  of  PF  Magic's 
(now  The  Learning  Co.)  best¬ 
selling  line  of  virtual  pets 

Books 

Serious  Play:  How  the  World's  Best 
Companies  Simulate  to  Innovate 

(Harvard  Business  School  Press, 
2000) 

No  More  Teams!:  Mastering 
the  Dynamics  of  Creative 
Collaboration  (Doubleday  Currency, 
1995) 

Contact 

Schrage  is  available  for  speaking 
arrangements  through  the  Leigh 
Bureau  at  908  253-8600.  For 
consulting,  contact  Schrage 
directly  at  schrage@media.mit.edu. 
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Why  choose  Exario  Networks 
to  give  your  remote  workers  the 
power  of  broadband: 


Donaldson,  Lufkin  &  Jenrette 


SG  Capital  Partners  LLC 


Because  they  design  custom  networks  for  financial  services  leaders  just  like  you. 
SG  Capital  Partners  LLC.  Because  they  offer  everything  from  DSL  and  ISDN  to  virtual 
routers  and  Voice  over  IP.  Donaldson,  Lufkin  &  Jenrette.  Because  they  manage  the 
implementation.  Soros  Fund  Management.  Because  they  make  sure  your  network 
is  completely  secure.  And  they  give  you  powerful  network  management  tools,  too. 
At  Exario,  building  high-speed  VPNs  to  connect  people  and  business  is  all  we  do. 


Let  us  build  and  manage  your  VPN 


1 1.888.2EXARIO 


www.exario.net 


Web  Business 


Masters  of  the  New  Economy 


Patricia  B. 

Seybold 

Customer-centric  Web 
business  strategy 

Claim  to  Fame 

Seybold's  book  Customers.com  made 
the  BusinessWeek,  Wall  Street  Journal, 
The  New  York  Times,  USA  Today,  BN.com 
and  Amazon.com  best-seller  lists.  With 
her  e-business  consultancy,  the  Patricia 
Seybold  Group,  she  manages  communi¬ 
ties  of  business  visionaries  and  technol¬ 
ogy  pioneers  that  meet  to  exchange  best 
practices.  She  also  conducts  workshops 
in  which  companies  work  with  customers 
to  design  business  processes  and  appli¬ 
cations.  She  speaks  frequently  at  confer¬ 
ences  and  executive  briefings. 

Words  of  Wisdom  for  Today’s  Business 
Executives 

“What’s  the  one  factor  that’s  the 
best  predictor  of  success  or  failure  in 
e-business?  It’s  whether  your  company 
has  a  high-level  executive  who’s  respon¬ 
sible  for  the  quality  of  your  branded  cus¬ 
tomer  experience.  This  executive  needs 
to  have  enough  clout  to  change  busi¬ 
ness  policies,  pricing,  channel  strategies 
and  product  priorities  for  your  entire 
business— not  just  your  e-business." 

Q&A 

What  are  some  common  misconcep¬ 
tions  about  e-business? 

Seybold:  One  is  that  e-business  is  pri¬ 
marily  about  customer  acquisition  and 
lowering  the  cost  to  serve  customers. 
Successful  e-business  practitioners 
realize  that  e-business  is  about  making 
it  easy  for  customers  (both  prospects 
and  existing  customers)  to  do  business 
with  you,  creating  and  sustaining  a  won¬ 


derful  and  seamless  customer  experi¬ 
ence  and  building  customer  retention. 
Another  is  that  there  are  e-customers. 
There  are  no  e-customers.  There  are 
only  customers.  Sometimes  they  want 
to  do  business  with  you  online. 
Sometimes  they  want  to  interact  with 
you  face-to-face  or  by  phone. 

Who  is  the  most  influential  person  in 
the  new  economy? 

Jeff  Bezos  at  Amazon. 

He  has  the  courage  to 
continue  to  push  the 
envelope  despite  ram¬ 
pant  skepticism  about 
his  business  model. 


Book 

Customers.Com:  How  to  Create  a 
Profitable  Business  Strategy  for  the 
Internet  and  Beyond,  coauthored  with 
Ronni  T.  Marshak  (Random  House,  1998) 

Contact 

Seybold  can  be  reached  through 
the  Patricia  Seybold  Group  at 
www.psgroup.com/consulting/ 
overview.html. 


What  is  the  biggest 
change  the  Internet 
has  brought  to 
business? 

The  Internet  has  turned 
the  world  outside  in. 
Customers  are  now  in 
control.  There’s  a  cus¬ 
tomer  revolution  afoot. 
Customers,  empowered 
by  the  Internet  and 
mobile,  wireless  devices, 
are  now  dictating  our 
business  practices  and 
policies,  our  distribution 
strategies  and  our  prod¬ 
uct  development  agen¬ 
das.  It’s  great! 

Curriculum  Vitae 

■  CEO  of  Patricia 
Seybold  Group,  an 
e-business  consul¬ 
tancy  she  founded 
in  1978 

■  Helped  create 
the  Open  Software 
Foundation  and  the 
Object  Management 
Group 
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You've  got  it  in  your  head  to  build  an 
marketplace.  Getting  it  out  is  what  We 


a  piece  of  the  $7.3  trillion  B2B  e-commerce  pie.  Now  what?  You 
can  waste  valuable  time  looking  for  answers.  Or  you  can  hook  up  with  Commerce  One®. 

We  pioneered  the  industry.  We  set  the  standards.  We  re  the  B2B  partner  for  everything 
from  large  enterprises  like  GM  and  Compaq  to  dot-coms  like  empacthealth.com.  And 
we've  helped  build  the  world’s  largest  B2B  trading  community,  the  Global  Trading  Web'” 
From  back-end  software  to  front-end  design,  we  make  it  happen.  Get  experience. 
Get  it  right.  Visit  commerceone.com/emarketplace2  or  call  877-261-8516. 


MANY  MARKETS.  ONE  SOURCE 


Web  Business  |  Masters  of  the  New  Economy 


David 


Shenk 


Digital  culture 


Claim  to  Fame 

Shenk's  book  Data  Smog  was  the  first 
well-reviewed  book  to  warn  about  the 
consequences  of  information  overload 
and  living  life  at  hyperspeed.  Through 
his  books,  essays  and  commentaries, 
Shenk  has  emerged  as  a  leading  voice 
for  balanced  assessment  of  technology. 


Words  of  Wisdom  for  Today’s 
Business  Executives 

“Avoid  gratuitous  complexity. 
Don’t  rush  to  adopt  new  tech¬ 
nologies  just  because  others 
are  rushing.  Be  mindful  that 
almost  always  when  adopting 
new  tools,  you  gain  things  and 
you  give  things  up.  Try  to  be 
aware  what  you’re  giving  up 
and  compensate  for  that.  Also, 
be  mindful  of  our  culture’s 
distractedness;  seek  people's 
attention  respectfully.” 

Q&A 

What  are  some  common  mis¬ 
conceptions  about  the  social 
impact  of  technology? 

Shenk:  That  we  should  ignore 
it.  Technorealism  tries  to 
remind  people  about  the  real 
consequences  of  these  tech¬ 
nologies  and  not  to  assume 
that  these  marketing  lines 
are  true. 

Who  is  the  most  influential 
person  in  the  new  economy? 

The  one  person  who  was 


amazingly  influential  who  hasn’t  gotten 
the  credit  that  he  deserves  is  Lou 
Rossetto,  publisher  of  Wired.  I  don’t 
think  any  of  this  would  have  happened 
without  Wired.  It  created  a  new  lens  so 
that  ordinary  people  could  see  what 
these  things  could  do.  It  helped  an 
entire  world  to  see  this  new  promise. 
Even  the  greatest  magazines  in  history 
didn’t  have  that  direct  influence. 

What  is  the  biggest  change  the  Internet 
has  brought  to  business? 

There's  a  whole  new  visibility  to  micro¬ 
store  operations,  the  mom-and-pop 
stores  that  don’t  have  a  storefront.  The 
best  way  to  see  this  is  through  eBay.  You 


get  this  overwhelming  sense  that  there 
are  people  basing  their  lives  on  being 
able  to  sell  their  stuff.  There  are  just  so 
many  people  with  a  basement  full  of 
stuff  who  are  selling  it  and  making  some 
sort  of  living. 

Curriculum  Vitae 

■  Cofounder  of  Technorealism,  a  group 
that  critiques  technologies  and  their 
social  and  political  implications 

■  Guest  commentator  for  National 
Public  Radio’s  "All  Things 
Considered” 

■  Wrote  for  Harper's,  Wired  magazine, 
Salon,  The  New  Republic,  The  New 
York  Times,  The  Washington  Post, 

The  New  Yorker  and  CIO 
m  Former  producer  for 
National  Public  Radio, 
and  also  a  former  editor 
and  columnist  at  Spy 
magazine. 

■  Researched  Japanese 
technology  and  cultural 
issues  as  a  1998  United 
States/Japan  fellow 

■  Served  as  a  Freedom 
Forum  Media  Studies 
fellow,  a  nine-month 
fellowship  at  Columbia 
University 

Books 

The  End  of  Patience: 
Cautionary  Notes  on  the 
Information  Revolution 

(Indiana  University 
Press,  1999) 

Data  Smog:  Surviving  the 
Information  Glut  (Flarper- 
Collins  Publishers,  1999) 

Contact 

For  speaking  information, 
contact  Shenk  at 
dshenk@bigfoot.com  or 
www.bigfoot.com/~dshenk. 
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I^yocera  Mita  E}C0SY&\  Printers  deliver  the  lowest  Total  Cost  of  Ownership  in  the  industry.  Our 
exclusive  amorphous  silicon  drum  lasts  up  to  30  times  longer  than  conventional  drums.  It 

requires  only  inexpensive  toner  replacement,  which  translates  to  lower  overall  operating  costs 
an^  t^e  lowest  printing  cost  per  page.  That  means  you're  saving  money  with  every  page  you  print. 


The  competition 
is  taking  a  closer 

look  at  TCO. 


That’s  because 
they’ve  seen  ours. 


Lowest  total  cost  of  ownership  is  an  important  factor  in  the  future  of  digital  documents,  that's  why  we've  had 
it  all  along.  And  now  our  competitors  are  beginning  to  take  an  interest  in  our  numbers.  Maybe 
you  should  too.  Call  Kyocera  Mita  today  to  see  how  our  TCO  can  affect  your  bottom  line. 


eg  KyocERa 

mita 


Call  1-800-2ECOSYS  (232-6797)  for  the  name  of  the 
Kyocera  Mita  dealer  near  you.  Or  visit  kyoceramita.com 


Web  Business  Masters  of  the  New  Economy 


Don 

Tapscott 

The  impact  of  technology  on  society 


Claim  to  Fame 

Tapscott  speaks  at  conferences  around 
the  world  on  IT  policy  and  strategy  to 
government  and  business  leaders. 
Tapscott  introduced  and  popularized  the 
phrases  “paradigm  shift,”  “digital  econo¬ 
my,”  “disintermediation,”  “digital  divide," 
and  “Net  generation."  Washington  Tech¬ 
nology  Report  ranks  him  “among  the 
most  influential  media  authorities  since 
Marshall  McLuhan,"  Vice  President  Al 
Gore  says  he  is  “one  of  the  world’s  lead¬ 
ing  cybergurus,”  and  the  Library  Journal 
recommended  Growing  Up  Digital  for 
all  libraries. 

Words  of  Wisdom  for  Today’s  Business 
Executives 

“The  industrial-age  corporation  must 
adapt  or  die.  The  digital  economy  has 
created  a  new  business  form:  fluid  con¬ 
gregations  of  businesses  that  come 
together  on  the  Internet  to  create  value 
for  customers  and  wealth  for  their  share¬ 
holders.  The  key  to  success  in  this  totally 
different  environment  is  business-model 
innovation.” 

Q&A 

What  are  some  common  misconcep¬ 
tions  about  IT  and  society? 

Tapscott:  The  biggest  one  is  that  people 
think  that  building  a  successful  business 
and  being  socially  responsible  are 
mutually  exclusive. 

Who  is  the  most  influential  person  in 
the  new  economy? 

Al  Gore.  Actually,  he  was  instrumental 


in  explaining  and  popularizing  the 
Internet.  Every  country  should  have 
had  an  Al  Gore. 

What  is  the  biggest  change  the  Internet 
has  brought  to  business? 

The  Internet  is  fundamentally  changing 
the  nature  of  the  company,  the  way  we 
create  value  for  customers  and  wealth 
for  shareholders  and  societies. 


Curriculum  Vitae 

■  Chair  of  Toronto-based  consultancy 
and  think  tank  Digital  4Sight 

■  President  of  New  Paradigm  Learning 
Corp. 

■  Writes  a  monthly  column  for  The 
Industry  Standard 

■  Isa  board  member  of  the  Center  for 
Addiction  and  Mental  Health 


Foundation  and  a  former  member 
of  the  Board  of  Trustees  at  the  Clarke 
Institute  of  Psychiatry 
■  Chair  of  the  Trent  University  Capital 
Fundraising  Campaign 

Books 

Digital  Capital:  Harnessing  the 
Power  of  Business  Webs,  coauthored 
with  David  Ticoll  and  Alex  Lowy 

(Harvard  Business  School 
Publishing,  2000) 

Blueprint  to  the  Digital 
Economy:  Creating  Wealth  in 
the  Era  of  E-Business,  coedited 
with  David  Ticoll  and  Alex  Lowy 
(The  McGraw-Hill  Co.,  1999) 
Growing  Up  Digital:  The  Rise 
of  the  Net  Generation  (The 
McGraw-Hill  Co.,  2000) 

The  Digital  Economy:  Promise 
and  Peril  in  the  Age  of 
Networked  Intelligence  (The 
McGraw-Hill  Co.,  1997) 
Paradigm  Shift:  The  New 
Promise  of  Information 
Technology,  coauthored  with 
Art  Caston  (The  McGraw-Hill 
Co.,  1992) 

Who  Knows:  Safeguarding  Your 
Privacy  in  a  Networked  World, 

coauthored  with  Ann  Cavoukian 
(The  McGraw-Hill  Co.,  1996) 

Contact 

Contact  Tapscott  for  speaking 
arrangements  through  the  Leigh 
Bureau  at  908  253-8600  or 
wwwJeighbureau.com/contact_us.html. 


The  key  to  success  in  this 
totally  different  environment  is 

business-model  innovation.  55 
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Our  e-business  portal  allows  Ricoh 
Canada  to  drive  its  top  and  bottom 
j  lines  in  ways  its  competition  would 
dearly  love  to  copy.  It’s  called  “my  Ricoh”  and,  by 
reinventing  relationships,  it  reduces  the  cost  of 
acquiring  and  retaining  customers.  Power  is  being 
placed  right  where  it  belongs,  in  the  purchaser’s 
hands.  Processes  are  being  streamlined,  points  of 
contact  eliminated.  Internal  best  practices  are  being 
shared  so  key  business  issues  can  be  resolved  more 
quickly.  Revenue/  It’s  headed  up.  Administrative 
costs/  Down.  These  are  the  results  Ricoh  Canada 
was  seeking  from  its  original  ERP  investment.  Its 
expenditure  for  the  TopTier  Portal  was  peanuts  by 

comparison.  But  it’s  making  that  TopTier  provides  leading  companies  with 

JC  O  e-business  oortals  that  are  surorisinalv 

original  investment  pay  off  hand¬ 
somely.  What  can  we  do  for  you/ 

800-360-3328/www.toptier.com 


e-business  portals  that  are  surprisingly 
easy  to  deploy  and  shockingly  easy  to  use. 
No  new  code  is  required.  Also  no  training. 
Point.  Click.  Drag.  Drop.  Anyone  who  can 
execute  these  four  simple  steps  knows  how 
to  use  TopTier  to  swiftly  access,  link  and 
relate  data  -  even  data  from  disparate 
sources  -  in  an  endless  variety  of  ways. 


!”  TopTier 


SOFTWARE 


€>2000  TopTier  Software  Inc.  TopTier  is  a  registered  trademark  of TopTier  Software  Inc.  Ricoh  is  a  registered  trademark  of  Ricoh.  Ltd. 


e-business  like  you've  never  seen  it  before. 


Inside 
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. 290 

predictions 
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under 
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storage  . 300 
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watch 

Enterasys  Networks 
. 302 


Training  in  the  Real  World 

Live  networks  give  students  hands-on  experience  by  heather  baukney 


Edited  by  Christopher 
Lindquist.  Send  your 
thoughts  and  ideas  for 
future  columns  to 
et@cio.com. 


KATE  TALLIS,  a  WAN  engineer  at  Lockheed, 
learned  about  networking  the  old-fashioned 
way — by  reading  tons  of  manuals  and  passing 
days  in  classroom  lectures  before  ever  touching 
a  piece  of  hardware.  The  training  was  useful, 
she  says,  but  it  didn’t  adequately  prepare  her  for 


the  real-life  challenges  and  crises  her  network 
presents.  But  since  October  1999,  Tallis  and  five 
of  her  fellow  engineers  have  been  augmenting 
their  traditional  training  with  exercises  on  a  new 
hands-on  system  that  may  revolutionize  network 
administrator  training. 


real-world  training.. .OOP. ..electronic  billing. ..high-tech  storage 
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MISSION:  When  Bank  of  America  invested  in  new  technology;  they  knew  success  required  that  people  could 
use  it.  But  how?  Traditional  training  was  too  slow;  hiring  new  employees  too  expensive.  Lockheed  Martins  solution: 
a  business-smart  process  called  reskilling.  It  uses  real  projects  to  teach  new  skills,  guided  by  experienced  coaches. 


Insert  Format  Tools  Table 
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Client  List 


SkyTel 


USG 
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File  Edit 


LOCKHEED  MARTIN 


-7 


SUCCESS:  Reskilling  did  more  than  train  people  to  run  computer  systems;  it  taught  people  to  rethink 
how  they  used  those  systems.  The  result:  competitiveness  sharply  higher  across  the  company,  and  a  workforce 
with  lower  turnover.  To  see  what  Lockheed  Martin  IT  expertise  can  do  for  you,  visit  www.ibs-lmco.com. 


The  difference  between  simulated 
scenarios  and  vLab  is  that  Mentor 
backs  up  its  courses  with  nearly 
$3  million  of  live  Cisco  equipment. 


new ,  , 

products 


In  May  1999,  Mentor  Technologies 
Group,  based  in  Annapolis  Junction, 
Md.,  went  online  with  vLab  (www. 
mentortech.com),  a  system  of  exercises 
that  challenges  users  to  solve  internet¬ 
working  problems.  The  difference 
between  simulated  scenarios  and  vLab, 
however,  is  that  Mentor  backs  up  its 
courses  with  nearly  $3  million  of  live 
Cisco  equipment.  Whenever  Tallis  signed 
on  for  any  of  the  seven  labs  she’s  com¬ 
pleted  so  far,  she  commanded  real  hard¬ 
ware  instead  of  paper  diagrams.  “It’s  nice 
to  be  able  to  learn  on  a  real  switch,  a  real 
router,”  she  says.  “With  other  types  of 
training  you  can  always  go  to  the  back  of 
the  book  and  see  what  the  answer  is,  but 
with  vLab  you  actually  have  to  make  the 
thing  work.” 

The  system  is  attracting  attention.  In 
its  first  year  and  a  half,  Mentor  has  had 
tens  of  thousands  of  IS  professionals  par¬ 
ticipate  in  vLabs.  The  company’s  major 
clients  include  AT&T,  Cisco,  Computer 
Sciences  Corp.,  Merrill  Lynch,  Pricewater- 
houseCoopers,  Sprint  and  Verizon. 

Getting  Real 

Clark  Aldrich,  research  director  at  the 
Stamford,  Conn. -based  Gartner  Group, 
says  that  the  realities  of  today’s  workforce 
mean  that  vLab’s  learning-by-doing  model 
should  continue  to  catch  on.  “Shortcutting 
the  experiential  learning  process  through 
immersive,  frustrating,  fun  simulations,” 
Aldrich  says,  “will  be  the  dominant  form 
of  prepackaged  management  training  for 
the  Nintendo  generation.” 

The  game-system  analogy  even  proves 
appropriate.  When  beginning  a  vLab 


course,  users  receive  an  assignment, 
Mission:  Impossible  style:  “You  have  been 
assigned  the  task  of  creating  and  imple¬ 
menting  a  subnet  plan  for  three  remote 
offices....”  A  large  clock  in  the  upper 
right-hand  corner  of  the  screen  counts 
down.  “Describe  your  plan  of  attack,”  the 
system  prompts.  If  the  user  gets  stuck,  the 
system  provides  hints  and  detailed  sam¬ 
ple  solutions,  or  she  can  call  or  e-mail  an 
instructor  for  help.  Aldrich  says  vLab’s 
approach  is  an  antidote  to  some  tradi¬ 
tional  e-learning  ills.  “One  of  the  historic 
complaints  about  e-learning  is  that  it’s  too 
high-level,  too  theoretical,”  says  Aldrich. 
“[vLab]  is  a  great  way  to  deal  with  those 
problems  because  it’s  practical  and  acces¬ 
sible.”  And  it’s  nonfatal — if  you  crash  this 
network,  you  won’t  get  fired. 

Another  major  appeal  of  vLab  is  its 
24/7  accessibility.  Anthony  Wolfenden,  the 
senior  manager  of  product  line  manage¬ 
ment  and  learning  deployment,  is  respon¬ 
sible  for  making  sure  that  vLab  is  available 
to  350  of  the  company’s  3,500  field  engi¬ 
neers.  “It’s  the  best  for  getting  training 
when  you  want,  where  you  want,” 
Wolfenden  says.  He  considers  it  a  wild  suc¬ 
cess  that  during  any  given  month,  10  per¬ 
cent  of  Cisco’s  field  workforce  uses  vLab. 

Hands-on  training  also  appears  to  make 
for  better  administrators.  In  September 
1999,  Cisco  set  out  to  determine  which 
group  did  better  on  the  Cisco  Certified 
Network  Associate  (CCNA)  exams,  those 
who  took  five  days  of  instructor-led  classes 
(and  five  vLabs)  or  those  who  completed 
20  vLab  sessions.  Of  the  group  that  had 
vLabs  and  no  lectures,  88  percent  passed 
their  CCNA  exams  on  their  first  try,  com- 


Getting  to  Know  You 

Effective  interpretation  of  your  cus¬ 
tomers’  signals  can  make  all  the 
difference  in  the  financial  services 
arena.  Now  application  service 
provider  (ASP)  Interelate  has 
announced  its  first  prebuilt  prod¬ 
uct  designed  to  provide  detailed 
customer  analysis  through  the  use 
of  existing  data  and  proprietary 
analysis  models.  Using  these  tools, 
the  product  attempts  to  identify 
high-value  customers  and  then 
provides  cross-sell  opportunities 
that  they  would  find  most  appeal¬ 
ing.  With  each  tracked  customer 
decision,  the  product  refines  its 
models  to  offer  more  accurate 
information  for  future  transactions. 
Product  pricing  starts  at  $20,000 
per  month.  For  more  information, 
visit  www.interelate.com  or  call 
952  908-8000. 

Align  Your  Minds 

E-mail,  voice  mail  and  cell  phones 
are  powerful  ways  of  connecting, 
but  they  don’t  always  have  all  the 
connections  you  need.  To  fill  the 
void,  Parlano  has  recently  released 
MindAlign,  a  set  of  server-based 
collaboration  tools  that  let  teams 
keep  in  touch,  share  important 
documents  and  track  project 
progress  from  any  networked  com¬ 
puter.  Users  subscribe  to  relevant 
channels  containing  discussion 
areas,  shared  files,  URLs  and  other 
pertinent  information,  or  they  can 
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It  could  be  a  fire.The  worst  storm  in  decades.  Or  a  deadly  virus.  But  when  it  hits,  it 
could  knock  out  your  system  for  hours,  even  days.  And  you  know  how  much  that  could 
cost.  Unless  you  have  the  right  business  continuity  plan  in  place.  SunGard  can  help, 
with  a  range  of  highly  responsive,  surprisingly  affordable  options.  (You  will  even  spend 
less  on  a  pre-configured  SunGard  recovery  package  than  you  would  to  buy  a  backup 
server.)  And  now  we  apply  our  disaster  recovery  experience  and  aggressive  pricing  to 
your  other  critical  business  needs.  With  SunGard’s  Internet  and  high-availability  services, 
the  people  who  need  it  always  have  access  to  your  company’s  information.  Call  us  or 
visit  us  online  now.  you'll  get  our  sungard  mousepad  with 
wrist  support,  free.  Then  relax.  When  plan  B  fails,  SunGard  won’t. 


SUNGARDeSECURE 

THE  NET  BENEATH  YOU. 


1-800-468-7483  EXT. 246  OR 
WWW.SUNGARDRESPONSE.COM/ADV 


SUNGARD" 


pared  with  77  percent  of  the  classroom 
trainees.  (The  industry  standard  pass  rate 
is  70  percent.) 

Staffing  Solution 

As  the  industry  longs  for  skilled  network 
administrators,  getting  it  right  the  first 
time — putting  skilled  people  in  place  as 
quickly  as  possible — is  becoming  mission- 
critical.  According  to  Andrew  Efstathiou, 
an  analyst  with  The  Yankee  Group  in 
Boston,  the  staffing  crisis  in  network 
administration  will  intensify  in  the  next 
five  years.  He  says  that  offering  training 
like  vLab  may  aid  an  organization’s  reten- 


is  “in  discussion  with  various  other  ven¬ 
dors  to  develop  a  vLab  solution  for  their 
technology.”  Brennan  speculates  that  big¬ 
gies  like  Lucent  and  Nortel  may  not  be  far 
behind  in  seeking  out  similar  e-learning 
partnerships.  “They’ll  say,  ‘OK,  Cisco’s  got 
it.  Is  this  something  I  need  to  differenti¬ 
ate?”’  Although  Framingham,  Mass.-based 
IDC  just  began  its  analysis  of  virtual  labs, 
Brennan  speculates  that,  like  any  other  sin¬ 
gle  training  method,  they  will  not  be  the 
best  for  all  learning  needs.  “A  blended  solu¬ 
tion  is  the  way  to  go,”  he  says.  “Provide  as 
many  delivery  vehicles  as  possible  because 
different  people  learn  in  different  ways.” 


Of  the  group  who  had  vLabs  and  no 
lectures,  88  percent  passed  their  Cisco 
Certified  Network  Associate  exams 
on  their  first  try,  compared  with 
77  percent  of  the  classroom  trainees. 


tion.  “This  type  of  cutting-edge  training 
might  help  companies  hang  on  to  their  sys¬ 
tems  people,”  says  Efstathiou.  “It  shows 
that  they  are  stepping  up  to  the  plate  by 
providing  training  that  will  advance  [engi¬ 
neers’]  careers.” 

The  purchase  of  live  e-leaming  will  con¬ 
tinue  to  boom  as  virtual  lab  options  dispel 
the  main  objection  to  e-learning:  lack  of 
hands-on  experience,  says  analyst  Mike 
Brennan  of  IDC  (a  sister  company  of  CIO’s 
publisher,  CXO  Media).  “Virtual  labs  will 
take  market  share  away  from  instructor- 
led,  textbook-based  training,”  he  says,  “and 
there  will  be  more  training  partnerships 
as  it’s  recognized  as  a  viable  training  tool.” 
Mentor  is  already  in  partnership  with  com¬ 
munications  vendor  Marconi  (whether  it’s 
for  vLab  capability  they  won’t  divulge). 
Mentor’s  cofounder  and  Chief  Learning 
Architect  Greg  Long  says  that  the  company 


In  fact,  many  of  vLab’s  clients  piggy¬ 
back  the  online  exercises  with  desk-and- 
teacher  courses.  Caryl  Graham,  a  client 
service  manager  of  AT&T  Solution’s 
Bank  One  account,  says  that  the  vLabs 
have  become  a  mandatory  prerequisite 
to  traditional  training.  “If  you  take  the 
vLabs  before  the  class,”  she  says,  “then 
everyone  comes  in  more  or  less  even.  If 
you  were  low  on  the  spectrum  you  can 
keep  up  and  those  on  the  higher  end 
don’t  get  bored  and  frustrated.”  Graham 
first  beta-tested  vLab  nine  months  ago 
and  was  immediately  hooked.  “Around 
here  we’ve  always  had  a  few  routers  to 
play  with,”  she  says.  “But  most  people 
would  only  take  advantage  of  fooling 
with  the  network  when  it  was  broken.” 
As  subscribers  to  Mentor’s  enterprise 
system  since  August,  Graham  and  her 
colleagues  have  accessed  vLab  via  their 


create  their  own  channels. 
Administrators  can  also  integrate 
MindAlign  into  existing  applica¬ 
tions  (such  as  databases  or  light¬ 
weight  directory  access  protocol 
directories)  to  provide  one-stop 
access  to  important  information. 
The  product  can  run  on  internal 
corporate  servers  or  as  part  of  an 
ASP  model  hosted  by  Parlano. 
Pricing  starts  at  $5,000  per  inter¬ 
nal  server  and  $50  per  Java  client 
For  more  information,  visit  www. 
parlano.com  or  call  312  775-6925. 


Search  Struggle 

On  the  Web,  finding  what  you  need 
is  more  than  half  the  battle,  yet 
some  sites  still  don’t  offer  effective 
search  capabilities.  Seeking  to  pro¬ 
vide  an  easy  option  for  adding 
search  to  any  site,  Tippecanoe 
Systems  has  unveiled 
lndexMySite4Free.com,  an  online 
service  that  lets  companies  pro¬ 
vide  search  features  on  their  sites 
by  simply  adding  a  small  piece  of 
HTML  code  for  a  search  button. 
The  tool  offers  keyword,  Boolean, 
soundex  (similar  sounding) 
searches,  scheduled  and  on- 
demand  re-indexing,  customizable 
search  results  pages,  usage  reports, 
and  more.  The  service  is  free  for 
sites  under  1,000  pages.  Pricing  for 
larger  sites  begins  at  $9.95  a 
month.  For  more  information,  visit 
www.indexmysite4free.com  or  call 
925  485-1130. 
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and  hosting  of  secure,  scalable  and  high  performance  Web  sites,  intranets,  extranets  and  Web-enabled  enterprise  systems.  Add  to 
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corporate  intranet.  This  model  allows 
unlimited  access  to  the  labs,  which  run 
on  a  dedicated  network  built  behind 
their  firewall.  The  enterprise  dedication 
also  tends  to  speed  up  the  system’s 
response  time,  solving  one  of  the  few  but 
main  complaints  about  the  use  of  vLab. 
Jim  Thurmond,  who’s  in  charge  of  tech¬ 
nology  learning  and  systems  and  opera¬ 
tions  delivery  at  AT&T  Solutions  in 
Florham  Park,  N.J.,  says,  “It  was  slow 
when  it  was  outside  our  firewall,  but 
since  bringing  it  in-house  it  has  sped  up 
appreciably.” 

Price  May  Be  Right 

Use  of  an  enterprise  system  also  seems  to 
deflect  the  other  main  criticism  that  users, 
and  potential  ones,  have  of  vLab — the 
price  tag.  Mentor’s  Long  says  that  opting 
for  an  enterprise  solution  drives  the  cost 
per  lab  way  down.  He  admits  that  price 
is  a  valid  concern  and  that  some  people, 
mostly  students,  have  remarked  to  him 
that  the  service  should  be  free.  “But,” 
Long  says,  “there  are  rooms  full  of  equip¬ 
ment  behind  this.”  As  for  corporate 
clients,  he  says,  “We’ve  been  working  with 
them  to  train  hundreds  of  systems  integra¬ 
tors  and  turn  them  into  revenue  produc¬ 
ing  engineers.”  Yankee’s  Efstathiou  says 
that,  for  access  to  such  cutting-edge  tech¬ 
nology,  vLab  sounds  like  a  bargain. 

Of  Mentor’s  current  clients,  most  find 
the  cost  fair  but  offer  a  few  caveats. 
Lockheed’s  Tallis  cautions  that  because 
the  vLabs  are  very  targeted  lessons,  you 
have  to  be  sure  you  know  what  you  want. 
“If  you  don’t  use  it  correctly,  it  can  be  very 
pricey,”  she  says.  But  so  can  classes.  The 
cost  of  sending  one  person  to  a  five-day 
class  can  approach  $2,500,  she  says. 
“Like  any  training  program,  the  more 
research  you  do,  the  better  chance  you’ll 
pick  [the  right  course].”  The  expense  of 
training  for  the  CCNA  certification  with 
the  typical  five-day  course,  including  the 
price  of  the  course,  travel,  lodging  and 
food,  most  often  exceeds  $3,000;  vLab’s 
CCNA  track  pack  of  nine  courses  costs 


$715.  The  cost  of  taking  people  off  the 
job  also  cannot  be  underestimated,  says 
Cisco’s  Wolfenden.  “Every  hour  they’re 
out  of  the  field  costs  $12,000.” 

Long  says  that  vLab’s  challenge  now  is 
to  grow  with  its  clients  not  only  by  adding 
five  to  10  new  labs  a  month  but  also  by 
offering  alternatives  to  Cisco,  such  as 
vLabs  for  Windows  NT  and  Windows 
2000.  The  company  also  has  its  hands  full 
expanding  operations  for  current  clients. 
AT&T,  for  example,  intends  to  make 
vLab  available  to  its  global  staff.  Thur¬ 
mond  expects  that  the  1,000  to  1,500 


users  training  on  it  by  the  end  of  this  year 
will  balloon  to  3,000  by  the  end  of  2001. 

If  the  predictions  prove  true,  other 
giants  such  as  Lucent,  Marconi  and  Nor¬ 
tel  might  be  next  to  dedicate  some  of  their 
hardware  to  live  network  training.  If,  like 
Cisco,  the  gear  in  their  control  centers 
continues  to  outsize  the  pool  of  qualified 
systems  administrators  to  run  it,  it  might 
even  be  a  necessity.  ■ 


Heather  Baukney  is  a  freelance  writer  based  in 
Berkeley,  Calif.  You  can  reach  her  with  comments 
or  questions  at  hbaukney@yahoo.com. 


PREDICTIONS 

e-commerce 

Paying  the  Bills 

THOSE  PILES  OF  INVOICES  could  start  to  shrink,  according  to  a  study  by  the  Aberdeen 
Group  in  Boston.  The  report,  “Internet  Bill  Presentment  and  Payment:  E-Business 
Solutions  for  Improved  Customer  Service  and  Cash  Flow,"  predicts  that  IBPP  (both  con¬ 
sumer  and  business  to  business)  will  increase  more  than  500  percent  to  $1.9  billion  by 
2005.  As  payees  seek  to  get  a  grip  on  their  cash  flows,  payers  will  look  for  the  efficiencies 
online  payment  can  provide. 

Getting  those  returns  is  going  to  take  some  time,  however,  according  to  Andrei 
Arkhipov,  an  Aberdeen  research  associate  and  coauthor  of  the  report.  Online  bill  consol¬ 
idators  have  yet  to  attract  the  critical  mass  of  billers  necessary  to  make  their  customers 

take  notice.  Online  exchanges,  which 
Aberdeen  feels  could  fill  a  big  gap  in  the 
online  presentment  market,  rarely  offer 
such  services  (though  the  company  pre¬ 
dicts  they  will  in  the  next  12  to  18  months). 
And  current  standards  such  as  the  Internet 
Financial  Exchange  are  insufficient  to  han¬ 
dle  the  complexity  of  B2B  billing. 

Despite  the  hurdles,  Aberdeen  predicts 
that  some  10  percent  of  B2B  billing  will 
occur  online  by  2005,  thanks  to  benefits 
to  both  buyer  and  seller.  IBPP,  the  report 
says,  saves  billers  time,  improves  cus¬ 
tomer  service  and  decreases  uncertainty 
about  when  bills  will  be  paid.  Payers, 
meanwhile,  benefit  from  being  able  to 
work  with  electronic  documents  instead  of 
reams  of  paper,  bill  consolidation  and  bet¬ 
ter  reporting.  -Christopher  Lindquist 
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OneCall 

Internet 


Follow  the  Monster. 

Monster.com  uses  One  Call  Internet  Backbone. 


c 

o 


I 

0 

a 


-C 

I 

XJ 

a) 

3 

to 


T) 

c 

0 

0 

< 

O 

$ 

CL 

5 


o 

fD 

E 

a> 

X 
« 0 


■O 

Q> 

o 

to 

O) 

0 

(0 

(O 


1  800  876  1300 


Internet  Backbone.  Co-Location. 


I  onecall.net 


REVISIT 

programming 


There  lt...lsn’t 

Object-oriented  programming  still  strives  to  dominate 
development  by  fred  hapgood 


IN  PROGRAMMING,  all  revolutions  look 
the  same:  For  any  single  language  and 
application  domain,  people  figure  out  the 
most  common  or  important  sequences  of 
tasks.  Then  someone  writes  a  new  com¬ 
mand  structure  and  representation  scheme 
(the  programming  language)  that  stan¬ 
dardizes  those  sequences  and  allows  them 
to  work  well  with  each  other.  A  good  anal¬ 
ogy  is  the  evolution  of  text,  from  hand¬ 
writing  to  moveable  type  to  books  to 
libraries:  Typesetting  simplified  and  organ¬ 
ized  handwriting;  bookbinding  did  the 
same  for  printed  characters;  libraries  for 
books.  Programming  evolved  exactly  the 
same  way,  from  machine  code  to  assem¬ 
bler  to  Fortran  to  C. 

However,  each  revolution  also  has  its 
differences.  By  the  end  of  the  ’80s,  the 
next  cycle  was  clearly  in  sight  and  attract¬ 
ing  an  unusually  high  level  of  buzz. 
Programming  commands  had  finally  got¬ 
ten  so  general  (on  the  level  of  operations 


like  content  management,  security,  per¬ 
sonalization,  configuration,  message  rout¬ 
ing  and  such)  that  they  were  starting  to 
be  recognizable  as  entire  business  proc¬ 
esses,  at  least  from  a  CIO’s  perspective. 
This  suggested  that  people  might  soon  be 
able  to  build  business  information  infra¬ 
structures  just  by  snapping  a  few  compo¬ 
nents — product  design,  marketing,  man¬ 
ufacturing  and  shipping — together,  like 
the  IS  equivalent  of  a  prefabricated  house. 
Then  all  you  would  have  to  do  would  be 
to  sit  back  and  count  the  money. 

That  might  seem  like  a  stretch,  but 
some  of  the  enthusiasm  for  the  idea — 
object-oriented  programming  (OOP) — 
went  pretty  high.  On  May  15,  1992, 
CIO  predicted  OOP  would  bring  radical 
changes.  For  instance,  if  advanced  voice 
and  image  processing  could  be  encapsu¬ 
lated  as  independent  objects  and  then 
dropped  into  any  program,  the  look  and 
feel  of  programs  could  rapidly  change. 

Somewhat  further  out  on  the  cut¬ 
ting  edge,  we  quoted  an 
expert  who  speculated 
about  writing  up  the  CIO 
of  a  company  as  an 
object.  That  CIO  could 
then  be  incorporated 
into  every  IS  process, 
which  would  either  be 
a  breakthrough  or  a 
nightmare,  depending 
on  your  feelings  about 
micromanagement. 

That  hasn’t  happened 
(yet),  but  leaving  simulated 
executives  to  one  side,  were 
we  right  otherwise?  It’s  hard  to 


t 
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new 

products 


Flexible  Portable 

Intermec  Technologies  has  com¬ 
bined  a  passel  of  features  into  a 
portable  device  aimed  at  field 
workers.  The  Intermec  6651 
Handheld  PC  offers  the  Windows 
CE  2.11  operating  system  in  a 
clamshell-like  handheld  package 
that  provides  keyboard,  pen  and 
digital  image  input.  In  standard 
configuration,  users  can  type  on 
the  attached  keyboard.  The  unit’s 
screen  also  folds  backward,  provid¬ 
ing  a  suitable  surface  for  pen  input 
or  signature  capture.  The  6651 
also  includes  a  built-in  350K-pixel 
digital  camera  for  creating  still 
images  or  short  movie  clips.  An 
optional  wireless  network  kit  is 
also  available.  Pricing  for  the  6651 
starts  at  $1,495.  For  more  informa¬ 
tion,  visit  www.intermec.com  or 
call  425  348-2600. 


Bill  ’Em  All 

Time  is  money,  especially  if  you 
work  in  a  business  with  billable 
hours.  To  help  companies  track 
every  moneyed  minute, 
QuickArrow  has  announced 
Enterprise  Consulting  Suite  4.0, 
the  latest  update  to  the  company’s 
ASP-delivered  professional  services 
automation  tools.  The  new 
version  now  supports  international 
currency  expense  reporting,  inte¬ 
gration  with  Microsoft  Project, 
support  for  fixed-price  projects,  a 
staffing  wizard  to  identify  and 


ILLUSTRATION  BY  IGORS  IRBE 


We  have  the 


A  leading  Java-based  personalization  and  e-commerce  platform. 
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A  network  of  more  than  150  of  the  world’s  best  technology  and  solution  partners. 
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NOLOGY 


Over  400  worldwide  customers  including  Benetton,  BlueLight.com,  Eastman  Kodak,  and  J.Crew. 


We  have  the  best 


ATFORM 


Do  you? 


e-Business  isn’t  about  building  a  Web  site;  it’s  about  running  your  business.  ATG  understands  that.  For  more 

I  \  1 

than  five  years,  we’ve  provided  a  software  and  application  platform  that  helps  businesses  build  and 
manage  online  relationships  with  customers,  suppliers,  and  partners.  Our  solution,  ATG  Dynamo", 
offers  everything  from  multilingual  and  wireless-Web  support  to  a  scalable  platform  that  grows  with 
your  business.  Introduce  your  e-business  team  to  our  platform  by  visiting  us  online  at  www.atg.com/platform 
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say.  Yes,  developers  have  created  powerful 
new  applications  during  the  past  eight 
years,  and  lots  of  programmers  are  writ¬ 
ing  in  OOP  languages  (such  as  C++, 
Smalltalk  and  Java),  but  the  programming 
community  seems  divided  as  to  whether 
or  not  the  association  is  one  of  cause  and 
effect  or  simple  coincidence. 

Certainly  there  are  lots  of  people  who 
think  OOP  has  delivered.  “When  we  first 
started  it  took  us  eight  months  to  write  a 
banking  application,”  says  Lester  Shuda, 
CTO  and  founder  of  Destiny  WebSolu- 


tial,  while  revolutionary  in  theory,  is  a  sur¬ 
face  that  has  yet  to  be  scratched.  The  rea¬ 
son:  He  thinks  that  managers — who 
can  be  trusted  to  prefer  shorter  produc¬ 
tion  schedules  to  the  most  gleamingly 
tight  code  sequences — have  not  gotten  as 
involved  with  the  technology  as  they 
should. 

Stephen  Laich,  a  senior  consultant  at 
Pinnacle  Decision  Systems  in  Middle- 
town,  Conn.,  agrees.  Reuse  should  lead 
to  shorter  product  cycles,  but  it  is  seldom 
pursued  systematically  or  comprehen- 


OOP  might  even  have  been 
responsible  for  a  decline  of  innovation 
in  programming. 


tions,  a  financial  services  software  com¬ 
pany  in  Conshohocken,  Pa.  Moving  to  an 
OOP  environment  allowed  the  company 
to  write  general  functions  that  could  be 
put  on  the  shelf  and  reused  as  needed. 
“Today,”  Shuda  says,  “we  are  rolling  out 
much  more  sophisticated  systems  in  two- 
thirds  the  time.”  In  fact,  he  believes  that 
OOP  has  sparked  a  general  elevation  in 
client  expectations  throughout  the  finan¬ 
cial  services  industry. 

On  the  other  hand,  many  programmers 
think  that  their  profession  as  a  whole  has 
never  made  the  conceptual  transition  into 
OOP.  “Many  programmers  think  their  job 
is  to  optimize  performance,”  says  Senior 
Software  Developer  Chris  Fox  of 
Web3000,  an  online  ad  distribution  net¬ 
work  based  in  Redmond,  Wash.  “They 
worry  about  making  their  code  run  as  fast 
as  possible,  which  is  absurd  when  the  code 
in  question  is  running  on  the  time  scale  of 
the  user.”  This  ritualistic  pursuit  of  an  ele¬ 
gance  in  code  that  only  other  program¬ 
mers  could  appreciate,  or  even  notice, 
means  that  objects  that  could  be  reused  are 
instead  rewritten  over  and  over. 

Fox’s  perspective  is  that  OOP’s  poten- 


sively.  He  speculates  that  by  shifting  so 
much  responsibility  to  managers  who  do 
not  understand  the  implications  of  this 
new  environment,  OOP  might  even  have 
been  responsible  for  a  decline  of  innova¬ 
tion  in  programming. 

Laich  thinks  managers  need  to  see  to 
the  construction  of  objects  libraries, 
including  paying  an  “objects  librarian.” 
Destiny’s  Shuda  agrees,  adding  that  OOP 
has  stimulated  a  small  industry  of  third- 
party  vendors  that  specialize  in  building 
objects.  This  gives  managers  a  build- 
versus-buy  choice  that  they  need  to  be 
aware  of,  but  usually  are  not.  An  objects 
librarian  would  have  the  responsibility  of 
tracking  this  market  and  matching  it  to 
company  needs. 

Whether  OOP  has  been  responsible  for 
the  radically  different  applications  we 
have  seen  during  the  last  decade  is  debat¬ 
able.  What  does  seem  clear  is  that  far 
more  could  be  squeezed  out  of  this  tech¬ 
nology  with  very  little  effort,  which  sug¬ 
gests  that  the  best  is  yet  to  come.  ■ 


Is  OOP  subject  to  the  inheritance  tax?  Tell  it  to 
the  advisers  at  et@cio.com. 


apply  resources,  the  capability  to 
download  data  for  offline  analysis 
and  integration  with  a  variety  of 
accounting  packages.  Pricing  for 
the  hosted  version  of  ECS  4.0 
begins  at  $75  per  seat  per  month. 
For  more  information,  visit 
www.quickarrow.com  or  call 
512  381-0600. 


Remember  the 
Mainframe? 

You  don't  hear  much  talk  about 
mainframes  these  days,  even  if  the 
world  is  still  running  on  them.  But 
Singlepoint  Systems  hasn’t  forgot¬ 
ten.  The  company  has  announced 
LegacyPoint,  an  event  manage¬ 
ment  tool  that  provides  two-way 
communication  between  OS/390 
systems  and  Hewlett-Packards’ 
OpenView  VantagePoint  network 
management  product.  LegacyPoint 
can  receive  messages  from  the 
OS/390  system  and  then  display 
them  in  the  VantagePoint  browser. 
LegacyPoint  pricing  will  start  at 
$15,000.  For  more  information, 
visit  www.singlepointsys.com  or 
call  408  557-6500. 
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www.axxiumpro.com 

1.800.469.4842 


Axxiurrf'  Pro. 


With  the  Axxium  Pro’s  highly  modular 
design,  you  could  say  it’s  got  as  many 
sides  to  its  personality  as  you  do!  Each 
time  your  network  expands,  the 
Axxium  Pro  can  be  easily  reconfig¬ 
ured  to  suit  the  uniQue  demands  of 
your  enterprise. 

The  Axxium  Pro  combines 
N+X  power  and  logic  redundancy 


The  Best  Solution.’"  with  hot-swappable  power  and 


battery  modules,  all  in  a  modular  design  that’s  scalable  from 
3-l8kVA.  Making  it  the  Best  flexible  UPS  solution  in  the  IT 
space.  And  the  price?  It's  configured  to  fit  your  budget,  no 
matter  who  you  are  today.  Call  or  visit  our  Web  site  for  more 
information  about  Best  Power’s  newest  UPS  system. 


UNINTERRUPTIBLE 
POWER  SYSTEMS 


©  2000  Best  Power 


The  new  Axxium  Pro  UPS,  the  Best  solution  for  your  expanding  network 


UNDER  DEVELOPMENT 


Et 


storage 


Hope  for  the  Storage  Starved 


BELIEVING  THAT  you  can  never  be  too 
rich,  too  thin  or  have  enough  storage,  IBM 
researchers  have  created  a  new  class  of 
magnetic  materials  that  could  pave  the 
way  for  hard  drives  and  other  data  stor¬ 
age  systems  to  store  over  100  times  more 
data  than  existing  technologies. 

IBM’s  breakthrough  is  based  on  a 
chemical  reaction  that  causes  individual 
magnetic  particles,  each  composed  only  of 
a  few  thousand  atoms,  to  automatically 
arrange  themselves  into  well-ordered 
arrays.  The  particles’  uniform  size  and 
precise  separation  distance  are  important 
factors  in  increasing  data  density,  says 
Currie  Munce,  director  of  storage  systems 


and  technology  at  IBM’s  Almaden 
Research  Center  in  San  Jose,  Calif. 

Mixing  iron  and  platinum  in  a  heated 
solution  forms  the  particles  and  sets  them 
in  place.  Reheating  the  particles  inside  a 
vacuum  then  locks  them  in  position.  “The 
iron  and  platinum  atoms  rearrange  them¬ 
selves  from  a  useless  form  that  doesn’t 
retain  its  magnetic  orientation  to  a  very 
useful  one  that  does,”  says  Munce. 

The  particles,  which  have  a  four- 
nanometer  diameter,  are  less  than  half  the 
size  of  the  magnetic  grains  used  in  today’s 
densest  hard  drives.  The  particles’  tiny  size, 
combined  with  their  precise  positioning, 
means  that  researchers  can  pack  more  data 


on  a  given  amount  of  surface  area. 
“Smaller  and  more  uniform-size  magnetic 
particles  allow  smaller  data  bits,”  says 
Munce.  “A  more  uniform  particle  size  also 
allows  smaller  bits  to  be  more  easily  and 
accurately  detected  with  existing  signal 
detection  and  error-correction  schemes.” 

While  the  technology  works  well  inside 
IBM’s  laboratory,  the  company  needs  to 
resolve  several  technical  and  business 
questions  before  the  technology  appears 
in  commercial  storage  products.  Yet  to  be 
determined  are  the  material’s  real-world 
reliability  and  durability  characteristics, 
says  Munce.  “These  are  things  that  will 
have  to  be  worked  out  in  the  months 
ahead,”  he  says.  Another  potential  pitfall: 
moving  to  the  technology  would  require 
drive  manufacturers  to  switch  to  another 
method  of  spraying  magnetic  material 
onto  disk  media.  The  retooling  costs 
involved  in  such  a  changeover  could  slow 
the  technology’s  introduction  and  drive  up 
product  prices,  particularly  for  early 
adopters. 

Still,  Munce  is  optimistic  about  the 
technology’s  potential  to  create  smaller 
and  higher  capacity  storage  products.  “As 
the  need  for  storage  grows  more  urgent, 
along  with  the  need  for  more  portable 
storage  systems,  this  could  be  a  way  of 
addressing  the  problem,”  he  says. 

Down  the  road,  IBM’s  process  could 
lead  researchers  to  storage  technology’s 
Holy  Grail — the  ability  to  store  one  data 
bit  on  a  single,  tiny  grain  of  magnetic 
material.  “That  would  mean  taking  stor¬ 
age  to  its  ultimate  destination,”  says 
Munce.  “But  much  work  remains  before 
we  can  reach  that  goal.” 

-John  Edwards 


The  particles,  which  have  a  four-nanometer  diameter, 
are  less  than  half  the  size  of  the  magnetic  grains  used 
in  today’s  densest  hard  drives. 
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Two  things  are  obvious.  Your  company  needs  a  more  reliable  data  network.  And  you  need  some  sleep. 
That's  where  we  can  help.  At  BellSouth,  we've  designed  an  integrated  voice/data  network  that  has  an 
exceptional  record  of  reliability.  Incorporating  an  architecture  of  over  14,000  SONET  rings,  our  self-healing 
network  provides  automatic  restoration  and  rerouting  capabilities  to  guard  your  company  from  debilitating 
disruptions.  We've  even  built  a  number  of  secure,  bunker-like  equipment  facilities  to  withstand  winds  of  up  to 
150  mph  so  your  network  stays  up  and  running  in  even  the  most  horrific  conditions.  And  of  course,  we  deliver 
world-class  support  and  customer  care.  Now  go  home,  get  some  sleep,  and  visit  our  website  in  the  morning. 


fffl 


COMPANIES  TO  WATCH 
Enterasys  Networks 


Eye  on  the  Enterprise 
Network 


Cabletron  spinoff  Enterasys  looks  to  fill  the  void 
left  by  the  competition 


IN  THE  AGE  of  dotcom  fever,  calling  your¬ 
self  an  enterprise  networking  company  isn’t 
the  easy  way  onto  the  front  pages  of  indus¬ 
try  hot  sheets.  But  that  hasn’t  stopped 
Enterasys  from  trying.  In  a  market  where 
Cisco  Systems  rules,  Enterasys  hopes  to 
make  a  name  for  itself  as  a  customer- 
friendly,  technologically  savvy,  networking 
vendor  that  provides  the  core  products  that 
corporate  infrastructures  need  instead  of 


ture  requests  from  various  internal  divi¬ 
sions — and  not  everyone  would  get  what 
they  wanted.  (A  new  router,  for  instance, 
might  gain  a  feature  for  service  providers 
at  the  expense  of  an  enterprise  tool.) 

In  the  middle  of  1999,  the  company 
began  to  make  changes.  Cabletron  became 
a  holding  company,  spinning  off  four 
subsidiaries — Enterasys  (enterprise  net¬ 
working),  Riverstone  Networks  (service 
providers)  in  Santa  Clara, 
Calif.,  GlobalNetwork  Tech¬ 
nology  Systems  (network 
consulting)  in  Newington, 
N.H.,  and  Aprisma  Man¬ 


chasing  the  latest  hype.  But  the  company 
still  faces  some  serious  challenges. 

Enterasys  began  life  inside  network 
tech-vendor  Cabletron  Systems.  Cable¬ 
tron  owned  a  trusted  name  in  the  net¬ 
working  business,  but  in  the  late  1990s, 
the  company  was  having  issues.  Employee 
retention  in  a  world  full  of  stock  options 
and  startups  was  becoming  difficult.  To 
make  matters  worse,  each  new  product 
to  enter  R&D  would  face  numerous  fea¬ 


Headquarters  Rochester,  N.H. 

Employees  2,300 

Products  Enterprise  networking 
hardware,  software  and  services 

Projected  2000  earnings  $750M 
to  $800M 

Reason  to  watch  Solid  products, 
ability  to  focus  on  enterprise 
needs 

Hurdles  to  clear  Faces  competi¬ 
tion  from  Cisco  Systems,  which 
dominates  the  market,  and 
smaller  competitors  such  as 
Foundry  Networks  and  Extreme 
Networks.  Must  brand  itself  as  an 
independent  company  while 
retaining  Cabletron  loyalists. 


Et _ 

agement  Technologies  (software)  in  Dur¬ 
ham,  N.EI.  By  going  through  the  split, 
Cabletron  hoped  to  let  the  new  companies 
tackle  product  development  with  the 
focus  and  zeal  of  startups,  making  them 
better  able  to  retain  workers  (employees 
received  pre-IPO  stock  options)  and  help¬ 
ing  them  become  more  competitive  and 
more  valuable  to  shareholders. 

It’s  still  too  earlv  to  tell  if  Cabletron’s 

J 

overall  strategy  will  succeed,  but  analysts 
think  Enterasys  has  a  chance.  “They’ve 
got  all  their  ducks  in  a  row,”  says  Lauri 
Vickers,  senior  industry  analyst  at  Cah¬ 
ners  In-Stat  Group  in  Scottsdale,  Ariz.  She 
notes  that  the  company  has  always  had 
solid  technology,  which  it  has  now  com¬ 
bined  with  a  retooled  marketing  and  dis¬ 
tribution  organization.  Instead  of  trying 
to  be  all  things  to  all  companies,  Enter¬ 
asys  has  targeted  its  efforts  at  some  240 
accounts  in  specific  areas,  such  as  financial 
services,  higher  education,  manufacturing, 
biomed  and  health  care.  Vickers  also 
notes  that  many  traditional  competitors 
in  the  space — including  3Com,  Lucent 
Technologies  and  Nortel  Networks — 
have  de-emphasized  their  enterprise  lines, 
creating  an  opening  that  Enterasys  intends 
to  fill. 

But  that  doesn’t  guarantee  a  win. 
Vickers  says  that  the  company  still  faces 
obstacles,  such  as  communicating  its  cor¬ 
porate  message  and  transferring  Cable¬ 
tron’s  brand  equity  to  Enterasys  products. 
The  company  will  also  face  challenges 
from  smaller  competitors,  says  Framing¬ 
ham,  Mass.-based  IDC  senior  analyst  Paul 
Strauss  (IDC  is  a  sister  company  of  CIOs 
publisher  CXO  Media).  “The  question 
[for  CIOs]  will  be  whether  or  not  to  go 
with  an  experienced  solid  vendor  or  go 
with  the  somewhat  fresh  approaches  of 
[competitors  like]  Foundry  and  Extreme,” 
he  says.  With  Enterasys,  CIOs  will 
always  know  what  they’re  getting,  Strauss 
notes.  “They  can  be  convinced  that  Enter¬ 
asys  will  never  be  distracted  from  the 
enterprise  because  that’s  what  they’re 
set  up  for.”  -C.  Lindquist 
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By  picking  a  UPS  scalable  to 
your  network  requirements, 
space,  and  budgetary  needs. 


How  do  you  choose  a  UPS 

when  you  can't  even  guess  how 
many  critical  systems  you’ll 
have  to  support  next  year? 


For  over  30  years,  Liebert  has  provided  power  protection  for  the  world's  most  critical 
systems.  We  designed  the  new  Nfinity"  UPS  to  carry  on  the  tradition  of  Liebert  reliability 
in  today's  critical  network  applications. 

The  modular  design  allows  you  to  configure  Nfinity  to  match  your  changing  power  needs,  and  all  modules  are  hot- 
swappable,  allowing  for  uninterrupted  performance  when  you  service  or  expand  the  system.  You'll  find  redundancy 
and  patent  pending  intelligence  features  in  the  power  and  battery  modules,  power  bypass  systems,  communication 
paths  and  system  controls.  No  other  UPS  achieves  that  tremendous  breadth  of  reliability. 

Nfinity  offers  superior  value.  It's  extremely  cost-efficient  to  operate  and  ships  preassembled  and  pretested,  eliminating 
costly  user  assembly  time.  You're  also  backed  by  Liebert's  service  organization  -  trained  and  staffed  to  support  you 
24x7x365.  For  complete  product  information,  visit  our  website  at  www.nf3.liebert.com. 

Nfinity  -  the  easily  scalable,  incredibly  intelligent,  remarkably  redundant  UPS  that  takes  systems  availability 
to  the  next  level. 

®  2000  Liebert  Corporation.  All  rights  reserved  throughout  the  world.  Specifications  subject  to  change  without  notice. 

All  names  referred  to  are  trademarks  or  registered  trademarks  of  their  respective  owners. 


To  find  your  local  Liebert  Representative 
or  for  information  on  becoming  a  VAR: 


800-877-9222  dept.  NF3 


www.nf3.liebert.com 


info@liebert.eom 


Liebert* 

KEEPING  BUSINESS  IN  BUSINESS.® 


No  Annu 


Manage  Your  Credit 


■■■before  it  manages  you  by  perry  glasser 


IF  YOU  HAVE  ERRATIC  financial  habits,  a  day  will  come 
when  you  can’t  pay  your  bills.  Should  you  find  yourself  in 
that  pickle,  first  determine  why  and  how  you  got  there.  This 
is  no  time  to  deceive  yourself  about  your  spending  habits,  nor 
should  you  let  yourself  give  approximate  answers  to  ques¬ 
tions  about  how  much  you  spend.  The  only  thing  that  will 
get  you  out  of  this  credit  crunch  is  brutal  honesty  and  realis¬ 
tic  decisions  about  what  you  need  to  do.  At  stake  are  your 


financial  reputation  and  your  financial  future. 

The  number  of  personal  bankruptcies  in  the  United  States 
has  doubled  in  the  past  decade,  in  large  part  because  the  IT- 
powered  credit  card  industry  has  become  so  slick  at  customer 
relationship  management.  In  the  world  of  retail  credit,  the 
best  customer  is  not  the  customer  who  pays  bills  promptly. 
The  competition  for  interest-paying,  always-carry-a-balance 
customers  is  fierce,  and  the  industry  has  become  very  adept 
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©XceLon 

B2B.  As  it  was  meant  to  be.  “ 


It's  not  about  connection. 
It's  about  collaboration. 


B2B  is  more  than  just  sending  messages  between  you  and  your  partners,  it's  a  better  way  to 
work  together.  Only  eXcelon  allows  you  to  create  a  truly  collaborative  environment  between 
you  and  your  business  partners.  Making  it  possible  to  manage  all  your  business  content,  not 
just  transaction  data.  Integrating  your  business  processes  with  those  of  your  partners,  creat¬ 
ing  a  single,  unified  workflow.  Enabling  all  your  partners  to  participate  regardless  of  size, 
communication  language  or  level  of  technical  skill.  Providing  seamless  connections  to  your 
existing  enterprise  systems.  Leveraging  partnerships  is  the  promise  of  B2B.  eXcelon  makes 
it  a  reality,  www.exceloncorp.com 

eXcelon  Corporation  25  Mall  Road  Burlington,  MA  01803  USA  1-800-706-2509 


lifescience 


at  wooing  those  high-yield  customers  with  offers  of  low 
introductory  interest  rates,  balance  shifting  and  affinity  cards 
that  bring  debtors  all  sorts  of  benefits,  from  frequent  flyer 
miles  to  “free”  long-distance  minutes.  Our  collective  credit 
card  debt  is  at  an  all  time  high  of  about  $600  billion — 
$2,000  for  each  man,  woman  and  child  in  the  country. 


The  boom  economy  has  made  us  fearless.  The  factors  that 
influence  interest  rates,  such  as  the  expectation  of  inflation 
and  the  general  demand  for  capital,  government  regulations, 
the  credit-worthiness  of  the  borrower,  the  duration  of  the  loan 
and  how  risky  the  purpose  for  which  the  money  was  bor¬ 
rowed,  seem  rosy.  But  if — no,  make  that  when — the  general 
economic  climate  turns  south,  credit  junkies  will  be 
in  for  some  rude  withdrawal  symptoms.  In  the  early 
’80s,  mortgage  rates  touched  18  percent.  Try  selling 
your  million-dollar  Silicon  Valley  dotcom  bunga¬ 
low  at  such  alpine  interest  levels.  Try  starting  a  new 
business.  Try  sending  your  kid  the  genius  to  private 
school. 

There  is  no  shame  in  debt  per  se.  Many  financial 
counselors  believe  that  debt  payments — excluding  a 
mortgage — of  15  percent  of  a  household’s  post-tax 
income  is  comfortable.  Above  40  percent,  expect 
financial  troubles. 

Should  you  find  yourself  facing  credit  problems, 
you  must  make  changes.  Short  term,  consider  con¬ 
solidating  loans  to  a  single  creditor  and  extending 
the  term.  That  should  lower  your  monthly  pay¬ 
ments,  though  you  will  probably  pay  out  more  ulti¬ 
mately.  A  second  near-term  strategy  is  to  allow 
Uncle  Sam  to  help  get  a  home  equity  loan,  pay  off 
the  plastic  and — voila — your  interest  payments  are 
tax  deductible.  The  downside  to  that  strategy  is  that 
you  put  your  home  at  risk. 

But  if  you  seem  to  be  up  against  it  month  after 
month,  short-term  quick  fixes  won’t  cut  it.  To  man¬ 
age  recurring  credit  crunches,  you  need  to  alter  your 
financial  habits.  Trust  your  feelings.  The  universal 
rule  of  all  financial  planning  is  that  if  you  cannot 
sleep  at  night,  you  need  to  change  your  situation.  If 
you  worry  that  you  are  spending  too  quickly  or 
unwisely,  there’s  an  excellent  chance  that  you  are 
right.  Impulse  buying  is  a  sign  of  impending  disaster. 
If  time  and  again  you’ve  wandered  through  a  store 
and  left  with  scads  of  stuff  you  do  not  need,  you 
may  be  headed  for  a  credit  crunch.  “Buyer’s  re¬ 
morse”  is  an  almost  sure  sign  of  soon-to-be  credit 
problems.  People  who  buy  stuff  to  feel  better  about 
life  have  problems  too  deep  to  fix  with  a  new  suit. 

Practice  self-discipline.  Instant  consumer  gratifi¬ 
cation  is  about  as  healthy  as  a  Twinkie.  Once  a  day, 
look  in  the  mirror  and  say,  “No.”  The  salutary 
effect  will  be  astonishing. 


Perry  Glasser,  the  managing  editor  of  llluminata,  can  be 
reached  at  pglasser@illuminata.com. 


GET  YOUR  CREDIT  REPORT 

Regularly  examine  your  credit  report  for  accuracy,  especially  before  you 
apply  for  a  major  loan.  Your  credit  report  rights  vary  depending  on  your  state 
of  residence,  but  in  general  you  will  periodically  be  entitled  to  a  free  copy,  an 
explanation  of  any  scoring  system  that  results  in  a  rating  and  the  means  with 
which  to  correct  any  errors.  The  three  credit  rating  agencies  in  the  United 
States  are  the  following:  -P.  Glasser 


Equifax 

P.O.  Box  105873 
Atlanta,  GA  30348 
800  685-1111 
www.equifax.com 


Experian 

P.O.  Box  2104 
Allen,  TX  75013-2104 
888  397-3742 
www.experlan.com 


Trans  Union 

P.O.  Box  1000 
Chester,  PA  19022 
800  916-8800 
www.transunion.com 
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Once  Again,  Ranked  #1 

Performing  Global  Network. 

If  you  want  to  be  a  winner  in  today's  business  world,  rely  on  a  winner. 

Once  again,  SAVVIS'  high-performance  Intelligent  IP  NetworkSM  is  the  #1 
performing  network  in  the  world*  SAVVIS  surpassed  AT&T,  Sprint,  UUNet 
and  Qwest,  as  well  as  32  other  service  providers  for  this  annual  honor.  And 
now  that  we've  added  intelligence  to  our  #1  performing  network,  you  can 
take  advantage  of  an  endless  array  of  choices.  Internet,  Extranet,  Intranet 
and  E-commerce  applications  —  configured  any  way  you  want  —  combined 
into  one  simple  networking  solution  for  your  business.  The  truth  is,  SAVVIS 

earned  the  winner's  cup,  but  the  real  winner  is  you.  gwp  C'  A  \  /  \  /  l  C" 

Za*  /  x  v  V  / 

Intelligent  IP  Networking  for  Dynamic  Companies’*  www.savvis.net/trophy 


©  2000  SAWIS  Communications.  All  rights  reserved.  All  trademarks  property  of  their  respective  owners. 

•According  to  Keynote  Systems,  an  independent  auditor,  as  reported  in  Boardwatch  Magazine's  annual  "Directory  of  Internet  Service  Providers." 


1-866-4SAVVIS 
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Travels  and  Tribulations 

Jet  lag  is  an  option.  Here’s  how  to  avoid  it.  BY  BRION  O’CONNOR 


THERE'S  NOTHING  LIKE  whizzing  along  at  500  mph,  30,000 
feet  in  the  air,  in  an  aluminum  tube  filled  with  desert-dry  air 
and  unrecognizable  food.  You  recline  a  degree  or  two  in  a 
seat  3  inches  narrower  than  your  frame,  while  your  luggage 
is  safely  stowed  in  another  plane  heading  in  the  opposite  direc¬ 
tion.  Actually,  it’s  not  that  bad.  These  days,  airline  travel  may 
be  a  necessity,  but  it  doesn’t  have  to  be  an  evil.  Flying  puts  your 
body — from  breathing  to  biorhythms — through  the  wringer. 

Airlines  don’t  offer  much  advice  to  help  make  flying  more 
bearable.  Even  the  Washington,  D.C. -based  Air  Transport 


Association  provides  only  basic,  commonsense  solutions,  such 
as  getting  to  the  airport  early,  getting  a  good  night’s  sleep,  eat¬ 
ing  a  light  meal  and  drinking  plenty  of  water  and  fruit  juice. 

Aviation  health  expert  Diana  Fairechild  has  some  more 
sophisticated  suggestions  for  battling  the  rigors  of  air  travel. 
She  is  a  former  flight  attendant  and  the  author  of  four  books, 
including  Jet  Smart  and  Jet  Smarter,  the  Air  Traveler’s  Rx. 
She  is  also  the  founder  of  The  Fair  Air  Coalition,  a  non¬ 
profit  airline  advocacy  group.  Here  are  her  tips  for  healthy 
flying: 


Top  Tips  for  Feeling  Good  While  Flying 


disturb,’  an  inflatable  neck  pillow,  and  a 
sweater  or  shawl  and  socks." 

■  For  more  fresh  air,  ask  the  flight  atten¬ 
dant  for  “full  utilization  of  air”  in  the 
cabin.  If  the  air  remains  stuffy,  ask  for  an 
oxygen  bottle. 

■  Upon  arrival,  don’t  rush  to  a  stuffy  hotel. 

Get  some  fresh  air  and  exercise.  “All  our 
internal  cycles— temperature,  sleep,  crav¬ 
ings  for  sweets,  reactions  to  medications— 
are  programmable,  like  computers," 
Fairechild  says.  “You  can  program  yours  to 
bounce  back  from  jet  lag  with  adaptability 
and  resilience.  And  set  your  watch  to  local 
time  as  soon  as  possible  after  takeoff.” 

For  more  details  on  Fairechild's  flying 
healthy  campaign  and  her  books,  visit 
www.flyana.com  or  call  800  524-8477. 


Brion  O’Connor  is  a  fitness  and  travel  writer  based 
in  Hamilton,  Mass. 


■  Wear  loose  clothes.  The  low  air  pressure 
can  make  your  body  swell  up  like  a  balloon. 
“Swollen  feet  are  caused  by  the  low  air 
pressure  on  board  and  lack  of  circulation 
from  sitting  for  long  periods  without  mov¬ 
ing,”  Fairechild  says.  “Wear  travel  shoes  a 
half  size  too  large,  and  use  cushion  inserts.” 

■  Exercise.  Contract  and  release  the  major 
muscle  groups.  Walk  to  reduce  swollen- 
ankle  syndrome  and  other  symptoms  of  jet 
lag.  Mental  exercises  (including  affirma¬ 
tions)  help  ease  the  stress  of  flying. 

■  Coat  the  inside  of  your  nostrils  with 
edible  oil,  such  as  almond,  jojoba  or  olive, 
to  prevent  the  spread  of  airborne  germs. 
Fairechild  suggests  covering  your  nose  and 
mouth  with  a  saturated  cotton  handker¬ 
chief.  “That  will  help  block  the  spread  of 
germs,  while  also  providing  humidity  for 
your  lungs,”  she  says. 

■  Drink  water  every  hour.  At  0  percent  to 
2  percent  humidity, 


cabin  air  is  drier  than  any  desert.  Avoid 
alcohol  and  coffee  because  they  have  a 
diuretic  effect.  “In-flight  dehydration  is  one 
of  the  most  serious  hazards  long-distance 
flyers  face.  We  need  to  be  mindful  of  our 
water  intake  en  route,”  she  says.  "Also, 
drink  plenty  of  pure  water  for  several  days 
after  landing." 

■  Don't  eat  airline  food.  High-carbohydrate 
snacks  from  home  are  a  better  choice. 
"Airline  meals  are  typically  high  in  fat  and 
preservatives,  while  low  in  carbohydrates.” 

■  Don’t  sleep  on  the  plane  if  it  arrives  at 
night.  If  it  lands  in  the  morning,  get  as 

much  sleep  as  possible  on  board. 
“Sleeping  in  an  airplane  seat 
involves  preparation,”  Fairechild 
says.  “Bring  sterile  cotton  for  your 
ears,  an  eye  mask  stating  ‘Do  not 
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Some  companies  are  really  on  the  ball. 

Some  of  the  world's  most  forward-thinking  companies  have  transformed  their  Web  sites  into  live  meeting  rooms. 
They  have  discovered  the  speed,  reliability  and  scalability  of  the  WebEx  Interactive  Network.  Their  Web  sites 
now  hum  with  people  conducting  business  right  in  their  browsers,  without  any  hardware  or  software  changes. 

Now  you  can  give  presentations.  Share  software  and  desktops.  Tour  the  Web.  Voice  and  video  conference.  All  in  real¬ 
time.  All  on  the  Web.  Talk  about  ROI.  Isn't  it  time  your  company  got  on  the  ball?  Visit  webex.com  or  call  1-877-50-WebEx  to  see  how 


great  minds  meet  online. 

great  minds  meet  online  at  webex.com 


webex 


WebEx  and  the  WebEx  logo  are  trademarks  of  WebEx  Communications,  Inc.  ©2000  WebEx  Communications,  Inc.  All  rights 
reserved.  All  other  names  and  logos  are  registered  trademarks  of  their  respective  owners. 
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Space  with  a  View 

Paying  careful  attention  to  your  employees’  environment  can  pay  huge  dividends 

BY  ELIZABETH  DOUGLAS 


A  COMPANY’S  EMPLOYEES  are  its 


The  mail  pick-up  area 
at  Deloitte  &  Touche  is 
friendly  and  welcoming. 


most  valuable  and  expensive  resource.  Its 
physical  space  is  a  close  second,  and  the  two  are  closely  con¬ 
nected.  Balancing  space  requirements  with  other  corporate 
objectives,  especially  keeping  the  troops  happy,  loyal  and  inno¬ 
vative,  is  tricky  business. 

Few  companies  know  these  issues  better  than  Deloitte  & 
Touche,  a  giant  accounting  and  consulting  company  that  occu¬ 
pies  825,000  square  feet  of  office  space  in  Manhattan’s  pricey 
World  Financial  Center  (WFC).  Deloitte  recently  turned  175,000 
of  those  square  feet  into  SmartSpace,  an  open,  completely  recon- 
figurable  office  environment.  The  system  helped  Deloitte  put 
more  people  in  the  same  space  by  rethinking  how  it  is  used. 
Office  assignments  were  based  on  tasks,  rather  than  hierarchy. 

Approximately  225,000  square  feet  of  Deloitte’s  office  space 
throughout  New  York,  Connecticut  and  New  Jersey  has  already 
been  reconfigured  in  this  way,  and  the  rest  of  the  WFC  office  will 
be  converted  during  the  next  several  years.  Two  teams  of  interior 
designers  from  Working  Spaces:  The  Lauck  Group  in  Dallas 
and  Perkins  &  Will  in  Chicago,  as  well  as  office  furniture  group 
Steelcase,  in  Grand  Rapids,  Mich.,  helped  Deloitte  &  Touche 


with  its  space  configuration.  Also,  everyone  in  the  company  had 
input  in  the  space  planning,  which  ensured  broad  acceptance. 

Deloitte  chose  Steelcase’s  Pathways  system  furniture,  which 
usually  costs  between  $130  and  $150  a  square  foot.  However, 
Stephen  Silverstein,  the  tristate  area’s  director  of  facilities  for 
Deloitte  &  Touche  in  New  York  City,  admits  the  company 
spent  “slightly  more”  because  it  chose  a  high-end  customization 
of  the  system.  Still,  the  company  sees  its  choice  as  a  money  saver 
when  it  factors  in  the  productivity  benefits.  It  also  expects  addi¬ 
tional  savings  in  rapid  depreciation:  The  walls  are  movable,  so 
the  Internal  Revenue  Service  considers  them  furniture. 

The  system  is  plug  and  play — with  cable  embedded  in  the 
movable  walls  and  multiple  movable  outlets.  The  outer  skins 
of  the  walls  can  be  customized  with  fabric  or  chalkboards, 
and  the  walls  can  be  stacked.  In  short,  everything  can  be 
changed  and  changed  rapidly.  It  takes  only  a  weekend  to  turn 
a  suite  of  offices  into  a  war  room  that  accommodates  as  many 
as  25  people,  for  instance.  Also,  when  the  company  moves, 
the  entire  office  can  go  along. 

At  Deloitte’s  Manhattan  office,  the  result  is  a  handsome, 
low-key  workplace  with  predominant  earth  tones.  The  poten¬ 
tial  cookie-cutter  effect  is  negated  with  accents  including 
woods  and  fabrics  on  the  walls  and  visual  distractions  such 
as  fresh  flowers,  contemporary  sculptures  and  ceramics,  paint¬ 
ings  and  photographs. 

Deloitte  gets  a  little  whimsical  in  what  it  calls  the  Exchanges — 
areas  home  to  the  mailroom,  copier,  fax  machine,  TV,  lounge 
and  kitchen.  The  mailboxes  are  just  that — old-fashioned,  metal 
U.S.  mailboxes  lined  up  in  rows.  There’s  also  a  wheeled, 
adjustable  coffee  table  with  communications  links. 

Perhaps  the  most  surprising  aspects  of  Deloitte’s  SmartSpace 
are  the  tiny  offices  for  concentrated,  solo  tasks — some  as  small 
as  24  square  feet.  Cause  for  claustrophobia?  Not  really — the 
facing  entry  panel  is  glass.  The  space  is  so  well  used  that  there’s 
room  for  a  chalkboard  in  back  of  the  desk. 

These  are  no  closets,  though:  Across  the  narrow  corridor, 
everyone  shares  a  view  of  the  East  River,  a  perk  once  reserved 
for  senior  managers. 


Elizabeth  Douglas  contemplates  her  space  and  writes  about  it  from 
Rockport,  Mass.  Send  your  design  ideas  to  lifescience@cio.com. 
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MANAGE  THEM  ALL  WITH  ONE  COMPREHENSIVE  E-BUSINESS  SOLUTION 


e-Fullfillment 

exceptions 

refer  Management 

Extraprise  Transactions 

ivgisttct >pjck-pack-ship 

Virtual  Inventories 

supply  chain 

liTlI  life  WJi 

.... 


Yantra  is  the  web-based  e-business  engine  that  successfully  manages  high  volume  transactions 


To  build  a  successful  e-business,  you  must  flawlessly  delivers  simplicity  to  even  the  most  complicated 

manage  thousands,  maybe  millions  of  complex  e-businesses  with  flexible  business  rules,  scalability, 

transactions  on  the  internet.  Yantra  is  the  powerful  and  90-day  implementation.  No  one  solution  does 
e-commerce  engine  that  seamlessly  manages  a  more  to  build  and  retain  satisfied  customers  than 

all  of  them  across  your  enterprise  and  Yantra.  The  future  success  of  your  business 

extraprise.  Our  best-of-breed  solution  starts  by  contacting  us  today. 


YANTRA 


www.yantra.com 


1  -888-292-6872 


The  engine  of  e-business 


©  2000  Yantra  Corporation.  Yantra  is  a  registered  trademark  of  Yantra  Corporation. 
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Of  Mice  and  Money 

Orlando  is  all  about  Disney,  or  is  it?  BY  HERB  HILLER 


The  Cirque  du  Soleil  rises 
when  the  sun  goes  down. 


day.  In  the  evenings,  you  can  ride  free  to 
top  restaurants  like  Artist  Point,  Citricos  or 
Flying  Fish  Cafe,  all  onsite.  Stroll  the  board¬ 
walk,  ride  the  lake  boats  and  catch  the 
Cirque  du  Soleil.  You  won’t  need  a  car. 

If  you  choose  to  avoid  the  big  attractions 
altogether,  the  following  three  locales  each 
have  classy,  affordable  hotels  and  offer  a 
sophisticated  retreat  from  tourist  hullabaloo 
(although  you  will  need  a  car). 

Lakeside  Thornton  Park  is  in  downtown 
Orlando’s  newly  refurbished  historic  district, 
with  a  leafy  and  low-rise  architectural  char¬ 
acter,  busy  sidewalk  cafes  and  one-of-a-kind 
shops.  Stay  at  the  art  deco  EO  Inn  (888  481- 
8488,  www.eoinn.com).  Winter  Park  is  a  col¬ 
lege  town  of  century-old  lakeside  mansions, 
renowned  shops  and  a  landmark  collection  of 
Tiffany  glass  at  the  Morse  Museum.  Stay  at 
the  historic  Park  Plaza  Hotel  (800  228-7220, 
www.parkplazahotel.com). 

Celebration  is  Disney’s  vision  of  small¬ 
town  America  with  pedestrian-friendly  shops, 
restaurants  and  remarkable  architecture.  Stay 
at  the  art-filled  Celebration  Hotel  (888  499- 
3800,  www. celebrationhotel. com). 

For  all  Orlando  information  call  800  551- 
0181  or  visit  www.go2  orlando.  com .  00 


THERE  ARE  A  COUPLE  of  things  you 
need  to  know  about  Orlando,  Fla.,  that  will 
make  your  trip  as  painless  as  possible.  If  you 
go  to  see  Disney,  stay  at  a  Disney  resort. 
Also,  you  can  enjoy  great  vacations  in 
Orlando  without  ever  setting  foot  in  Disney 
theme  parks,  Universal  Studios  or  Sea  World. 

Why  stay  at  Disney  when  visiting  the  parks? 
Disney  (407  934-7639,  www.disney.go.com) 
runs  hotels  better  than  anyone.  The  grounds 
are  beautiful,  you  have  access  to  free  Disney 
transportation,  and  you  can  enter  the  parks 
an  hour  before  outside  visitors.  By  contrast,  the 
cheap  chains  are  tasteless,  plus  you  have  to 
drive  or  ride  a  bus  to  the  parks. 

Disney  rooms  will  cost  you  about  four 
times  more  than  the  cheapos  (figure  $125  or 
more  per  night)  but  barely  more  than  the 
higher-end,  off-park  lodgings.  On  the  other 
hand,  you’ll  enjoy  two  to  three  more  hours 
of  park  time.  The  psychic  gain  is  immense. 

At  Universal  (800  711-0080,  www. 


universalstudios.com/themeparks),  the  two 
hotels  are  super  but  pricey  (Portofino  Bay 
Hotel  and  Hard  Rock  Hotel,  opening  in 
December  2000).  Instead,  consider  an  I- 
Drive  hotel  with  free  bus  service  (try 
Embassy  Suites,  800  327-9797, 
www.embassysuites.com;  or 
Wyndham  Orlando  Resort, 
which  provides  free  serv¬ 
ice  to  Universal  Studios 


and  Sea  World,  and  a 
$10  shuttle  to  Disney,  800  421-8001,  www. 
wyndham.com).  Outside  the  park,  ride  the 
I-Drive  trolley  to  restaurants  and  shops. 

Sea  World  has  no  hotels,  but  it’s  worth 
finding  one  nearby.  Its  new  swim-with-the- 
dolphins  Discovery  Cove  and  the  under¬ 
water-plunging  roller  coaster  Kraken  (800 
327-2424,  www.seaworldorlando.com)  are 
making  quite  a  splash.  Universal’s  Men  in 
Black  is  a  four-and-a-half-minute  alien-zap¬ 
ping  ride  with  brilliant  graphics. 


Herb  Hiller  is  a  travel  writer  based  in  Georgetown, 
Fla.,  which  is  not  a  wholly  owned  subsidiary  of  Disney. 
Send  your  feedback  to  tifescience@cio.com. 
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Unlimited  IP  possibilities  for  your  business. 


concert 


Explosive  changes  in  communications  promise  infinite 
potential  for  business  success.  For  growth  and  expansion. 
For  increased  efficiencies  and  new  capabilities.  We 
recognize  this  is  an  opportunity.  Not  only  to  transform  the 
global  communications  landscape.  But  also  to  help  our 
customers  redefine  their  business  through  fully  integrated  IP- 
driven  solutions.  AT&T,  in  cooperation  with  Concert,  is  a 
powerful  combination  of  global  expertise  and  local 
experience  ready  to  make  this  happen.  Today,  Concert’s 
global  network  delivers  innovative  services  with  seamless 
connectivity  in  147  countries.  Together,  we  are  delivering 


simplified  solutions  to  complex  business  needs  through  a 
range  of  IP-driven  solutions,  from  easy-to-implement, 
cost-effective  services,  to  comprehensive  corporate  IP 
infrastructures.  Put  simply,  we  are  redefining  business 
communications  value  and  efficiency.  For  multinationals  with 
complex  global  needs,  to  smaller  companies  with  global 
aspirations.  The  communications  revolution  is  underway,  and, 
together,  we  will  make  sure  your  company  is  on  the  winning 
side.  To  find  out  more,  visit  www.att.com/ipservices  or 
call  1-800-288-3199,  dept.  12.  Discover  how  AT&T  and 
Concert  can  take  your  business  to  the  nth  degree. 


Taking  your  business  to  the  nj"1  degree. 


concert 


©2000  Concert  Communications  Company.  CONCERT,  the  Concert  design  logo 
and  the  distinctive  N  design  are  trademarks  of  Concert  Communications  Company. 
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Crazy  People 

BY  ANONYMOUS 

GOD  BLESS  AMERICA,  land  of  hope,  promise  and  opportunity,  where 
anyone  can  become  the  CEO  of  a  Fortune  500  company.  And 
that’s  just  one  of  the  hazards  of  being  a  CIO. 

A  few  weeks  ago  over  beer  and  pretzels  (too  much  beer,  per¬ 
haps),  I  found  myself  sitting  among  a  group  of  very  senior  exec¬ 
utives  from  a  variety  of  large  companies  playing  a  top-this-one 
competition  of  “the  worst  boss  I  ever  had”  stories.  The  compe¬ 
tition  raged  for  hours  and  careened  wildly  from  the  bizarre  to  the 
hilarious  to  the  downright  scary — like  the  story  one  contestant 
told  about  an  intimate  dinner  out  that  he  and  his  wife  were 
treated  to,  hosted  by  his  boss  and  his  wife,  a  few  weeks  after 
he  joined  an  East  Coast  consumer  products  company: 
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“They  asked  us  to  meet  them  outside  the  restaurant,”  he 
said.  “It  was  snowing,  but  we  dutifully  stood  outside  and 
waited  for  them  to  finally  arrive  15  minutes  late.  We  walked 
into  a  very  crowded  waiting  area,  whereupon  I  offered  to  take 
the  ladies’  coats.  The  coat  rack  was  jammed  full,  but  I  did  man¬ 
aged  to  find  one  empty  hanger  and  proceeded  to  hang  both 
coats  on  it,  one  over  the  other.  Seeing  this,  my  new  boss 
shouted,  ‘What  the  hell  do  you  think  you’re  doing?’  in  a  voice 
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GO  IT  ALONE  tyi  agto  build  and  manage 

an  e-commerce  infrastructure  for  jour 
business  and  you’re  facing  the  possibility  of 
order  mishaps,  mishandled  transactions  and 
lost  customer  opportunities. 


PLUG  IN  TO  ORDERTRUST  and 

you’re  connected  to  an  e-commerce  service 
that  kicks  in  the  momentyour  customers  press 
the  biy  button.  Providing  real-time  credit 
card  authorization  and  inventory  checking, 
line-item  routing,  event-triggered  e-mail 
and  comprehensive  order  monitoring  and 
reporting.  OrderTrust  even  givesyou  point- 
and-click  access  to  millions  of  products  for 

your  online  catalog.  To  learn  how  OrderTrust 
can  help  you  create  a  level  of  service  that 
encourages  customers  to  spend  time  and 
money  atyour  site,  call  800.254-3772  or 
visit  www.ordertrust.net. 
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so  loud  it  brought  all  other  conversations  in  the  restaurant  to 
an  abrupt  halt.  Striding  over  and  still  shouting  loudly  enough 
for  everyone  to  hear,  he  snatched  the  hanger  from  my  hand 
and  said,  ‘Don’t  you  ever  hang  your  wife’s  coat  over  my  wife’s 
coat!  Who  do  you  think  you  are?’  and  so  on  for  what  seemed 
like  an  eternity.  Then,  he  yanked  his  wife’s  coat  off  the  hanger, 
causing  my  wife’s  coat  to  fall  on  the  wet  floor,  took  his  wife 


by  the  arm  and  stormed  out  of  the  restaurant,  leaving  us  to 
slowly  gather  our  things  and  slink  out.  I  resigned  the  follow¬ 
ing  week.” 

And  there  was  the  one  told  by  a  CIO  whose  boss’s  favorite 
routine  was  to  summon  him  and  others  for  impromptu  meet¬ 
ings  and  then  let  them  just  sit  in  his  office,  for  as  much  as  an 
hour  sometimes,  while  he  talked  on  the  phone.  “It  never  seemed 
to  embarrass  him  in  the  least  that  most  of  the  conversations 
(at  least  the  half  that  I  could  hear)  were  complete  nonsense — 
personal  calls  about  golf  games  and  the  like.  Very  late  one 
Friday  night,  the  CFO  and  I  were  rushed  into  his  office  in  time 
to  watch  him  dial  up  his  real  estate  agent.  After  20  minutes  of 
listening  to  him  negotiate  the  purchase  of  vacation  property  in 
Santa  Barbara,  the  CFO  reached  into  his  pocket,  pulled  out  a 
cell  phone  and  dialed  this  guy’s  direct  number.  The  phone  rang, 
our  boss  apologized  to  his  real  estate  agent  as  he  had  to  put 
her  on  hold,  then  picked  up  the  ringing  line.  ‘Flello,’  he  said, 
to  which  the  CFO  replied,  ‘I  quit,’  then  hung  up  and  calmly 
walked  out.” 

Refusing  to  be  outdone  and  with  such  a  rich  assortment 
of  possibilities  in  my  own  past,  I  related  a  bad-boss 
story  from  my  days  as  an  up-and-coming  project  man¬ 
ager.  Adolph,  as  he  was  affectionately  known  around  the 
office,  was  a  bully  of  the  first  order,  prone  to  talking  nonstop 
until  he  could  think  of  something  to  say  and  famous  for  pulling 
the  wings  off  interns.  In  this  tortured  soul’s  special  brand  of 
logic,  the  greater  the  level  of  humanity  in  managing  a  project, 
the  lower  the  results  and  vice  versa.  In  short,  Adolph  was  a 
jerk.  Among  those  things  that  he  was  most  proud  of,  and 
something  he  liked  to  constantly  remind  us  about,  was  that, 
because  his  personal  standards  of  performance  were  so  high, 
he  had  never  awarded  any  of  his  direct  reports  an  “excellent” 


rating  in  a  performance  evaluation.  We,  not  wanting  to  dis¬ 
appoint  him,  rose  to  this  challenge  by  turning  in  consistently 
mediocre  performances.  When  Adolph  got  transferred,  we 
threw  the  wildest  going-away  party  anyone  could  remember. 
Adolph  would  have  loved  it,  but  he  wasn’t  invited. 

So  the  evening  went.  And  as  the  stories  wore  on,  I  won¬ 
dered,  as  I  looked  around  this  circle  of  high-powered  whin¬ 
ers,  how  many  of  us  would  eventu¬ 
ally  become  the  central  characters 
of  bad-boss  story  contests  in  the 
future,  or  already  had? 

How  is  it  that  everybody  (and 
that’s  a  big  number)  has  at  least  one 
or  two  bad-boss  stories?  In  spite  of 
the  numerical  imbalance,  bad-boss 
stories  even  outnumber  bad- 
coworker  stories.  Where  do  bad, 
nutty  bosses  come  from?  How  do  people  this  flawed  come  to 
positions  of  such  enormous  power  in  large,  public,  high-pro¬ 
file  companies?  Most  of  the  really  large  corporations  I’m  famil¬ 
iar  with  have  highly  structured,  aggressive  “weeding  out”  pro¬ 
grams  that  are  pretty  effective  at  filtering  out  the  nutballs  long 
before  they  ever  reach  the  senior  levels  of  the  organization 
and  yet,  there  they  are. 

In  my  opinion  (this  is  an  opinion  column  after  all),  bad 
bosses  are  not  born,  they  are  made.  If  you  leave  out  the 
true  wackos — ones  that,  for  instance,  dispatch  underlings 
to  rummage  through  their  competitor’s  trash  dumpster  in  the 
name  of  consumer  protection — and  you  leave  out  the  job  hop¬ 
pers  who  leap  (or  are  pushed)  from  the  upper  rung  of  one  com¬ 
pany  to  that  of  another  (and  another  and  another),  staying 
just  long  enough  for  their  incompetence  to  peek  through, 
you’re  left  with  a  collection  of  otherwise  good  people  who 
have  fallen  victim  to  their  insecurities  or  their  ego  or  both. 
These  people  have,  essentially,  been  driven  quite  nuts  either 
by  the  pressures  of  their  jobs  or  by  the  belief  that  the  loftiness 
of  their  positions  somehow  implies  superiority. 

For  the  most  part,  insecurity  comes  in  two  flavors:  insecurity 
about  technical  skills  and  insecurity  about  one’s  general  qual¬ 
ifications  for  the  job.  Concerns  about  technical  skills  is  a  nat¬ 
ural  worry  (as  it  should  be)  for  CIOs  with  little  technical  back¬ 
ground  to  begin  with.  Even  for  those  of  us  who  came  up 
through  the  ranks,  it’s  a  constant  challenge  to  keep  up,  espe¬ 
cially  when  the  effort  necessarily  gets  relegated  to  an  after- 
hours  pursuit.  The  result  is  that  we  have  to  rely  more  and  more 
on  the  technoids  with  the  baby  faces  and  poor  communica¬ 
tion  skills.  I’m  not  sure  I’d  want  to  order  a  pizza  from  some 
of  these  kids,  but  often  you  just  have  to  hold  your  breath  and 
hope  for  the  best. 


I  wondered,  as  I  looked  around  this  circle  of  high- 
powered  whiners,  how  many  of  us  would  eventually 
become  the  central  characters  of  bad-boss  story 
contests  in  the  future,  or  already  had? 
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CIO  Confidential 


Fear  of  termination  is  still  the  main  engine  of  organizational 
evolution,  even  in  these  heady  times.  That’s  why  the  other  type 
of  insecurity,  concern  about  one’s  overall  qualifications  (and 
hence  longevity),  is  far  more  common  and  insidious  among 
managers  of  all  stripes.  Many  of  the  executives  I  know,  myself 
included,  have  enjoyed  far  more  career  success  than  they  (and 
their  mothers-in-law)  could  ever  have  imagined.  For  some,  the 
altitude  is  so  dizzying  that  career  goals  have  shifted  from  climb¬ 
ing  to  just  hanging  on.  When  these  people,  who  are  by  nature 
aggressive  and  tough,  go  into  a  bad  patch  and  start  to  fear 
they’ll  lose  everything,  it  doesn’t  make  them  any  nicer. 

Ego  is  a  funny  thing.  On  the  one  hand,  it  would  be  impos¬ 
sible  for  you  to  be  an  effective  leader  without  a  generous  help¬ 
ing  of  it.  On  the  other,  too  much  (even  a  little  too  much)  is  a 
nightmare  for  everyone  within  the  blast  zone  of  your  person¬ 
ality  and  will  eventually  undermine  your  effectiveness.  Success 
is  a  kind  of  a  trap,  and  after  a  while,  power  and  influence  can 
make  you  sour.  It  doesn’t  help  that  just  when  you’re  at  your 


most  successful  and  at  highest  risk  of  a  runaway  ego,  a  few 
well-meaning  friends  and  a  thousand  not-so-well-meaning 
hangers-on  will  line  up  to  tell  you  what  a  genius  you  are.  This 
is  thin  gruel  best  set  aside. 

Big  Egos  have  always  been  easy  to  spot  in  the  companies 
I’ve  worked  at.  Part  and  parcel  to  this  character  flaw  is  the 
need  to  constantly  signal  one’s  importance.  For  instance,  Big 
Egos  do  not  place  there  own  phone  calls;  their  secretaries  do 
it  for  them.  Once  the  secretary  reaches  the  person,  she  says, 
“Mr.  Ego  is  calling  for  you.  Please  hold.”  Then  Mr.  Ego  keeps 
the  callee  waiting  on  the  line  for  several  minutes  before  he 
picks  up.  This  is  because  executives  sold  on  the  notion  of  their 
own  divinity  are  fond  of  manipulating  time  and  its  availabil¬ 
ity  as  a  kind  of  negative  status  symbol.  They  believe  that  the 
more  time  one  appears  to  have,  the  worse  off  one  appears  to 
be.  Through  a  conspicuous  absence  of  free  time,  Mr.  Ego 


can  signal  the  value  of  his  time  and  thus  himself.  Wasting 
other  people’s  time  without  spending  a  moment  of  one’s  own 
clearly  establishes  the  pecking  order,  and  no  self-respecting 
senior  executive  would  be  caught  dead  with  a  hole  in  his  or 
her  schedule. 

Does  any  of  this  sound  familiar? 

So,  like  it  or  not,  here  is  some  advice  for  victims  of 
these  aforementioned  maladies.  The  rest  of  you  may 
stop  here. 

If  you  wake  up  tomorrow  morning  feeling  in  any  way  inse¬ 
cure  about  holding  onto  your  job,  for  God’s  sake,  get  a  grip 
on  yourself!  Holding  onto  your  job  ought  to  be  the  least  of 
your  worries.  You  are  in  the  most  highly  sought  after,  highly 
portable  profession  in  the  world  in  an  economy  hotter  than  a 
check  from  a  B2C  startup.  Hey,  if  Adam  Sandler  can  keep 
getting  movie  contracts,  anybody  (especially  you)  can  get  a 
far  better  job  than  you’re  sweating  over  today.  If  you  insist 

on  worrying  about  something,  worry 
about  your  people  and  their  insecu¬ 
rities.  Worry  about  getting  too  com¬ 
placent  and  timid.  Worry  about  keep¬ 
ing  your  department  excited  and 
inventive.  Be  bold  and,  above  all, 
trust. 

If  you  wake  up  tomorrow  morn¬ 
ing  thinking  that,  as  CIO,  you’re  the 
most  important  IS  person  in  the  com¬ 
pany,  for  God’s  sake,  get  over  it! 
You’re  not.  The  most  important  per¬ 
son  in  your  department  at  this  very 
moment  is  the  one  who’s  solving  a 
user’s  problem  or  making  sure  the 
network  is  up  or  monitoring  the 
batch  runs.  If  tomorrow  you  and  your  workstation  tech  both 
decide  to  take  the  day  off,  who  do  you  think  will  be  missed 
the  most?  In  many  respects,  you  are  the  departmental  gopher, 
the  guy  or  gal  charged  with  keeping  the  playground  clear  of 
obstacles,  making  sure  everyone  plays  nice  and  has  what  they 
need,  and  cleaning  up  the  mess  afterward.  Embrace  the  bad 
news  and  the  criticism  for  their  ability  to  keep  you  centered 
and  make  you  better.  Disregard  the  praise,  the  executive  trap¬ 
pings  and  the  superficial  friendships.  They  have  a  toxic  effect 
on  the  character  and  will  surely  disappear  one  day  without 
so  much  as  a  nod. 

Trust  me.  BE] 


Anonymous  has  been  a  CIO  at  household-name  companies  in  various 
industries  for  more  than  12  years,  He  welcomes  correspondence  from 
egos  big  and  small  at  confidential@cio.com. 


If  you  wake  up  tomorrow  morning  thinking  that, 
as  CIO,  you’re  the  most  important  IS  person  in 
the  company,  for  God’s  sake,  get  over  it!  In  many 
respects,  you  are  the  departmental  gopher,  the 
guy  or  gal  charged  with  keeping  the  playground 
clear  of  obstacles,  making  sure  everyone  plays 
nice  and  has  what  they  need. 
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TO  BE  SEARCHED  IN  UNDER 
THREE  SECONDS. 

OR.  ROUGHLY,  ONE  NEW  YORK  CITY 
EVERY  .0278  SECONDS. 


The  world’s  largest  genealogical  organization  had 
a  problem.  They’d  compiled  over  a  terabyte  of  data, 
spread  out  over  multiple  static  databases  all  over  the 
world,  and  needed  a  way  to  access  it  quickly, 
relevantly,  and  on  a  fixed  budget.  We  love  a  challenge. 
Rather  than  pull  all  the  information  into  one,  sluggish 
database,  we  built  a  common  index  with  a  parallel  query 
mechanism  all  three  databases  could  understand. 
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STORM 


Allowing  results  to  be  posted  in  less  than  three 
seconds.  And  as  that  should  make  the  site  pretty  popular, 
we’ve  enabled  it  to  handle  up  to  65  million  hits  per  day 
and  be  scalable  to  500  million  hits  per  day.  How  do 
we  make  the  impossible  seem  easy?  Simple.  We’ve  done 
it  before.  If  you’re  in  need  of  a  little  outside  technical 
expertise,  give  us  a  call;  we’ll  give  you  our  thoughts. 
877-650-5282.  Or  visit  us  at  lavastorm.com. 
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-Dotcom  Darwinism 
-Making  a  Good  Match 


The  Price 
Was  Wrong 


BY  ED  YOURDON 


ONE  OF  THE  HOT  news  items  recently  was  the  decision  by  several 
dotcom  companies  to  reduce  one  of  their  initial  competitive 
advantages  over  brick-and-mortar  competitors — cheaper 
prices.  The  reason  is  obvious,  though  it’s  somewhat  amusing 
to  see  it  discussed  in  such  lofty  terms:  In  the  wake  of  the 
slump  in  high-tech  stock  prices,  investors  are  demanding 
profitability  (gasp!),  rather  than  just  the  “.com”  suffix  on 
a  corporate  name. 

To  any  reasonably  intelligent  observer  of  the  Internet  phe¬ 
nomenon,  this  should  not  come  as  a  great  surprise.  The  ques¬ 
tion  that  remains  is,  what  will  e-businesses  use  as  their  com¬ 
petitive  advantage  if  they  can’t  offer  substantially  lower  prices 
than  the  brick-and-mortar  world?  One  of  the  business-IT 
megatrends  that  we  articulated  nearly  a  year  ago  was  that  the 
products  and  services  offered  by  many  of  the  e-businesses 
would  become  commodities,  and  companies  would  have  to 
find  other  ways  of  gaining  customer  loyalty. 

This  idea  is  not  rocket  science.  Amazon.com  may  have 
achieved  its  initial  success  partly  by  offering  books  at  a  sub¬ 
stantial  discount,  and  perhaps  CEO  Jeff  Bezos  actually  thought 


he  could  make  a  profit  with  discount  pricing  in  the  early  days. 
After  all,  a  virtual  bookstore  doesn’t  have  the  overhead  of 
rent  and  upkeep  that  a  physical  bookstore  has.  But  during  the 
course  of  a  few  years,  Amazon.com  discovered  that  it  was 
facing  almost  identical  discount  prices  from  brick-and-mortar 
competitors  like  Barnes  &  Noble  and  its  e-business  spinoff, 
Barnesandnoble.com.  The  average  consumer  probably  doesn’t 
lie  awake  every  night  obsessing  about  this  the  way  Bezos  and 
his  counterpart  at  Barnes  &  Noble  presumably  do.  As  one  of 
those  consumers,  all  I  know  is  that  I’ll  find  virtually  identical 
prices  for  a  mainstream  book  today,  unless  I’m  silly  enough 
to  buy  it  at  the  airport  bookstore  just  before  I  jump  on  a  flight. 
But  you  certainly  can’t  blame  Amazon.com  or  any  of  the  com¬ 
parable  dotcom  companies  for  using  discounted  prices  as  an 
attractive  marketing  campaign  in  their  early  days.  After  all, 
the  Japanese  automobile  industry  used  the  same  strategy  in 
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Information  management  you  can't  outgrow. 


Now,  Network  Appliances  seamless  data  management  and  content  delivery 
systems  fit  any  size  business.  Onr  latest  collection  of  appliances  scales  easily 
from  tens  to  hundreds  of  terabytes.  With  no  added  system  complexity  or 
downtime.  And  without  stretching  your  resources.  (living  you  simple, 
reliable,  end-to-end  solutions  that  tire  as  at  home  in  the  world  of  big 
business  as  they  tire  in  the  smallest  of  startups.  Anyw  here  around  the  world. 

To  learn  more  about  information  management  your  business  can’t 
outgrow  -  no  matter  how  much  it  grows  -  call  1-800-443-4537.  Or  visit 
us  at  www.netapp.com/XXXXL. 
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Opinion 


Re: 


the  1960s,  and  the  Indian  software-outsourcing  industry  used 
the  same  strategy  in  the  1990s.  Cheap  prices  can  be  an  attrac¬ 
tive  way  of  getting  attention  in  an  established  marketplace. 

As  suggested  above,  the  interesting  question  is,  what  hap¬ 
pens  when  discounted  prices  are  no  longer  sufficient?  In  the 
case  of  the  Japanese  automobile  industry,  one  of  the  obvi¬ 
ous  answers  was  better  quality.  Honda  and  Toyota  could 
say  to  the  U.S.  marketplace,  “Not  only  are  our  cars  com¬ 
petitively  priced  [though  perhaps  no  longer  quite  as  cheap, 
compared  with  Ford  and  General  Motors],  they  run  better 
and  last  longer.” 

In  the  case  of  the  dotcom  companies,  factors  like  quality 
and  convenience  can  be  used  as  competitive  weapons.  I  like 
to  buy  books  from  Amazon.com,  for  example,  because  (a)  I 
have  the  convenience  of  being  able  to  order  from  home  at 
any  time  of  day  or  night,  and  (b)  I  know  that  I  can  search 
for  a  book  by  author  or  title,  whereas  the  clerk  at  the  neigh¬ 
borhood  brick-and-mortar  store  probably  won’t  be  able  to 
give  me  accurate  information  about  the  book  I’m  trying  to 
find.  But  competitive  advantages  in  this  area  are  likely  to  be 
hygiene  factors:  I  don’t  pay  much  attention  to  them  when 
they’re  present  and  notice  them  only  when  they’re  absent.  And 
if  the  neighborhood  brick-and-mortar  store  had  any  sense,  it 
would  retaliate  by  hiring  better  clerks  and  staying  open  24 
hours  a  day  to  service  the  people  who  want  to  wander  in  to 
buy  a  book  at  3  a.m. 

Ultimately,  the  success  of  a  dotcom  company  is  going  to  lie 
in  other  areas — such  as  the  ability  to  make  better  use  of  its  data 
and  the  ability  to  create  a  sense  of  community  on  its  website. 
Amazon.com  continues  to  amaze  me  with  the  sophistication  of 


its  personalized  data-mining  capabilities.  Whenever  I  visit  the 
site,  it  effectively  says,  “Hi,  Ed,  good  to  see  you  back  again. 
Here  are  three  books  we  think  you’d  like,  based  on  your  recent 
purchasing  patterns.”  In  theory,  the  neighborhood  brick-and- 
mortar  store  could  do  the  same  thing,  and  perhaps  there  are 
some  legitimate  examples  of  that  level  of  service  in  a  few  small 
towns,  but  this  doesn’t  work  so  well  in  a  big  city  like  New 
York.  Some  brick-and-mortar  bookstores  do  create  a  sense  of 
community  by  opening  a  coffee  shop  in  the  midst  of  its  book 
racks  or  by  inviting  poets  and  musicians  to  drop  in  to  read 
their  work  and  play  their  songs.  But  I  think  there  are  far  greater 
opportunities  to  create  virtual  communities  consisting  of  affin¬ 
ity  groups  based  on  products  or  other  consumer  preferences. 

The  interesting  thing  is  that  a  company  like  Amazon.com 
is  arguably  doing  a  good,  innovative  job  at  several  of  these 
tasks — and  yet  it’s  still  being  subjected  to  intense  pressure  by 
the  financial  community. 

If  it’s  tough  for  Amazon.com,  how  much  tougher  must  it 
be  for  all  of  the  other  dotcom  companies  that  don’t  have  the 
experience  and  sophistication  that  Amazon.com  demonstrates 
over  and  over  again?  Well,  Charles  Darwin  told  us  a  long  time 
ago  what  happens  when  there  is  a  great  deal  of  competition 
in  an  environment  with  limited  resources:  It’s  called  survival 
of  the  fittest.  And  what  we’ve  begun  seeing  in  the  dotcom 
marketplace  is  that  fittest  no  longer  means  offering  the  biggest 
discounts.  It  will  be  interesting  to  see  what  it  really  does  mean 
as  the  dotcom  industry  evolves  toward  maturity.  HEI 


Ed  Yourdon  is  chairman  of  Cutter  Consortium,  an  IT  consultancy  based 
in  Arlington,  Mass. 


The  Right 
Match 

BY  DINAH  DANIELS 

THE  SCENARIO  IS  FAMILIAR  to  human  resources  professionals,  hir¬ 
ing  managers  and  CIOs.  A  job  opening  occurs  in  an  organi¬ 
zation,  and  a  file  drawer  full  of  resumes  is  pulled  open  to  start 
the  arduous  task  of  finding  the  right  candidate. 

If  the  company  is  on  its  toes,  a  written  job  description  may 
exist,  giving  the  human  resources  department  a  road  map  to 


the  educational  background,  job  experience,  skills  and  quali¬ 
fications  the  ideal  candidate  should  possess. 

However,  if  HR  proceeds  with  interviewing  candidates 
before  performing  one  critical  internal  assessment,  a  potential 
hire  who  looks  great  on  paper  may,  in  fact,  be  the  wrong  per¬ 
son  for  the  job. 

First,  the  HR  department  should  interview  the  job  before 
interviewing  the  job  candidates  in  an  effort  to  define  a  job 
profile.  This  profile  should  include  information  about  key 
result  areas,  critical  connections  in  the  company,  behaviors, 
values  and  education,  and  experience  required  to  perform 
the  job. 

Creating  a  job  profile  can  provide  an  organization  with  far 
more  useful  information  than  a  written  job  description.  While 
a  job  description  states  the  functions  of  a  specific  job  and  the 
education,  background  and  skills  required  to  perform  it,  a  job 
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profile  illustrates  how  the  job  fits  into  the  context  of  the  com¬ 
pany.  It  profiles  the  key  people  in  the  organization  with  whom 
the  person  holding  the  job  will  interact.  It  looks  at  values  and 
how  the  job  impacts  the  entire  organization,  as  well  as  spe¬ 
cific,  measurable  outcomes  of  job  performance. 

With  the  creation  of  a  job  profile  for  a  given  position,  a 
company  connects  that  position  to  the  entire  organization  in  a 
meaningful  way,  something  that  is  particularly  relevant  for 
IS  positions.  Creating  a  job  profile  requires  human  resources 
professionals,  line  managers  and  department  supervisors  to 
work  together  to  establish  a  consistent  understanding 
of  how  a  job  should  be  filled  and  the  type  of  person  who 
should  fill  it. 


Traditionally,  the  interview  and  selection  process  is 
viewed  as  a  chore  that  happens  in  isolation  from  everything 
else  in  a  company.  But  with  the  creation  of  a  job  profile, 
which  uses  input  from  everyone  who  is  affected  in  an  organ¬ 
ization,  the  decision  makers  are  able  to  take  a  more  com¬ 
prehensive  view. 

The  second  critical  step  in  the  interviewing  and  selection 
process  is  building  a  candidate  profile.  Based  on  the  job  pro¬ 
file,  the  candidate  profile  will  give  the  hiring  managers  a  clear 
picture  of  the  person  needed  for  the  job  before  they  meet  a 
single  candidate. 

The  candidate  profile  is  critical  because  there  is  more  to 
matching  people  to  jobs  than  simply  finding  the  right  educa¬ 
tion,  job  experience  and  skill  set.  Two  candidates  may  possess 
the  same  college  degree,  similar  levels  of  professional  experi¬ 
ence  and  work  skills  that  match  the  requirements  of  the  job. 
But  if  the  job  requires  an  assertive  decision  maker,  someone 
who  embraces  risks  and  thrives  in  a  fast-paced  environment, 
suddenly  the  two  candidates  may  not  appear  so  equal.  One 
may  function  well  in  an  environment  that  is  more  deliberative 
and  predictable,  making  him  inappropriate  for  the  opening. 
The  other  may  possess  the  quick-thinking,  authoritative  char¬ 
acteristics  needed  but  may  also  show  signs  of  being  somewhat 
reckless. 

No  candidate  is  a  perfect  fit  for  any  job.  There  are  always 
gaps  between  the  requirements  of  a  job  and  the  capabilities 
of  even  the  best  person  hired  to  fill  it.  But  an  enlightened  com¬ 
pany  will  not  wait  until  that  person  is  on  board  to  discover — 


and  consequently  be  caught  unaware  by — those  gaps. 

An  interviewing  process  that’s  successful  will  determine 
where  strong  fits  exist  between  a  candidate  and  a  job,  and 
discern  if  there  are  gaps  between  a  company’s  needs  and  a 
candidate’s  capabilities. 

If  there  are  gaps,  the  interviewing  process  should  yield 
enough  information  about  a  candidate  to  determine  if  there  is 
anything  the  company  can  do  to  bridge  them  or  compensate 
for  them.  Possible  solutions  may  be  as  simple  as  a  candidate 
taking  a  college  course  or  sitting  down  with  another  person 
in  the  company  who  can  provide  assistance  and  training. 
Many  organizations  make  the  mistake  of  engaging  in  wishful 
thinking  when  job  candidates  come  to  them  with  recogniza¬ 
ble  gaps.  Hiring  managers  believe  that  when  the  person 
starts  working  at  the  job,  he  will  adapt  to  its  needs 
just  by  becoming  acquainted  with  the  organization’s 
culture.  That  rarely  happens,  and  the  company  ends  up 
shaking  its  finger  at  the  new  employee  when  it  should 
be  blaming  itself. 

Even  in  a  tight  labor  market,  a  company  is  set¬ 
ting  someone  up  for  failure  by  hiring  him  when  it 
knows  of  serious  gaps  between  the  candidate’s  per¬ 
sonality  or  skills  and  what  the  job  requires.  An  enlightened 
company  may  go  ahead  and  hire  this  person  but  should  do 
so  with  a  clear  idea  of  options  for  filling  the  gaps,  includ¬ 
ing  shoring  them  up  with  other  resources  in  the  organization 
or  redefining  the  job  to  fit  the  capabilities  of  the  new  hire. 
(This  latter  option  should  be  undertaken  with  the  under¬ 
standing  that  some  functions  will  have  to  be  shifted  else¬ 
where  in  the  organization.) 

Most  mistakes  in  the  hiring  process  come  from  the  fact  that 
people  are  vague  about  what  a  candidate  can  and  can’t  do. 
Maybe  they  like  the 
way  a  person  meets  and 
greets,  or  they  like  the 
candidate’s  education 
level,  but  they  don’t 
look  at  the  whole  pic¬ 
ture,  and  in  the  end  they 
make  the  hiring  decision  based  on  the  wrong  factors. 

Most  important,  hiring  professionals  need  to  avoid  the 
temptation  to  compare  one  candidate  with  another.  What  they 
should  do  is  compare  each  candidate  against  the  job. 

By  first  creating  a  job  profile  and  then  creating  a  candidate 
profile,  hiring  managers  dramatically  increase  their 
chances  of  long-term  hiring  success — before  ever  meeting  a 
single  job  candidate. 


Dinah  Daniels  is  president  of  Praendex,  a  consulting  and  training  organi¬ 
zation  in  Wellesley,  Mass. 


There  are  always  gaps  between  the 
requirements  of  a  job  and  the  capabilities 
of  even  the  best  person  hired  to  fill  it. 


Do  you  have  an  opinion  you 
would  like  to  express?  Let 
Senior  Editor  Megan  Santosus 
know  at  santosus@cio.com. 
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Not  everyone  appreciates  the  difficulty  and  uncertainty  of  IT  spending  decisions.  Comdisco  IT  Control  and  Predictability  Solutions  has 


proven  expertise  in  establishing  the  value  of  IT  to  your  business  -  in  hard  numbers.  After  years  of  managing  technology  and  finance  initiatives, 


we’ll  help  you  make  the  right  decisions  for  your  business.  1-800-272-9792.  www.comdisco.com.  Delivering  the  promise  of  technology. 
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Sound  Off 

Taking  Sides  on  Critical  Issues 


Soft  Skills, 
Hard  Times 

BY  MARTHA  HELLER 


LAST  WEEK  I  HAD  A  BABY. 

Right  after  I  felt  the  first  contraction,  I  told  my  husband  that 
I  was  going  into  labor.  Then  I  called  the  hospital.  Then  I  called 
Michael,  user  services  specialist  at  CXO  Media  (publisher  of 
CIO). 

Maybe  I  should  have  called  my  mother  first,  but  I  was  having 
serious  problems  setting  up  my  home  office.  I  had  an  appoint¬ 
ment  with  Michael  that  very  morning  so  that  he  could  fix  every¬ 
thing  before  I  found  myself  homebound.  I  could  not  focus  on 
the  day’s  event  without  first  rescheduling  that  meeting. 

In  the  week  following  my  daughter’s  birth,  I  clocked  more 
time  on  the  phone  with  Michael  than  with  my  pediatrician,  my 
husband  and  my  mother  combined.  Michael  rose  to  the  chal¬ 
lenge  of  dealing  with  a  new  mother  with  network  configura¬ 
tion  problems.  Despite  the  cries  of  a  3-day-old  baby  and  the 
short  temper  of  a  frustrated  postpartum  user,  Michael  gently 
talked  me  through  a  troublesome  printer  software  installa¬ 
tion,  a  tricky  port  problem  and  a  network  path  dilemma. 

Most  of  us  have  a  roster  of  trusted  professionals — our  fam¬ 
ily  physician,  our  attorney  and  perhaps  even  our  therapist — 
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to  whom  we  turn  when  life  goes  awry.  The  user  services  spe¬ 
cialist,  it  seems,  is  on  the  verge  of  becoming  a  member  of  that 
elite  group.  Strong  technical  skills  are  no  longer  enough.  Along 
with  solid  programming  and  network  experience,  today’s  IS 
worker  needs  a  good  keyboard-side  manner. 

But  a  look  at  the  job  descriptions  for  user  services  positions 
on  sites  like  Monster.com  and  CareerPath.com  reveals  that 
employers  don’t  value  these  softer  skills  in  their  IS  workers. 
The  requirements  for  most  IS  jobs  include  items  like  five  years’ 
experience  in  a  Windows  environment  or  knowledge  of  TCP/IP, 
WINS  and  DNS.  While  several  of  the  descriptions  ask  for  gen¬ 
eral  communication  skills,  none  stress  the  importance  of  rela¬ 
tionship  building  among  users  or  sensitivity  to  user  concerns. 

One  could  argue  that  because  technical  skills  are  easier  to 
acquire  than  those  elusive  softer  skills  like  patience  and  good 
humor,  CIOs  should  place  a  stronger  emphasis  on  the  latter. 


ILLUSTRATION  BY  VAL  B.  MINA 


LOOK  AT  SALES. 


LOOK  AT  INVENTORY. 


LOOK  AT  PROFITABILITY. 


REALIZE  YOU  HAVE 


LIE  IN  WAIT. 


THE  POWER  TO 
OWN  THE  MARKET 
AND  ACHIEVE  GLOBAL 
DOMINATION. 


ou  live  for  this  moment.  When  your  business  vision  becomes  sharply  focused  and  you  find  a  new  source  of  value  staring  you 
in  the  face.  At  Cognos,  our  mission  is  to  deliver  this  moment  again  and  again.  We  call  it  The  Cognos  Moment.  And  it  happens  in 
thousands  of  companies  every  day,  driving  their  e-business  strategy  and  success.  Our  world-leading  business  intelligence  software 
solution  gives  you  an  immediate,  enterprise-wide  view  of  your  business.  Which  everyone  in  your  organization  can  use  to  create 
strategic  business  value,  instantly.  If  you’d  like  to  see  how  to  experience  a  Cognos  Moment,  visit  cognos.com/moment  today.  After  all, 
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If  Michael  had  the  best  technical  skills  in  the  world  but  exhib¬ 
ited  the  poor  interpersonal  abilities  endemic  to  so  many  IS 
workers,  I  might  have  thrown  in  the  towel,  and  my  editor 
would  have  had  a  real  problem  on  his  hands.  Do  you  care 
enough  about  the  soft  skills  of  your  IS  staff? 

Senior  Web  Editor  Martha  Heller  can  be  reached  at 
mheIler@cio.  com . 

MANY  TALENTED  TECHNICAL  PEOPLE  HAVE  NEVER 
achieved  a  position  of  authority  over  their  peers  because  they 
lack  soft  skills.  The  simple  truth  is  that  as  a  manager,  you  get 
things  done  through  others.  I  believe  an  IS  leader  with  poor 
soft  skills  will  have  an  underperforming  tech  group,  poor 
morale  and  high  turnover. 

Keith  A.  Rothe 

CIO 

Twenty  First  Century  Communications 
krothe@tfcci.com 


IT’S  DIFFICULT  TO  LEAD  I.S.  ENGINEERS  INTO  A  NEW  MODE 
of  performance.  The  value  systems  aren’t  always  aligned 
between  the  IS  expert  and  the  business  analyst.  Both  are 
experts  in  their  areas  of  interest,  but  unless  proper  guidance  is 
provided  it’s  often  difficult  for  the  two  types  to  build  a  lasting 
partnership.  This  partnership,  however,  is  how  the  organiza¬ 
tion  as  a  whole  can  really  be  successful. 


Do  your  staffers  have  soft  skills? 


Want  to  sound  off  on  this  or  other 
topics?  Join  the  ongoing  debates  at 
comment.cio.com. 


We  are  looking  to  internal  customer  relationship  manage¬ 
ment  (CRM)  specialists  for  IT  to  begin  this  activity  and  carry 
the  mantra  to  the  rest  of  the  organization  outside  IT.  We  take 
senior  IS  specialists  who  understand  some  of  the  dynamics 
and  provide  them  with  CRM  training  and  a  charter  to  be  a 
business  advocate  and  single  point  of  contact  for  IT.  The  engi¬ 
neers  become  engaged  by  the  internal  CRM  people  in  meetings 
with  clients  and  this  begins  the  training/mentoring  process  for 
the  IS  engineers.  It  can  also  become  a  career  path.  As  IS  engi¬ 
neers  achieve  project  management  expertise  and  customer  serv¬ 
ice  skills  they  can  move  into  higher  positions  of  management 
including  the  IT  CRM  function. 

Steve  Passer 

VP  of  IT 
C2Media.com 
steve.passer@c2media.com 


WE  HAVE  MADE  A  CONCERTED  EFFORT  TO  HIRE  I.S.  USER 
services  people  with  both  hard  technical  skills  and  the  softer 
people  skills.  It  has  a  direct  impact  on  customer  satisfaction. 
A  customer  will  be  much  more  patient  if  the  IS  person  is  per¬ 
sonable  and  patient  with  him.  Our  customers  want  to  feel 
that  IS  is  not  treating  them  like  “just  another  dumb  user.” 

Roxanne  Reynolds-Lair 

CIO 
FIDM 
rrlair@fidm.  com 

I  BELIEVE  SOFT  SKILLS  ARE  VERY  IMPORTANT.  HOWEVER, 
you  need  to  take  a  look  at  the  entire  company  before  placing 
the  burden  of  good  relationships  on  the  IS  staff.  What  if  the 
management  above  the  IS  department  frowns  on  the  use  of  soft 
skills.  What  if  the  management  has  a  “just  get  the  job  done” 
attitude  and  actually  comes  down  on  the  IS  staff  for  using 
their  soft  skills?  The  soft  skills  are  very  important,  but  remem¬ 
ber  that  the  IS  department  may  not  have  a  free  hand. 

John  Sestak 
MIS  Manager 
Interstate  Chemical 
jsestak@interstatechemical.com 


FOR  THE  VERY  REASONS  MENTIONED  IN  THE  ARTICLE,  WE 
have  established  a  fourth  team  in  our  technical  support  branch. 
These  are  people  who  are  strong  in  soft  skills  but  need  a  little 
training  for  the  IT  skills.  This  is  our  “farm  team.”  We  find  peo¬ 
ple  who  are  eager  learners,  have  some  IT  background  and 
strong  customer  service  skills.  After  a  year  of  developing  the 
concept,  we  received  approval  to  implement  it.  In  a  few 
months,  we  will  see  if  it  pays  off. 

Bart  Hill 

Manager,  Tech  Support 
US  House  of  Representatives 
bart.hill@mail.house.gov 

WHEN  YOU  BOIL  IT  DOWN  TO  THE  BASIC  COMPONENTS, 
all  business  transactions  are  a  form  of  personal  communica¬ 
tion.  Failure  to  communicate  means  failure  to  conduct  busi¬ 
ness.  Soft  skills  such  as  really  listening  to  the  other  party  in  a 
conversation,  empathy  and  compassion  cannot  be  stressed 
enough  in  IT.  Far  too  many  of  the  IS  workers  (from  the  CIO 
to  the  help  desk)  forget  that  the  reason  IT  exists  is  to  support 
business,  not  the  other  way  around. 

Greg  Bassett 

Executive  Director  of  Systems 
Hurley  Consulting  Associates 
gbassett@hurleyconsulting.com 
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Adaptec®  brings  dependability  to  Fibre  Channel.  What  looks  good  one  minute  can  lead  to  all  sorts  of  trouble.  Like 
massive  compatibility  problems  or  hours  of  configuration.  But  you  can  forget  all  that  with  Adaptec  Fibre  technology. 

Our  Fibre  Channel  adapters  take  the  risk  out  of  moving  to  SAN  by  delivering  unmatched  interoperability  and 
reliability.  Each  card  is  run  through  the  same  huge  testing  lab  that  made  our  SCSI  and  RAID  cards  go-to  standards. 
Ensuring  they  work  with  the  widest  range  of  storage  networking  and  operating  systems  anywhere.  And  when  you 
add  in  our  partnerships  with  the  industry’s  biggest  names,  you  get  dependable  fibre  channel  host  bus  adapters 
you  know  will  work  right  out  of  the  box. 

No  one  wants  to  be  on  the  losing  team.  That's  why  more  businesses 
are  turning  to  the  solutions  engineered  by  Adaptec.  To  find  out  more 
about  our  entire  line  of  dependable  fibre  channel  cards  and  other  storage 
solutions,  visit  www.adaptec.com/go/FCeverywherel. 
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storage  networking 
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From  the  Publisher 

gbeach@cio.com 


Get  a  Clue 

ALL  OF  US,  INCLUDING  THIS  MAGAZINE  and  this  publisher,  get 
caught  up  in  e-hype,  proclaiming  the  Internet  to  be  the 
most  important  communication  invention  of  mankind. 

It  is  not.  Not  by  a  long  shot. 

My  pick  for  the  most  important  communication  invention 
goes  to  the  unnamed  human  being — probably  a  woman — who 
was  smart  enough  to  organize  incoherent  sounds  into  the  first 
spoken  human  word.  That  initial  word  evolved  into  words 
that  then  evolved  into  full-fledged  languages. 

The  Internet,  while  indeed  a  powerful  communication  tool,  is 
just  the  latest  in  a  long  line  of  spectacular  human  achievements 
that  facilitate  communication.  (For  those  readers  disagreeing 
with  me  over  whether  most  important  or  most  powerful  best 
describes  the  Internet’s  place  in  history,  read  The  Victorian 
Internet:  The  Remarkable  Story  of  the  Telegraph  and  the 
Nineteen  Century’s  On-Line  Pioneers,  by  Tom  Standage, 
(Walker  &  Co.,  1998),  which  uncannily  describes  the  impact 
of  the  telegraph  system  on  19th  century  Europe  and  America 
in  much  the  same  way  we  describe  the  Internet  in  the  early 
21st  century. 

So  why  am  I  so  fixated  on  the  topic  of  communication? 

Credit  goes  to  a  fascinating  book  I  recently  read  titled  The 
Cluetrain  Manifesto  (Perseus  Press,  2000),  written  jointly  by 
Rick  Levine,  Christopher  Locke,  Doc  Searls  and  David 
Weinberger.  The  book’s  subtitle,  “The  end  of  business  as  usual,” 
initially  sounds  like  squirmy  e-consultant  speak.  Until  you  start 
to  read  it. 

At  the  outset,  the  authors  challenge  the  reader  with  this  ques¬ 


tion:  “What  if  the  real  power  of  the  Web  lay  not  in  the  tech¬ 
nology  behind  it  but  in  the  profound  changes  it  brings  to  the 
way  people  interact  with  business?”  Hey,  isn’t  it  the  other  way 
around?  Companies  interact  with  people  that  the  marketing 
department  calls  customers. 

For  me  the  book’s  most  important  thesis  is  this:  Corporations 
do  not  speak  in  the  same  voice  as  the  new  networked  conver¬ 
sations  among  customers  and  prospects. 

What’s  the  voice  of  your  corporation  to  employees,  business 
partners  and  customers?  Is  your  company  participating  in  their 
conversations?  Are  you  really  listening  to  them?  (Focus  groups, 
customer  satisfaction  polls  and  pictures  of  happy  customers  in 
annual  reports  don’t  count!)  I  am  convinced  there  is  a  direct  cor¬ 
relation  between  a  company’s  size  and  the  likelihood  of  find¬ 
ing  the  name,  telephone  number  or  e-mail  address  of  a  human 
being  on  a  website.  Go  ahead.  Try  it.  The  “contact  us”  sec¬ 
tions  of  large  corporate  websites  are  giant  digital  black  holes 
that  more  accurately  should  be  labeled  “contact  us  if  you  can, 
and  we  will  get  back  to  you  when  we  want.” 

Do  you  communicate  with  customers  in  a  never  ending  bab¬ 
ble  of  one-way  corporate-speak?  Jargon  that  drowns  out  any 
opportunity  to  ascertain  customer  needs,  wants  and  even  new 
ideas  for  product  or  service  improvements? 

Reading  The  Cluetrain  Manifesto  may  change  the  way  you 
do  business.  Or  it  may  lead  to  an  understanding  of  how  newly 
empowered  networked  customers  want  to — and  will — do  busi¬ 
ness.  Driving  it  on  their- terms  and  not  yours.  With  you.  Or 
not  with  you. 

At  the  very  least,  if  the  book  inspires  you  to  review  the 
“contact  us”  portion  of  your  website  to  include  the  name  of 
at  least  one  human  being,  this  is  a  step  in  the  right  direction. 
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Reporter’s  Notebook 


As  I  walked  toward  the  reception  area,  I  tried  to  imagine  myself  saying  “No  thank 
you”  in  a  semibelievable  way.  I  didn't  want  to  act  completely  like  Homer  Simpson. 

It  wasn’t  going  to  be  easy. 

I  was  about  to  enter  the  sleek  corporate  headquarters  of 
Krispy  Kreme  Doughnut  in  Winston-Salem,  N.C.,  to  inter¬ 
view  Frank  Hood,  the  company’s  vice  president  of  informa¬ 
tion  services.  I  figured  it  would  be  undignified  to  burst  in 
whooping  “Mmmmm,  doughnuts!”  and  gorge  myself  on  the 
glazed  treats  that  I  assumed  would  be  piled  high  on  elegant 
silver  platters  in  the  lobby. 

I’d  attempted  to  slake  this  doughnut  desire  half  an  hour 
earlier,  splitting  half  a  dozen  piping  hot  glazed  Krispy  Kremes  with  Hap,  a  college 
pal  who  lives  dangerously  close  to  a  Krispy  Kreme  shop.  OK,  it  was  actually  my 
second  visit  to  the  store  in  nine  hours.  Hap  had  helpfully  remembered  the  night 
before  that  the  doughnut  drive-through  was  open  until  midnight. 

Even  with  this  Herculean  preparation,  my  inner  Homer  was  barely  under  wraps 
as  I  stepped  into  the  building.  Thankfully,  there  wasn’t  a  single  doughnut  in  sight. 
The  receptionist  charmingly  asked  not  if  I’d  like  coffee,  but  “Would  you  like  a 
doughnut?”  Somehow  I  summoned  the  strength  to  say  “No,  but  thank  you.” 

Mercifully,  Frank  Hood  appeared,  and  we  strolled  back  to  his  office.  “Let’s  cut 
through  here,”  he  said,  pointing.  I  took  two  steps  and  entered  the  office  coffee 
room.  There  were  the  doughnuts.  Fresh,  aromatic  hot  doughnuts  from  the  store 
down  the  block.  Boxes  of  ’em:  three  dozen  glazed  here,  a  stack  of  four  dozen 
assorted  over  there,  two  more  dozen  over  on  the  counter.  I  was  doomed,  oh  so 
happily  doomed.  -Stewart  Deck 
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Every  business  needs  to  drive  strategic  growth, 
improve  processes,  reduce  operating  complexity  and 
increase  corporate  flexibility.  And  every  business  needs 
to  understand  how  to  do  this  through  e-Commerce. 

Baan  is  a  global  software  player  and  has  the 
expertise  and  products  to  deliver  just  that. 

Our  software  is  at  the  very  cutting  edge  of 
technology  and  supports  every  facet  of  business 
processes  including  manufacturing,  distribution, 
and  transportation. 

And.  of  course,  we  can  guarantee  absolute 


integration  across  your  business  processes. 

Added  to  which,  we’re  now  backed  by  Invensys, 


listed  on  the  London  Stock  Exchange  with  global 
sales  of  US$11  billion. 

This  alignment  will  ensure  we  now  have  even  more 
muscle  to  compete  harder  in  today's  dynamic  market¬ 
place.  Providing  our  customers  such  as  DARA  (UK). 


Komatsu  (Japan),  Volkswagen  (Germany)  and  Verizon 
(US)  with  even  greater  levels  of  service,  and  products 
that  can  drive  their  business  performance  even  further. 

Hardly  surprising  then  that  we  believe  there's 
never  been  a  better  time  to  become  one  of  our 
customers. 


invensys. 

Software  Systems 
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the  future  of  your  business  with  hard-to-find  technology  talent. 

We're  North  America's  leading  provider  of  technical  gurus  for  e-commerce  development,  network 
administration,  database  design,  technical  support  and  other  specialties.  We  guarantee  that  our  people  are  qualified  to  get  the  job 
done  right.  Call  today  and  we'll  show  you  how  easy  it  is  to  keep  profits  up  and  overhead  down.  Or  visit  our  website  at  rhic.com. 
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Visit  our  booth  #S1472  at  COMDEX,  solve  our  puzzle 
and  get  a  cool  shock-activated  Flashing  Super  Ball! 
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rhic.com  •  800.793.5533 
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Time  Piece 

Tools  that  Ruled 


IN  A  PLOY  to  immortalize  themselves  in 
the  Guinness  Book  of  World  Records,  a 
team  of  engineers  in  Michigan  created  a 
6-foot  by  12-foot  clock  replete  with  11 
working  gears,  made  entirely  of  ice. 
Unseasonably  warm  weather  the  day  they 
were  supposed  to  run  the  clock  curtailed 
the  demonstration,  but  they  did  keep  it 
going  for  a  few  seconds  prior  to  meltdown. 

The  creators  of  the  ice  gears  were  the 
first  to  admit  that  commercial  possibilities 
for  their  cool  invention  were  totally  non¬ 
existent;  conventional  gears  are,  under¬ 
standably,  made  of  more  resilient  materi¬ 
als,  such  as  aluminum,  bronze,  steel  and 
even  plastic.  Gears  are  usually  circular,  and 
they  operate  in  groups  of  two  or  more, 
called  gear  trains.  One  gear  receives  energy 
from  an  external  source,  such  as  a  motor 


\  f\  l\J\J\y\A 


or  a  cyclist’s  legs.  As  it  turns,  its  teeth 
connect  with  those  of  a  second  gear,  thereby 
transferring  energy  and  torque  along  the 
gear  train  to  a  final  drive  shaft  at  the  other 
end.  The  shaft  transfers  the  energy  to  its 
final  destination,  most  often  a  wheel. 

Gears  have  powered  textile  mills  and 
ten-speeds,  water  wheels  and  wristwatches. 
And  without  the  differential  gears  that  let 
their  wheels  rotate  at  unequal  speeds,  cars 
would  have  a  tough  time  hugging  the 
curves  of  a  road. 


It  is  thought  that  some  form  of  gear  may 
have  existed  as  far  back  as  300  B.C.,  a 
rack-and-pinion  affair  that  was  an  integral 
part  of  a  water  clock  invented  by  the 
barber  Ctesibios  of  Alexandria.  But  the 
earliest  surviving  gears  are  found  in  the 
Antikythera  Mechanism,  an  incredibly 
sophisticated  astronomical  calculator  built 
in  Rhodes  around  80  B.C.  It  was  discov¬ 
ered  centuries  later  among  other  treasures 
in  a  sunken  shipwreck,  its  32  bronze  gears 
still  intact.  -Sara  Shay 
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BMC  and  EMC"'  are  registered  trademarks  and  where  information  lives  and  the  BMC  Proven  E  Infostructure  logo  arc  trademarks  of  EMC  Corporation.  (£>2000  EMC  Corporation  All  rights  reserved 


Since  information  has  become  a  matter  of  life  and  death  for  business, 
it’s  even  more  important  to  base  your  information  infrastructure  on  EMC  storage. 
EMC  pioneered  interoperability  testing,  so  you  have  immediate 
and  seamless  connectivity  to  data  throughout  the  entire  enterprise. 

And  when  you  become  EMC  Proven r“,  it  tells  everyone  from  customers  to 
investors  that  you  adhere  to  the  best  practices.  Practices  that  mean 
your  critical  information  is  not  only  safe  and  reliable,  but  also  accessible. 


EM 


of  the  world’s  critical  information  lives  on  EMC. 


Want  to  join  forces  to  become  an  even  stronger  business? 

Contact  us  at  EMC.com/ebusiness 
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There  have  never  been  so  many  ways  to  lose  a  customer.  Thanks  to  the  Internet, 
your  customers'  expectations  have  never  been  higher.  Their  sources  of  information  have 
never  been  greater.  And  their  access  to  your  competitors  has  never  been  faster.  What’s 
more,  research  tells  us  that  companies  can  boost  profits  by  almost  100%  just  by 
retaining  5%  more  of  their  customers.*  The  first  step  to  retaining  those  customers  is 
gaining  a  better  understanding  of  them. 

Customer  Service 

Computer  Associates’  Intelligent  CRM  offers  you  a  comprehensive  suite  of 
applications  to  understand  and  retain  those  demanding  customers.  From  our  predictive 
Customer  Intelligence  that  mines  the  information  in  your  database  for  decision-making 
analyses  and  insights  to  our  predictive  Sales  and  Marketing  that  provides  you  with  a 
consolidated  view  of  all  customer  activity  across  your  business  through  personalized 
portals:  CA’s  Intelligent  CRM  Suite  is  unique  in  the  industry. 

Furthermore,  our  3-D  visualization  technologies  bring  information  and  analyses  to  Sales  and  Marketing** 

life  and  give  customers,  staff,  and  suppliers  the  opportunity  to  perceive  it  in  all  its  many 
dimensions  rather  than  simply  view  it.  Whether  you  begin  with  a  single  application  or 
choose  the  entire  solution,  it’s  powered  by  Jasmine®  //,  CA’s  eBusiness  platform.  So  it 
seamlessly  integrates  with  your  existing  systems  and  applications  to  leverage  your 
investment,  regardless  of  underlying  technologies. 

To  find  out  more  about  how  Computer  Associates  can  help  you  get  closer  to  your 
customer  and  empower  your  staff,  visit  www.ca.com/solutions/crm.htm  or  call 
1  -800-225-5224.  Don’t  wait  too  long,  your  competitors  are  reading  this  too. 


©2000  Computer  Associates  International,  Inc.,  Islandia,  NY  11749.  All  trademarks,  trade  names,  service  marks  and  logos 
referenced  herein  belong  to  their  respective  companies.  'Harvard  Business  Review,  Sept.-Oct.  1990,  Frederick  F.  Reichheld 
&  Earl  Sasser.  Jr.,  Zero  Defections:  Quality  Comes  to  Services. 
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